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Safe Harbor Disclosure
Statements in this presentation other than historical data and information, including but not limited to statements regarding new 
business relationships and new service offerings, constitute forward-looking statements within the meaning of Section 27A of the 
Securities Act of 1933 and Section 21E of the Securities Exchange Act of 1934. These statements involve risks and uncertainties 
that could cause VeriSign’s actual results to differ materially from those stated or implied by such forward-looking statements. 

The potential risks and uncertainties include, among others, the uncertainty of future revenue and profitability and potential 
fluctuations in quarterly operating results due to such factors as increasing competition and pricing pressure from competing 
services offered at prices below our prices and market acceptance of our existing services; the inability of VeriSign to successfully 
develop and market new services and the uncertainty of whether new services as provided by VeriSign will achieve market 
acceptance or result in any revenues; risks related to potential security breaches; and the risk that the VeriSign and Jamba! 
businesses as well as other acquired businesses will not be integrated successfully and unanticipated costs of such integration.

More information about potential factors that could affect the company's business and financial results is included in VeriSign’s 
filings with the Securities and Exchange Commission, including in the company's Annual Report on Form 10-K for the year ended 
December 31, 2004, quarterly reports on Form 10-Q or current reports on Form 8-K. VeriSign undertakes no obligation to update 
any of the forward-looking statements after the date of this presentation. 

Use of Non-GAAP Financial Information 
VeriSign’s quarterly and annual financial statements are prepared in accordance with generally accepted accounting principles 
(GAAP). Along with this information, we disclose and discuss certain non-GAAP financial information in our quarterly earnings 
releases, on investor conference calls and during investor conferences and related events. This non-GAAP financial information 
does not include the following types of financial measures that are included in GAAP: amortization and write-down of goodwill and 
intangible assets related to acquisitions, the net gain on the sale of investments or the impairment of investments, restructuring and 
other charges, and stock-based compensation charges related to acquisitions. Management believes that this non-GAAP financial 
data supplements our GAAP financial data by providing investors with additional information which allows them to have a clearer 
picture of the company’s core recurring operations. The presentation of this additional information is not meant to be considered in 
isolation or as a substitute for results prepared in accordance with GAAP. We believe that the non-GAAP information enhances 
investors’ overall understanding of our financial performance and the comparability of the company’s operating results from period to 
period. On our Web site, www.verisign.com <http://www.verisign.com/> , under the Investor Relations section, we provide a 
reconciliation of the non-GAAP financial information that we provide each quarter with the comparable financial information reported 
in accordance with GAAP for the given period.

http://www.verisign.com/
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Agenda
+ Market Overview

▪ Mobile data market dynamics 
▪ Global mobile entertainment market size / velocity

+ Our Role in the Mobile Content Ecosystem
▪ Platform
▪ Content
▪ Marketing

+ Digital Content Services Roadmap
▪ Mobile
▪ Broadband
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Global Mobile Data Dynamics
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Mobile Entertainment Outlook
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Mobile Messaging Outlook
Global Mobile Messaging and Entertainment
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Three Keys to Digital Content Success

Regional Focus Drives
Operational Efficiency

Target Demographic 
Focuses Media & 
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Significant Mobile Content Services Opportunity

Region Mobile 
Subscribers in 07

Data 
Revenues in 07

% of 2.5G / 3G 
Phones in 07

18 Month 
Opportunity

EMEA 785m $54b 77% High

India 103m $1b 68% Low

U.S. / Canada 235m $18b 87% High

Central 
and Latin 
America

231m $4b 55% Medium

Rest of Asia 357m $32b 60% Medium

China 521m $7b 51% Low

Source: Morgan Stanley, IDC 2005
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Agenda
+ Market Overview

▪ Mobile data dynamics 
▪ Global mobile entertainment market size / velocity

+ Our Role in the Digital Content Ecosystem
▪ Platform
▪ Content
▪ Marketing

+ Digital Content Services Roadmap
▪ Mobile
▪ Broadband
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Mobile Content Services Strategy

▪ Leading mobile entertainment brand
▪ Educate and drive adoption and usage of mobile 

content services

▪ White label platform opportunity
▪ Unique long term, customer centric approach

▪ Major driver of incremental data usage
▪ End to end application and transport
▪ Key monthly recurring revenue enabler

▪ Key messaging enabler (C        M, C       C, C        B)
▪ Proven feature set and scalability

▪ Link between mobile and broadbandVeriSign Mobile 
Content Services
VeriSign Mobile 

Content Services

SMS Messaging
Platform

MMS Messaging
Platform

Mobile
Entertainment

Platform



SMS Messaging
Platform
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Delivering Intelligent Short Messaging

A Global Leader in SMS Messaging
Over 1 Billion Messages per Month

Final Price 
Confirmed 
$54.12 
paid from 
acct -7879 

SIA Flight 
301 to 
SFO Delay
by 60 
mins ETD. 
2130 hrs

SMS <-> Email SMS <-> IM SMS for Commerce SMS <-> Enterprise AppsCross Carrier SMS

Over 275 Direct Carrier Connects Today Over 390 Global Connects via Peer Relationships

Scalable Intelligent Messaging Platform MVNOs, Enterprises, Applications



MMS Messaging
Platform
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Delivering Mobile Multimedia Messaging

Highest Volume Picture and Video Messaging Services in North America
Over 400 Million Media Messages Shared by Customers

Picture
Mail

Video
Mail

Mobile
Albums

Handset
Security

Mobile
To PC

3rd Party
ContentMMSC



MMS Messaging
Platform

13

Case Study: Sprint Picture Mail

Cumulative MMS Messages
(Sprint PCS)+ Projected to enable over $350m of Sprint 

data revenue in 2005
+ Complete end-to-end solution designed, 

hosted and managed by LightSurf
+ Largest multimedia messaging service in 

North America
+ Over 400 million pictures and video clips 

shared (2/05)
+ Drives higher ARPU 
+ Best consumer satisfaction rating 

(Consumer Reports and CDG)
+ Highest rate of subscriber penetration and 

messages per subscriber
+ 6+ million PCS Vision subscribers
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Delivering Intelligent Content

A Global Leader in Wireless Content Mediation

Information
Services

Community
ServicesGraphics Games Videos SoftwareMusic

Relationships with 25 Carriers Worldwide Large, Growing Customer Base In 18 Countries

Advanced Content Mediation Platform400+ Content Providers 50,000+ Titles



Mobile
Entertainment

PlatformProven Wireless Content Mediation Platform
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Service

Content and Product Manager

Oracle Database
Transaction 

End

Transaction 
Start

Order

Billing
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SMS / MMS-Infochannels
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Premium SMS
Credit Accounts

Premium Rate Numbers

SMS / EMS
MMS

Download URLs
cHTML / HTML / WML

JAD / JAR

Products

Payments

Channels
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Requirements for an 
End-to-End Mobile Entertainment Platform

Mobile Entertainment Platform RequirementsMobile Entertainment Platform Requirements
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VeriSign Leads in Content Sourcing and Development

6543211
400+ External 

Content 
Partners

Standard [Summer]Standard [Winter]Incoming MessageMissed CallCaller IDLow BatteryUn-plugged but 
not fully charged

Fully ChargedChargingLow NetworkNo NetworkLow Network
and Battery

200+ Internal 
Content 
Experts

Full Product Catalog
MUSIC:
Monophonic,
Polyphonic, Real
Tones, Fun Sounds,
Karaoke, Full Length
Music Downloads

50,000+

GRAPHICS:
Wallpapers, Animated 
Screensavers, 
Personal Wallpapers, 
MMS greeting cards, 
Themes

30,000+

APPLICATIONS:
Living Backgrounds:
Business,
Communications,
Weather, Stock Watch,
News Ticker

1,000+

INFO/ALERTS:
Top News, Weather, 
Business News, 
Celebrities, World 
News, Sport News

250+2,000+

GAMES:
Strategy, Simulation,
Jump and Run,
Arcade, Multiplayer

1,000+

VIDEO:
Video Clips (Fun, 

Comics, Action, 
Music, Sports, 
Movies)

Video Ring Tones 
(Music, Fun, Movie-
Snippets)
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Mobile Content Packaging Engine

+ 500+ handset / device QA database

+ Tailor content catalog to device profile
▪ Avoid bad content experiences that limit future potential
▪ Support content for the “lowest common denominator” handsets 

(i.e. poly tones and black and white logos) when customer orders more 
complex content

+ <1 week Master to revenue for most content

+ Focus on consumer-driven pricing models
▪ Monthly fee for credits to a specific basket of products
▪ Avoids usage based sticker-shock turn off
▪ Provides predictable NPV returns on marketing spend

+ Drive SMS short code-based acquisition through mass media
▪ Support with rich, usability driven Web / WAP experiences

654321
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Example Package Pricing Dynamics
654321Jamster! offers products in convenient 

monthly packages with fixed prices

Jamster! Packages
Single Download 

Model 

Content Type Content 
Amount

Package
Price Points

Price per 
Content Unit

Typical 
Market Price

Ringtones
(Mono, Poly) 3 $5.99 $2.00 $1.99 - $2.49

Ringtones (Real) 3 $5.99 $2.00 $2.49 - $2.99

Sound Effects/
Fun Sounds 6 $5.99 $1.00 $1.99 - $2.49

Wallpapers 6 $5.99 $1.00 $0.99 - $1.49

Games 2 $5.99 $3.00 $3.99 - $7.49

Mixed Bundle 4 $5.99 $1.50 NA
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Stimulating Impulse Buying
6543211

TV
Ad Reach

Print

Internet

http://www.anrdoezrs.net/jg117y1A719PRTTXQZZPRQTXTWTY
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The Power of the Web Storefront
6543211

+ Use the bigger screen of the PC to show more 
content than suitable on the deck

+ Turn visitors into customers 
immediately by doing direct 
sales online

+ Seamlessly integrate 
“Look & Feel” 
into carrier or 
content Web site
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Time  to Tone = Better Conversion- -

6543211Simple Clicks to Content

VeriSign Model: Impulse Buy
Generating a significant portion 

of our revenue and growth 
through the SMS channel

Web
Web

WAP

0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%

Germany US (Current)

1. Short Code Send Message
2. Confirm Order “OK”
3. Receive WAP Push
4. Download

60-90 Sec. to Tone

Other Model: Think, Search, Download
1. Find Deck
2. Navigate Deck
3. Find Application 
4. Load Application
5. Buy Credits
6. Discover Categories
7. Navigate Categories…
8. Select Potential Content Item
9. Buy More Credits
10. Navigate Categories…
11. Select Content Item
12. Download

3+ Mins. to Tone

SMS SMS
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Expanding The Market

+ Jamster! advertising 
serving its purpose:
▪ Raising awareness of content 

available
▪ Customer learning about 

SMS ordering
▪ Jamster! is turning that into a 

call to action

Source:  Jamster! Customer Survey, January 2005

“Have you ever purchased 
Mobile Content before?”

NO
70%

YES
30%

Key Finding
70% of customers had NEVER purchased 
content using their cell phone

6543211
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VeriSign Leads in Content Transactions
6543211

Period 
Ending

Total Addressable 
Subscribers

Billable 
Customers

Jun 04 150m 6m

Dec 04 220m 10m

Dec 05E 300m+ 15m+

+ Over $300m in revenue enablement in 2004

+ Over $1b in projected revenue enablement in 2005

+ 1b mobile messages per month 

+ Over 60m content transactions in Q1 05

+ Global presence 18 countries, 25 carriers and growing

+ Jamster.com page views = 100m per month in U.S.
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Customer Satisfaction Focus
+ Clear multi-channel communication with customer on 

Terms and Conditions

+ Working closely with MMA, MEF and CTIA to craft 
Code of Conduct for all mobile data providers 

+ Less than 2% of active base calling customer service 

+ At any time during the month, 
the consumer may cancel package
▪ Sending “Stop” to 755 55 or 355 55
▪ Contacting Jamster!  customer service:

– info@Jamster.com or 1-866-856-JAMS
▪ Canceling via www.jamster.com

+ Approximately 2% global refund rate

6543211

mailto:info@Jamster.com
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6543211A Day in the Life of Jamster!

Content Catalog Analysis
+ Rich assortment of additional “Rims” 

type of graphics readily available in 
catalog

+ Additional “Fabolous” content is missing

Content Sourcing
+ Requesting more ring tones from content 

partner for “Fabolous”

+ Requesting additional fun sounds, 
graphics etc. 

Content Preparation
+ Import new “Fabolous” content in 

catalogue

+ Adaptation of content to up to over 400 
different handset formats

Real-time Media Optimization
+ Insert updated creative into standard 

rotation 

+ Insert new creative in test rotation

+ E.g. in U.S. hitting over 20m TV and 
print impressions per day

Performance Tracking
+ Every ad tagged by unique order-

keywords

+ Cost per order analysis for every 
individual content item and marketing 
channel

Response Analysis
+ “Rims” graphics did very well yesterday

+ “Fabolous” ring tones did particularly 
well 

Quality Assurance
+ End-to-end testing of any products 

featured in creative

+ Testing of content quality for any kind of 
handset

24 hour roundtrip 
time to optimize 

marketplace

Creative Design
+ Update “Rims” TV ad creative by 

replacing below average selling content 
items with new ones

+ Create new “Fabolous” TV ad creative 
with multiple tracks
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VeriSign Mobile Content ServicesVeriSign Mobile Content Services

6

Consumer

Demand

Creation

54321

Mobile Content Services Competitive Landscape

1 2 3 4 5 6
Transaction 

Management

Delivery

Billing

Settlement

Consumer
Demand
Creation

Portal 
Deck 

Application

Development

Hosting

Content
Packaging

Programming

Pricing

Content
Preparation

Mastering
QA

Staging

Mobile
Content
Creation 

Licensing 

Aggregation

Infospace

Mobile365Zingy

MForma

Jamdat

Loudeye
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Agenda
+ Market Overview

▪ Mobile data dynamics 
▪ Global mobile entertainment market size / velocity

+ Our Role in the Mobile Content Ecosystem
▪ Platform
▪ Content
▪ Marketing

+ Digital Content Services Roadmap
▪ Mobile
▪ Broadband
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Future Growth Drivers

+ Focus on significant growth opportunity in U.S.

+ Expand content catalog through dedicated sourcing

+ Broaden new carrier partners, geographies

+ Segment and target demographic communities

+ Build consumer loyalty and wallet share

+ Innovate new product categories and promotion models

+ Drive toward multi-channel promotions, 
pricing and bundling
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Driving Content for Tomorrow’s Growth

Camera Games

Location-Based 
Services

(buddy-finder,
LBS games etc.)

MP3 Downloads
Self-Generated

Content Applications 
(photo / video / music-
uploader, musicbox)

Community 
Applications
(dating, social

networks)

Java / Brew News 
Feeds with Video

Photo, Music, 
Message and File 

Sharing Applications
Video Ringtones

Content 
For  3G
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Expanding Digital Content Services

+ Revenue share and 
service lift from 
Jamba! / Jamster!

VeriSign

Mobile Content Services

VeriSign

Broadband Content 
Services

VeriSign

Digital Content Services Platform

Mobile Carrier 
MVNO 

Media Portals

IPTV 
Providers 

Broadband SP 
Media Portals

+ Services / platform tested 
and matured using Jamba! 
& Jamster! reach

+ Value of single platform 
approach across device / 
network uses
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Serving The Global Digital Content Ecosystem

Content 
Owner

Retailer
Distributor

Bearer
Network

Device
Platform

Connected
Consumer

Movie Studio Retail Portal
PC

Handset

DSL
Cable
FTTx

Set Top Box Consumer

P2P Networks /
Redistribution

Home / Personal
Networks / Reuse

Content Complexity Connectivity Complexity Device Complexity

Broadcast 
Network

Music Label

Game Studio

Information
Publishers

Service Portal

Auction 
Market

White Box
Storefront

Affiliate Portal

VeriSign Digital Content Services

Content
Aggregation

Content
Preparation

Content
Packaging

Content
Catalog

Management

Hosting

Demand
Creation

Transaction
Management

Settlement
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VeriSign Digital Content Services Roadmap

2005 2006

Mobile Content Services

Broadband Content 
Services

Digital Content
Marketplace

2007
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Single Platform: Where It All Comes Together

Memorable
Scene Clips

Commentaries
Out-Takes

Games
Communities

Ringers
Wallpapers

HD Video On
Demand

Cast Interviews
Soundtrack
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Summary: Communications Services Group 2005 Priorities

+ Grow core services
▪ Protect core and become industry leader in key areas (mobile 

commerce, wireless and broadband content, intelligent databases, etc.) 

+ Bring new services to market
▪ Launch new IC3 based services (MVNE, IP Connect, DCU, etc.)

+ Target key accounts
▪ Continue to win Tier 1 accounts worldwide

+ Expand reach internationally
▪ Execute on direct sales model and expand content services to every 

major continent

+ Leverage synergies for competitive advantage
▪ Package security and payment solutions for mobile and broadband 

providers
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