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FUJITSU Limited and the Agen-
cy for Science, Technology and
Research (A*Star) will soon be
jointly exploring the creation of
Singapore’s first Centre of Excel-
lence for Computational Social
Science and Engineering, after
the signing of a memorandum of
understanding (MOU) between
Raj Thampuran, A*Star’s manag-
ing director, and Kenji Ikegai,

corporate senior executive vice-
president and representative di-

rector of Fujitsu, on March 26.

The centre, led by A*Star’s In-

stitute of High Performance Com-

puting (IHPC), aims to identify in-
novative technological solutions

and opportunities for sustaina-

ble urban development, allow-
ing modern cities such as Singa-

pore to better plan and execute
urban sustainability initiatives

while ensuring continued high
standards of living, plenty of

work opportunities, and quality
economic growth.

IHPC’s expertise in analysing

real-world data, as well as its
knowledge of complex systems

and social behaviour will be com-

bined with Fujitsu’s knowledge
of big-data and supercomputing

simulation to further research
key areas such as transport and

traffic management, energy effi-
ciency, and computational social
systems.

“This collaboration marks an-
other milestone in our long-term
partnership with Fujitsu and we
are excited that they have taken
this opportunity to expand their
activities in Singapore,” said Al-
fred Huan, IHPC executive direc-
tor.

The joint investment in re-

sources and sharing of know-
how will focus on tackling deep
and complex problems facing
metropolitan areas and facilitate
the development of new ap-
proaches in big data, he said.

“It is highly anticipated that
insights and outcomes derived
from the research will drive fur-
ther innovations and create pros-
pects that may be applied to oth-
er big cities,” said Mr Huan.

As the partnership is still in

its early stages, no specific
projects have been confirmed
yet, though both organisations
will get together in the coming
months for a series of work-
shops to map out potential direc-
tions of development.

Wong Heng Chew, president
of Fujitsu Singapore, is also con-
fident “that the potential to devel-
op cutting-edge solutions will at-
tract top scientists and engi-
neers from around the world”.

A
DOBE, known for
its Creative Suite
(CS) of products
that include soft-
ware like the huge-
ly popular Pho-
toshop, Dream-
weaver, Illustra-

tor, Acrobat, and many others, is
in the process of transforming its
business from one of selling
shrink-wrapped boxes to an online
cloud-based model.

Speaking to BizIT, Craig Tegel,
Adobe’s regional president for
Asia-Pacific, including Japan (APJ),
noted that last year, the company
reached a record revenue of
US$4.404 billion (the fiscal year
2012, ended on Nov 30, 2012).

“This is an indication that our
new business strategy of shifting
software offerings such as Creative
Suite from shrink-wrap to subscrip-
tion (via the cloud) is a clear win-
ner.”

Last April, Adobe introduced
the Creative Cloud (CC) in the US in
an attempt to present a new way
for users to access Adobe creative
tools and services like Photoshop
via a membership-based service
that provides them with unlimited
access. CC comes with two options,
one is for individual subscriptions
and the other, targeted at business-
es, for a “team” option of buying a
certain number of licences.

This year, the CC has made its
way to South-east Asia and is cur-
rently available in Singapore, the
Philippines, Indonesia, Malaysia,
and Thailand.

In Singapore, only the Adobe CC
for teams membership is available
for now – this is meant for small-
and medium-sized businesses
(SMBs), said Mr Tegel. “We chose
to launch CC for teams first as a
‘thank you’ to our loyal SMB cus-
tomer community,” he added.

Adobe CC for teams is available
at approximately US$840 per user
for a one-year plan. Existing CS 3

and later customers who have pre-
viously purchased CS software
through a volume licensing pro-
gramme may be eligible to buy at
the special price of US$600 per us-
er for a one-year plan.

The company will soon be intro-
ducing CC options for students, in-
dividuals, and enterprises in the
coming months, the Adobe official
added.

To a question on why Adobe
was trying to move to a subscrip-
tion-based model, Mr Tegel said
that one of the objectives of the
company has been to shift the busi-
ness from perpetual licensing
which entails having 24-month cy-
cles (the time between product re-
freshes) – where there are big
spikes in revenue and then a trail-
ing off – to a much more predictive
revenue stream which a licensing
model brings.

“Our plan this year is to try to
have a million paid subscribers
(globally) to the creative cloud.
That will allow us to have a sub-
stantial subscription business and
it also means we are growing the
number of users, something that

was not happening in the perpetu-
al licensing model. There were lots
of customers buying upgrades but
there were not too many new cus-
tomers coming into the franchise.”

Giving a data point, Mr Tegel
added that in the fourth quarter of
last year, Adobe recorded 10,000
new subscriptions per week as op-
posed to 8,000 per week in Q3.

The Adobe official said that
once a subscription is bought – for
SMB teams it could be anything
from one to 100 – the software
downloads to the computers.

For the one year, the products
get regular updates as Adobe engi-
neers tweak the software. At the
end of the subscription period, us-
ers are given a reminder to renew
their subscriptions. If they do so
then the product works for another
year. If the licence is not renewed,
the software stops working.

He added that the way teams
work on projects is changing. Previ-
ously, if you were a traditional de-
signer, you would probably need
just Photoshop, Illustrator, and In-
Design. On the other hand, if you
were a Web designer you would go
for Photoshop, Dreamweaver, and
Flash. And yet again as a video pro-
ducer, you would prefer Premier,
After Effects, Photoshop, he noted.

“Now with much of the content
that is being created going online,
we are starting to see creative pro-
fessionals becoming less siloed.
Rather than being just the print,
video, Web, mobile – that is differ-
ent silos – we are seeing the same
content going to different channels
and different devices.

“The beauty of having every-
thing in the cloud means if I’ve
started out doing some work that’s
going on the website but if I want
to add to video there’s some soft-
ware in the CC that would be able
to do the video.”

Mr Tegel said that as it has been
less than a year since CC has been
launched, the company could not

disclose how much percentage of
their revenue was coming from the
cloud.

The Adobe official noted that
with so much digital content being
produced, the company’s digital
marketing business – the so-called
Adobe Marketing Cloud – is on
track to hit US$1 billion in turn-
over.

“The company is seeing unprec-
edented growth in the digital mar-
keting side of its business which
last year achieved a record reve-
nue of US$777 million in fiscal
2012 which represents 35 per cent
year-over-year growth,” said
Mr Tegel.

The company’s marketing cloud
comprises a set of analytics, social,
advertising, targeting, and Web ex-
perience management solutions
meant for marketers.

“One of the things we’ve done
over the past few years through ac-
quisitions is build up our digital
marketing solutions. The market
opportunity is that our customers
are producing content using our
Creative Cloud and these custom-
ers want to be able to manage that
content and push it out to different
devices without having to recreate
it every time.

“They also want to be able to
measure what their customers are
doing with that content on those de-
vices and be able to monetise that
content so that they can make
more money for their company.
Our digital marketing solutions
help them to do this.”

The company has a bunch of
products in its digital marketing
portfolio that work together to de-
liver end-to-end digital marketing
solutions to customers.

“When you combine this with
the creative cloud, Adobe has this
great story to tell because it’s not
just about content creation but also
about creation right through to
monetisation and we are in this
great position to help our custom-
ers to do that.”

By AMANDA TAN

INGOT II, a universally de-
signed nursing home IT sys-
tem hosted on a cloud is set
to boost eldercare for one
in five nursing beds in Sin-
gapore. IngoT stands for:
IT stretching the capability,
potential and imagination
of NGOs (non-governmen-
tal organisations).

To date, the system has
been successfully rolled out
in Peacehaven Nursing
Home and Peacehaven
Bedok Multi-Service Cen-
tre.

The $2 million project,
developed by PulseSync
will increase labour efficien-
cy and create time savings,
which accounts for five
hours a month per resident
on updating the nursing
care plan.

“IngoT II has enabled
Peacehaven to save at least
10 per cent of our manpow-
er needs by streamlining
work flows and enhancing
present capabilities,” said
Low Mui Lang, executive di-
rector, Peacehaven Nursing
Home.

IngoT II is an enhance-
ment of the “IngoT” project
of 2007 which provided 10
healthcare NGOs with an IT
system that enhanced pro-
ductivity, patient care, and
corporate governance.

Ingot II’s technology will
be focusing on cloud com-
puting, mobility, and con-
nectivity.

The cloud computing
segment allows the staff to
conduct diagnoses or ac-

cess patient data remotely.
Another feature is the Mo-
bile Medication Administra-
tion Record (Mobile MAR)
which allows nurses to
record drug administration
on point of medication serv-
ing and reduce medication
error.

They can also view medi-
cation charts on tablets and
update vital signs such as
temperature and physical
condition. This has led to
better monitoring of the
risks of potential infections
within a ward which can
now quickly be flagged for
attention and action.

This has led to time sav-
ings of 5.5 hours a day dur-
ing an epidemic period
without the need to record
and identify the fever clus-
ter manually.

Clinical assessments are
also recorded digitally into
the new Bedside Mobile
Workstations allowing staff

to view records and hando-
ver cases easily, reducing
the time and resources
needed to transcribe, man-
age, and store the paper in-
formation.

“At a glance, I can see a
patient’s records, medical
history, family details and
doctors’ notes and social
workers’ observations. The
information is also con-
stantly kept up-to-date elec-
tronically,” said Winifreda
Mancantangay, Peace-
haven nurse.

The system also alerts
relevant staff to follow up
on their patients. For exam-
ple, a physiotherapist can
now access all residents’ in-
formation online and make
an immediate evaluation
without having to visit the
ward to access the report.

“Peacehaven’s success
shows how IT innovation
can make significant pro-
ductivity gains for nursing
homes struggling to opti-
mise resources.

“We hope this would en-
courage greater IT invest-
ment in the eldercare sec-
tor. Reviewing current poli-
cies to incentivise such ef-
forts can help transform
the future of eldercare for a
fast greying Singapore,”
said Lee Poh Wah, CEO,
Lien Foundation.

IngoT II will be fully im-
plemented in Man Fut Tong
Nursing Home by April
2013 and rolled out in four
more nursing homes by the
first quarter of 2014.

The company has introduced its subscription-based Creative Suite products in
Singapore, reports AMIT ROY CHOUDHURY

IngoT II set
to boost
eldercare services

Mr Tegel: ‘The company is seeing
unprecedented growth in the
digital marketing side of its
business . . .’

By TIM SHERWOOD

M
OBILE broadband deploy-
ments are picking up mo-
mentum, driven by the ev-
er-growing user demand
on data usage as we contin-

ue to move to a mobile lifestyle. With
downward pricing pressure on tradi-
tional services and substitution from
over-the-top (OTT) applications, along
with significant investment in moving
to mobile broadband, managed ser-
vices provide opportunities for mobile
service providers to capture value and
growth.

When looking at leveraging their
core in communications infrastructure
and subscriber relationship, more mo-
bile operators are looking into new mod-
els – business, infrastructure, service
delivery, operations – to deliver on the
promise of mobile broadband. From
personalised data plans, content ser-
vices, to integrated M2M (machine-to-
machine) vertical and M2M applica-
tions, mobile banking, and more, op-
tions are being explored.

Regardless of their approaches, all
mobile service providers are looking for
sustainable competitive advantages
built on a solid yet agile core, ready to
support emerging applications and eco-
system players. Given the expected im-
pact of mobile broadband – a game
changing market transition – winning
will require a different look at three cru-
cial business areas: monetising on inno-
vation, delivering the right customer ex-
perience, and ultimately driving profita-
bility.

The one thing all these areas have in
common is the need for innovative oper-
ator infrastructure implementations,
within and across operator networks,
to deliver on the promise. Managed in-
frastructure services from specialist en-
ablers are one option to explore to ac-
complish the necessary innovation.

Monetising on innovation

Revenue from mobile data has started
to surpass voice revenue for many mo-
bile operators. With more OTT applica-
tions driving substitution for revenue-
generating services such as voice and
SMS, and insatiable user demands for
data, a strong push for new and sustain-
able revenue streams is underway.

For new revenue sources, more oper-
ators are creating bundled, vertical-spe-
cific services with other ecosystem play-
ers (for example, content, gaming, tex-
ting). Many are doing away with flat-
rate data charging models and tapping
into the monetisation potential of the da-
ta network with differentiated data ser-
vice packages, powered by policy man-
agement and quality service delivery.

From tiered services to one-time pre-
mium content delivery, or corporate/
parental control to video optimisation,
policy-based data packages allow opera-
tors to charge subscribers for what they
need, while optimising the usage of
scarce data network resources. Al-
though policy management is a com-
plex and costly undertaking, a new host-
ed cloud-delivery managed service mod-
el enables mobile operators to reap its
benefits with lowered risks and costs.

The foundation to accelerating
speed to new services, bundled or data
only, is a flexible network infrastruc-
ture that can support multiple services
and accommodate varying application
requirements, from real-time multi-
player gaming to secure banking trans-
actions.

Networks need to work harder.
Gone are the days where a network was
optimised for one single service. A
smart network must be optimised and
monetised based on the value it delivers
as a source of competitiveness. This is
true not only for an operator’s own
home network, but also for the network
connecting service providers, including
network, application, and content pro-

viders, for end-to-end inter-provider
service delivery.

Creating happy customers
Superior user experience is a key differ-
entiator in this fiercely competitive mar-
ket. Uncovering user data consumption
patterns, through traffic tracking and
analytics, is the first step to creating at-
tractive service packages that meet us-
er needs, increase loyalty, and add new
revenue streams.

For example, data service packages
enabled by policy management, includ-
ing QoS-enabled (Quality of Services)
premium content delivery, give custom-
ers value-added features on-demand
while capturing more value for service
providers. Managed infrastructure ser-
vices can help speed up these capabili-
ties.

Customer expectations of an always-
on connectivity, regardless of applica-
tion and location, require critical appli-
cations such as roaming and interactive
rich media applications to be supported
by the right service and network infra-
structure, designed with high availabili-
ty, differentiated quality of service sup-
port and security, along with 24x7 oper-
ations with proactive monitoring and re-
porting.

Similarly, as services are delivered
across 2G, 3G, 4G, and Wi-Fi networks,
service continuity is important to deliv-
er on the user expectation to access the
same services. For example, traditional
voice and SMS messages must appear
the same whether delivered on circuit
or IP networks. The implementations of
new infrastructure technologies such as
LTE (4G), Diameter, IMS, and IPX must
transparently interwork with earlier
technologies.

User demand for the ability to con-
nect with other users via any service re-
gardless of the serving networks drives
the need for service providers to create
robust local, regional, and global com-
munities. More are turning to communi-
ty solution implementations from man-
aged service providers to simplify com-
plex bilateral interconnections, expand
service reach across operator intercon-
nections, and provide a seamless user
experience across voice, messaging, da-
ta, roaming, and video regardless of lo-
cation.

The final essential focus area is to
drive profitability. Customers want
more from their service providers in an
environment where competition is high
from other players in the ecosystem. Op-
erators are increasingly looking to re-
duce complexity and costs through man-
aged services that give them an infra-
structure that is flexible and future-
ready and enables them to offer new
services quickly and cost-effectively.

Having a strategic partner that has
access to, or has developed, a diverse
connected service provider community,
also helps operators interconnect with
others in the ecosystem faster and
cheaper than the alternative.

Managed services are increasingly
seen as a viable alternative to in-house
solutions because they allow operators
to address these three key business are-
as. Today, many mobile network opera-
tors are using managed services to sim-
plify bilateral complexity and provide
managed service interconnects for da-
ta, voice, messaging, roaming, and oth-
er service delivery as well as for driving
operational efficiency.

Mobile broadband is a game chang-
ing force in the industry. Managed ser-
vices represent a significant opportuni-
ty for mobile service provider to innova-
tively monetise services to grow new
topline revenue, to deliver a quality us-
er experience to retain and grow wallet
share, and to drive profitability with effi-
ciency gains for service delivery and op-
erations.

The author is VP, mobile segment
strategy, Tata Communications
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Adobe transitioning
business to the cloud

Time saver: Clinical assessments are also recorded into the new Bedside Mobile
Workstations allowing staff to view records and handover cases easily. FILE PHOTO
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Need to capitalise
on mobile

broadband
Managed services provide opportunities for
service providers to capture value, growth
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