
EDITORS’ NOTE As market demands con-
tinue to up the ante on the ability of tele-
com companies to provide revenue-gen-
erating services, ADC enjoys a “unique
technology platform in that we can han-
dle multiple events on a real-time basis,”
says Larry Barker, president of the com-
pany’s Software Systems Business Unit.
Plus, the sizable capabilities that plat-
form yields – something “very few of our
competitors, if any, can actually demon-
strate today” – are evidenced, he main-
tains, throughout the division’s “three
major product lines.” First, in the divi-
sion’s largest area of focus, its billing
customer-care platform, “our product
enables companies to manage all of the
communications events and then bill
and break out the charges throughout the
corporate hierarchy.” Then, in its “wire-
less performance management and ser-
vice assurance” business, ADC currently
has an enviable “70 percent of the GSM
2.0 performance management market
share.” Finally, in its fast-growing cable
area, “we’ve developed a complete soft-
ware solution,” Barker relates. And as
such software solutions continue to gain
increasing importance as ROI generators
in the fast-changing telecom space, the
division intends to enjoy future success
by “looking at new technologies,” the
president asserts, “and trying to incorpo-
rate them into our product road map.”

Prior to assuming his current post,
Barker served as president of Saville Sys-
tems until ADC acquired that company
in 1999. Before that time, he was presi-
dent of Stanford Associates and president
and CEO of the Intelicom Division of
Computer Sciences Corporation. He holds
a B.A. degree from Augustana College in
Rock Island, Illinois.

COMPANY BRIEF Headquartered in Min-
neapolis, ADC Telecommunications, Inc.,
is a leading global provider of the fiber
optics, network equipment, software, and
integration services that service providers
require to deliver high-speed Internet,
data, video, and voice to consumers and
businesses. Operating through three prin-
cipal business groups (Broadband Con-
nectivity, Broadband Access and Trans-
port, and Integrated Solutions), the corpo-
ration employs approximately 12,000 pro-
fessionals worldwide (more than half out-
side the United States); maintains sales,
manufacturing, and development offices
in some 35 countries, and distributes in
about 130; and includes among its cus-
tomers local and long-distance telephone
companies, cable-television operators, In-
ternet/data-communications providers,
wireless providers, private network oper-
ators, and broadcast-television operators.
Listed on the Nasdaq as ADCT, ADC re-
ported revenues of $2.4 billion for the fis-
cal year ended October 31, 2001.

What products and services are of-
fered by the software systems unit?

The software division actually offers
three major product lines. The first, the
largest, is a billing customer-care platform,
which is geared toward both the next-gen-
eration wireless market and the traditional
wire-line, data, and voice IP marketplace.
Most of our clients have historically been
wire-line, competitive carriers and IP guys.
Today we have some fairly large, legacy
customers, like AT&T, Sprint, and others,
that utilize it. We have signed some con-
tracts in the DPN space, where the plat-
form is very attractive to both enterprise
networks and outsourcers that manage
DPM networks for Fortune 500 compa-

nies. Our product enables companies to
manage all of the communications events
and then bill and break out the charges
throughout the corporate hierarchy. 

The second major area for us is in
wireless performance management and
service assurance. We have about 70 per-
cent of the GSM 2.0 performance manage-
ment market share, and we believe that,
over time, we will achieve upward of the
same market share in the next generation.
And there’s no reason we shouldn’t, but
you know, whenever you’re the leader, a
lot of people are nipping at your heels. We
will be releasing the next-generation prod-
uct during the second half of this year,
which will not only improve the traditional
performance service management capabili-
ties, but also improve the quality of service
measurements around the application
itself. We’ll be able to not only check the
quality and the health of the pipe, but also
check the quality and the health of the ser-
vices that run on that pipe as well as run
financial correlations. So, if there’s a degra-
dation of service, for example, we can iden-
tify both the carrier and the potential rev-
enue impact. It’s quite an expansion of our
initial capabilities.

A third area that’s growing for us is in
the cable industry. Until recently, the cable
space was really a duopoly in the States –
you either had Excite@Home or RoadRun-
ner. Well, Excite@Home, of course, went
out of business, which will mean an open-
ing up of the cable-modem marketplace.
There will be additional IPs, ISPs, and a
deployment of the standard called DOCSIS
1.1. There will be a different type of activa-
tion management inventory requirement,
and we’re building up that software to be
sold in conjunction with our Cuda cable-
modem termination box. We have a strong
history and expertise in provisioning, ser-
vice-order management, and activation of
next-generation cable services. We’ve
developed a complete software solution –
including the ability to do activation-man-
agement inventory – so that cable opera-
tors can better manage and deliver these
new services to their customers.

In Europe, ISP activation isn’t an issue;
IP cable space is a hot market because most
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residents and some small businesses over
there don’t look for the traditional PTT to
get a second line. They already have the
opportunity to get second and third lines
through their cable operator using the IP
network. And we think that has exactly
some of the same activation and complex
management issues that reside in the States
with companies that have multiple ISPs. It
remains to be seen what kind of penetra-
tion of that market share we’ll get, but
we’re hopeful that the software package
along with the Cuda box will make a signifi-
cant impact in that market.

And do you see those three prod-
uct lines remaining consistent? 

I would say that we’ll certainly be
focusing on the first two. The cable space
is something that we’re just learning
about, and I think throughout this year
we’ll be better informed as to what the
requirements are for that marketplace and
how we’ll then continue to play. 

How difficult is it in each of these
areas to demonstrate what makes
ADC unique? 

We’ve experienced and enjoyed a
unique technology platform in that we
can handle multiple events on a real-time
basis, which very few of our competitors,
if any, can actually demonstrate today.
And it has good scalability. Plus, our offer-
ings in the billing arena are rules based;
they run on a core source code, if you
will, allowing for a fair amount of flexibil-
ity, which is important in the 3G space.
The business models in the 3G space are
not well defined; there are no standards,
so having a flexible OFS system at this
point of the launch and the development
is extremely important. 

Apart from organic growth, will
acquisitions continue to be a focus
for the group? 

Yes, but given the state of the market-
place today, acquisitions are a little harder
to do. We certainly will continue to look for
different potential relationships with out-
side companies that can help us grow,
whether that would be an acquisition or
some other type of arrangement. And I
believe that, in this marketplace, there are
opportunities to form the types of relation-
ships that will get us ahead of the pack.

In international markets, will
you be working independently or
forming joint ventures and alliances?

We haven’t had any JVs, but we have
had a fair number of alliances. Clearly, in
the 3G space there are a whole lot of part-
nership opportunities. And to accomplish
what these clients want to have done in a
short period of time, you need resources
and expertise from many different compa-
nies. So, we have partners, some of them
in technology, and we certainly work
closely with the switch vendors and the
systems integrators to try to meet the
needs of these companies. I think that will
continue, and I think our partnerships and
our relationships will also continue to

evolve as the needs of the marketplace
likewise evolve.

With constant advances in new
technology, it seems that sometimes
what you buy today is obsolete to-
morrow. How difficult is it to stay on
top of new technology? 

That’s been a problem throughout
the history of the industry because, yes, at
some point you have to make choices.
What we’ve done to future-proof our plat-
forms to some extent is deliver our prod-
ucts in a much more modular form, so if
there’s an improvement in an EAA player,
for example, it’s fairly easy now to unplug
and replug to take advantage of that per-
formance improvement. 

So, we have tried, like a lot of compa-
nies, to modularize the key components,
which potentially will be affected by techno-
logical advances, so that we can continue to
improve our products as these advances
come about. That’s not to say that we might
not be liable or exposed if somebody
comes out and leapfrogs our technology
completely, but I think this protects us a lot
more efficiently than we had been in the
past. And we continue to spend a fair
amount of time and money looking at new
technologies and trying to incorporate
them into our product road map. 

When you look back two and a
half years to your initial expectations
for ADC, have the growth and success
been what you anticipated? 

That’s a very interesting question
because, during the two and a half years
we’ve been part of ADC, the market has
turned completely upside down. But what
I’ve seen at ADC as an owner and a part-
ner is very consistent with what I expect-
ed. ADC purchased Saville as part of a
powerful portfolio play, and up front they
said they didn’t know a whole lot about
software. But they saw that there were
some synergies with some of their other
products. Our relationship has really
allowed us to run our business and go
after our marketplace pretty indepen-
dently, while at the same time taking full
advantage of synergies within the rest of
the organization. And after two and a half
years, that’s worked out pretty well. 

What do you see as the key chal-
lenge or priority facing ADC?

Well, clearly, on the wireless side
technology is the biggest roadblock right
now. There’s lots of potential demand for
high-stream data, voice, games, and video
on a wireless device. The speed that can
actually be achieved on the new wireless
spectrum is still being deployed because
the devices themselves aren’t geared up
yet to handle the high-speed require-
ments. There’s a heat issue, a battery
issue, those sorts of problems. So in the
wireless space, unlike the wire-line space
in which the physics are well known, you
still have some technology issues that
everyone fundamentally believes are go-
ing to get resolved over the next two years

or so. Once they get deployed and the
handsets or mobile devices catch up with
the ability to handle increased speed, the
question will be, Who can actually provide
the services? Once they figure out the eco-
nomics of being able to deploy broadband
quickly and easily, and figure out the tech-
nology so it can be deployed universally,
the issue will be finding a way for the mar-
ket to sustain the revenue per unit. 

How difficult is it to manage in-
vestment risks? 

It’s getting better. Last year, it was
almost impossible. Last year, there was so
much happening and so much scrambling
that it was nearly impossible to determine
what to do. It was really difficult, even if
you had a strong value proposition, to pre-
dict what was going to happen next. We
spent the first half of the year just trying to
recover from most of our customers going
out of business. We pretty quickly reset
the ship and targeted our technology and
our efforts at the 3G space, and we’ve been
very fortunate to hit upon a strong market
and a value proposition that resonates
pretty well within that marketplace. Hav-
ing solidified a pretty good position early
on in that space, it makes predictability of
at least the software revenues a little eas-
ier. It’s much better this year, but it’s still a
slippery slope. Things are still changing,
new things are still coming up, and there’s
still a fair amount of uncertainty. But I
would say, cautiously, that we’re beginning
to see some positive signs of increased
predictability in the market.

How do you budget your time as
president of ADC’s software services
division, especially as the role of a
president today seems to involve HR,
technology, and so forth?

Well, at the end of the day, I am re-
sponsible for delivering the numbers to
ADC, so I try to budget most of my time
to make that happen. And I’ve always
been very hands-on in my approach to
business. Like most managers and people
today, we’ve added more hours to the
business day, so at least I find time to get
things done. And with technology, we
actually get to do that pretty easily. As I’ve
said, the market conditions during the
past two years have made it necessary to
spend a great deal of time re-prioritizing.
The market requires a lot more internal
focus to make sure that costs are in line,
strategies are in place, and people are
focusing on the appropriate areas. Hope-
fully, when things get back to a more nor-
mal state, I’ll again spend a good portion
of the time in the customer base, handling
the strategic aspects of the business and
focusing on internal matters.

Today with e-mail, voice mail,
and such, can you ever really turn off
the business and get away from it?

Well, I certainly try, and fortunately,
all of these devices still have on/off
switches. I even get to use them from
time to time.•
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