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+++ presentation

Matthew Smith” Hello, everyone, and welcome toAnedocs 2014 Analyst and
Investor Day. My name is Matthew Smith, head oester relations for Amdocs and |
must say it's wonderful to see so many peoplearrdlom. A lot of new and familiar
faces as well.

Before | start the -- go through the agenda, jasteshousekeeping, a quick look of the
obligatory Safe Harbor statement. In addition, gbould all have received some



information packs on your way in today containihg speaker bios, some press releases
that we put out this morning as well as a seleabiotine slide and material that we'll be
going through over the course of the new few holingse include everything except
Tamar's presentation, Tamar being the CFO. Hebniillg his materials later on today.

So just attending to the agenda, you know, it's\lie® years since we had our last
analyst day and so what we want to do today igyreabvide with a deep dive and good
download of the recent trends that have been affpétmdocs, the way the market is
shaping, some of the new product functionality thate bringing through CES 9 as well
as, of course, giving you an update on our outfookhe next three years including our
financial targets.

As you can see from the screen there, Eli willtdtae day. Eli, our President and CEO |
know you should be familiar too many of you in them and Eli will talk about the
market trends and how we've, you know -- our mattiegtds and how we've met our
goals over the course of the last two years onsloadviously, the growth opportunities
that we see ahead of us for the next three years.

Following Rami -- following Eli will be Rami. Ranms the head of product business
group and Rami will talk about a lot of the newdtianality that we're bringing to the
market through CES 9.2 and a feature of this ptasien will be a very nice slick video
demo that I think will give you all a very good asight of the sort of ways in which
we'll helping carriers meet an increasingly complaxid out there.

Following Rami, we'll break for 10 minutes and Ilvebme back with Shuky Sheffer.
Shuky is probably a new face to many of you, btg hestalwart of Amdocs. He's been
with the Company for many, many years and he'pénect guy to come and talk about
our successes and with some of the strategicoaktips we're building particularly in
the higher growth markets of the world.

Speaking of which, Shuky will then hand over tolBbrdan, our guest speaker for the
day. We are very honor to have Phil here. He'SSttmup CIO for the Telefonica and
we're very much looking forward to hearing Phifegentation and particularly with
respect to the shape of the telecommunicationssingluthe complexities and, of course,
the evolving relationship with Amdocs.

Following Shuky -- sorry, following Phil Jordan, Wejo to Anthony, the man | simply
refer to as Anthony, we kind of struggle with lastlname, but Anthony is the President
of the Amdocs AT&T Division and Anthony will talk lat about the good things that
we've been doing with AT&T in the last two yearssorand, of course, the growth
opportunities that we have ahead of us over thé years with AT&T.

From there, we'll take another 10-minute breakthed we'll invite Tamar Rapaport-
Dagim, our CFO to talk about some of the recerdrfoial trends and, of course, to
update you on the fresh three-year outlook that be’issuing today.



After that, we'll wrap up with some Q&A and finigbu out at 4 p.m. So without further
ado, I'll pass it over to Eli. Thank you.

Eli Gelman”™ Good afternoon, everybody in the roamd fo those who are on the
webcast. I'm really happy to be here. | would try-tin the last 40 minutes or so, | would
like to do few things.

First of all, I would like to go with you througlosie kind of score board-like report for
the three years at that time with the New York Btégchange and how we did against
the list of things that we took upon us to accostpand how the Company ranked
against this list of activities.

| would also like to talk about growth strategy,atlve have done up until now in the
last couple of years and so our last analyst d®eicember 2012 and we see going
forward as growth is my fetish in the Company Ifeland | want to stress this point and
again to kind of share with you where do we seetbgth coming from.

And also | would like to go through the investm#dsis, kind of what does it mean to
own Amdocs or DOX and why do we think it's sucHlyea good thing to own Amdocs.
So this will be kind of the three items that I'mrgpto go through

Before | got there, with you permission, | wantake a few minutes and kind of recap
who we are, what is Amdocs. For some of you, itigl lof trivial but | find out that it's
actually important to mind people because theynatehat easily compared to other
companies in the space.

So first of all | would say we are an advancedrifbimation technology company.
Everything we do, establish software or otherwmeliectual property of some kind.
Business processes, methodologies and all theavayéry advanced software.

We do this within the telephone industry the ldspius years. The Company's existence
for 32 years in IT is a long time. On the otherdiamne are not a pure telecom company.
In other words, we do not build base stationslmerfioptics repeaters or switches.

We build software that helps their carriers to edheir customers better on all aspects of
the telephone company. It doesn't really matttraf/re telephone company, wireless
company, broadband, internet, cable, satelliteaarything in between, fixed line of
growth.

That it's to say that we held the carrier, so daligation to serve customers, customers
meaning you and | as any individual, small and mmedbusinesses, law firm or
whatever, all the way through big enterprises, koow, the FBI or the U.S. government
IS a customer.

So by that, we are basically providing their apgiiens that cover the entire space of the
activities from designing a network, running a nativin an optimized way through



radio optimization all the way to ordering and pssaning, of course, dealing in relation
with the banks and everything in between.

So that's one thing that it's very clear, | wanttake sure it's kind of clear so our
customer experience system and provide them. Weinl@a very unigue business model.
That is to say we develop the core product, the software in many cases, in most
cases.

We implement these services ourselves. In othedsyave do not give it to someone
else, generic Sl because it's so complex. Not thalywe want the business. We actually
kind of ensure that quality and the viability oétproject by the providing the services
ourselves

And about 50% of the cases, we also provide mansgmettces to run the system for this
carrier. Running the system is not necessarilydtita center. This is not -- it's almost a
commodity today.

But running a very good system means that you aamitor, you can actually detect
ahead of time issues with the systems and prekient ahead of time. It means that you
can actually decide what to do. It's a very, vaamplex set of obligations that depends
on each other. If one of them fails, what do wendath the rest of them?

We're talking about environment that runs hundggsbs at any given time. So this
almost artificial intelligent level of saying whiat do at any given time, it's part of the
operation. So again, we do software-based manageitas, we do implementation
services and we do code itself.

The end result of this is that we have a very mtatlie almost guaranteed accountability
model. When we start a project, we will finishlitvould like to say on time, on value
with no issues. Sometime, there are issues. Somgitisisweaty.

But we do provide at the end of the day almost 1@0#ranteed that project will be
successfully done which is a very, very uniqueghmour industry. Most projects in our
industry, most many -- more than 50% either faihptetely or cannot produce their
target, the business targets that have been seti$qoroject.

So we also have with that a recurring and a pradietmodel going on because when
you have managed services, when you have largeqispyyou usually have projects that
you have to understand how they will behave innée three quarters, four quarters,
sometimes four years. So the recurring aspectobosiness is actually much better than
most IT companies and I'm talking about some & tAnge on.

The third component | would is what we do. When ffung about it, the environment of
the telecom industry, again regardless if it's l@gs or cable or triple play or quadruple
play, is getting more and more complex.



We're talking about more networks, 2.5G and 3G&@&and Wi-Fi 2.0 and small cell
and what have you, more devices, more serviceglggen or rented on each device
and each one of us has different persona at wohqrae, as a family, as an enterprise.

When you combine all this logically, it's a veryngglex environment. The users on the
other hand, us, SMBs, they want to click few thiagd order pizza. Comment, that's it,
they expect it up in 20 seconds. Actually my kighests in 2 seconds. That's their world.

So in a way, we cannot take away the complexitya¥Amdocs is doing between this
complexity and the simplicity to the end user wikd to see from the carrier, that's
Amdocs.

We hide the complexity. We make it simpler and Rengioing to go through some
presentation of simple things that look very simipden the outside underneath their
hood to order it, provision it, bill for it and mibor it and so on so it's very complex.
That's what Amdocs does in this environment.

So it's a highly connected - hyper-connected wadly complex environment,
everybody wants to consume communication more av@ @nd it's really quite complex
to do. So that's where Amdocs come into play arelrastter of fact, the problem gets
more complex.

There are bigger carriers because they consolidat# talk about it in a minute and
therefore, there are fewer and fewer supplier Akedocs that can actually solve this type
of complexity.

I'll go through the details but the nice thing abitne Company is that we have multi-
dimensional growth strategy. We can go onto prodigg, on the services side, on
geographies, I'll talk about it.

The multi-dimension of the growth strategy of then@pany has been demonstrated in
the last couple of years and I'll give you moreadetabout it but it's part of who is
Amdocs.

Last but not the least, | would say I'm fortunatdave a very experienced, very
seasoned management team. Some of the namesamavato you really not new to me.
We're working together for 20 years and this istyipe of management you want to have
in a company like this. And we're going to sharthwou a few of the new names today,
their faces but definitely not the only one.

With that, let me go through the scorecard on hawe do from December 2012 until
today. You know most of the data but | will puinita certain way that will crystallize it.

So I would -- | actually took the slide in 2012 gmabably | will take slide today two
years from now. So first of all, we said let's fe@n the core. On the core, we were set to
develop the most sophisticated aspect of appliecatichich include more or less 40



applications in OSS, revenue management, custoraeagement, big chunks of
components of software.

And we set to develop the most sophisticated addmersion 9. We call it internally the
wow version and it is a wow version and Rami isngdio go to some of the details there.

We moved all of our applications, vast majoritytloém to real time. We don't really
have much applications anymore and we did in a segynless way. We did it in almost
the fault tolerant mode. We can talk about highuneé of prepaid and postpaid and data
crunching for millions and tens of millions actyativer 100 million subscribers on one
system.

You need to understand this is the volumes thdisguise of what Google would do in a
peak hour. So we're talking about very, very higlume on a sophisticated type of
application.

We've end up to the emerging markets. That wastoategy in the last two years. We
announced this morning a very important projec&HAC with Singapore telecom. That
is to say we're going mechanize the entire Singapetecom in Singapore and in
Australia at the same multination, multi-currenoynplex and it's multi-play that it's to
say wireless and all the way to video and broadlzemtanything in between alike.

| think that maybe the way to put the achieveménh® Company for the last couple of
years is that for many years, actually for 2 yearshad one major what they call galaxy,
a multi-national and multi-operation top compangttvas Vodafone for many years.

So in the last two years, not only that we improtrezirelationship with Vodafone, we
expanded it and we have more project with themveetiave managed services with
them and so on and so forth. But in the last coaplesars, two or three years, we
basically penetrated and we have significant ptsjaith companies like Singapore
Telecom like Telefonica. You will hear Phil Jordater on talking about their vision
how to go about multi-national issue.

It's a big problem. It's not like something that jwst need to read the book and
implement it in American mobile. So going from ayeaxy to four within such a period
of time, it's a really a major achievement of trepany.

And obviously, with any - our model is to do someghwith one of the operators maybe
revenue management application in Argentina, méybavireless, then you go to
Ireland, then you go to Peru, then you go to soneeg/klse and that's the expansion.

The more the Company provides and we have a vetg tieadth of applications and
services, the more we can actually do and provadeevto these customers and the idea
is quite simple, we keep doing the best job wearahthe carriers will actually give us
more business. It's very value-based type propositi



It happened to be that the subject we're doingiig,wery complex and therefore, there's
a better chance that we will win additional bussiésve do good to walk on the initial
launch.

And we said that we are going to expand our sofiviersed managed services. Vodafone
ASCC which is the name of the project internallpigood example of that but also

Globe in the Philippines which is Singapore Teleanrthe Philippines is a good

example of managed services.

That is to say that we build an operation 24/7 \&itithe controls and checks balances so
on and so forth in Manila from zero to 260 peopithin a year and a half, actually a year
and since then we're on in state to say. So weyreatck all the boxes around the core in
a very significant way. It's like a big V.

The second component, we say let's leverage mdykaimics. Market dynamics in the
last two years have been basically two, consobdatind the second one was the
emerging line of businesses, new stuff.

So consolidation is a lot of unknown because #jspening as we speak. If | constitute
North America, AT&T is big unknown for us. Crickistunknown. DIRECTV seeming it
will be also, it's an unknown domestically and inggional. It's like two unknowns if you
want.

And then they are buying [UCELL] in Mexico and mayibls part of the strategy to go up
to Latin America, we don't know, but these are pathe consolidation. It creates
opportunities. Short term could be some pressumeamentioned more than one time
but long term, that notion is that the combined pany will have a bigger problem to
solve.

It's bigger company. The synergies are not by cambitwo CFOs into one. The
synergies are by aligning beacon system, by alggniau know, the services, Pan-
European service, Pan-Latin America service, thes¢he types of things that really
makes sense of this consolidation.

Multi-play, coming from one wireless company to altinplay company. That's where
the claim to fame for all this consolidation is aiout. Same goes with Vodafone, they
bought Ono in Spain and Cable & Wireless in thedhid Kabel Deutschland in
Germany.

And the same goes with Telefonica, they go aftadguple play as much as they can in
any market they're actually going through. That'sllof their notion here.

So consolidation will continue. Again, short telitmnight represent some pressure on
Amdocs; longer term, we believe that this is otistiaally and also proven in the last
few years. It has been a good thing for Amdocs. Sdwnd one -- so it's like -- actually,
we don't -- some of it we don't know yet.



The second one is the emerging business offeriagicBlly, we announced this morning
the new offering from Amdocs on the mobile finahsirvices. This is a focus on the
emerging markets mainly.

We don't think that the payment issue in North Aiggeis such a big thing. Everybody
has credit cards or debit cards or other thingsyaodcan swipe it and NFC it. All of
these are not really fundamental problem.

In the emerging markets, we are talking about Iredan Philippines, Mexico, many
other countries. You know, a lot of people walkmigh phone sometimes even a smart
phone but they're unbanked or under banked as ianomm

They don't -- and there was actually no reasothi@banks to be in thousands of
branches over the 3,000 islands of Indonesia. &pitbblem is real and we are trying to
solve this mainly in the emerging markets. So waoanced this morning the product
set. We also emphasized something we did not befarely because we don't want the
competitors to imitate us like they usually do.

And we bought a company called Utiba. We annousoede deals in India. We actually
believe India is going to be a very important mafke all these electronic top-ups,
electronic wallet, all the way to mobile financgarvices. It can get out through all the
way through loans.

Different markets will have different regulatoryvetonment. In this specific case, the
announcement was between the State Bank of Indi®&hL which is the largest
infrastructure -- telecom infrastructure in Indgut we intend to walk more and more in
there.

Where is Patrick? Patrick McGrory is actually tlead of this division, he's sitting here.
So these are very important components for us. &desbme other activities in the
connected cost space. Some of them we announced,dthem we do not. | would not
go through all the names.

But we give ourselves, you know, a good -- reldyiywod marks but not perfect on this
space. And the last one was let's capitalize omadfecencies, on stuff that we can do
outside of our core.

So in the last three years and a half, we are aetiye in moving through the network
software. Rami is going to talk a little bit abaibut we started with RAN optimization,
radioactive network optimization. This is very naat, very well accepted by the market.

This is a mathematical software problem. It's nbase station problem. It's actually hard
to use better the frequencies that cost a lot mtmell the carriers. With the action
prices going through the roof, it's become evenamelevant.



And when technology require more boundaries, yadmaore spectrum, so how to
optimize, it's very, very relevant. We did thatlm acquisitions. Since then, obviously,
we put more money into the R&Ds as well not only ithtegration, the integration is
done.

And we see very nice success so far with this thivig believe it will continue this way.
We also expanded some of our services, IP-led@viot only software services. I'll
talk about that in the context of continuationtaétunder the codename service 3.0 for
Amdocs and Eric Updyke actually sitting here. Heeisponsible for all these services
3.0.

And in terms of the video, we basically made videmne more service that the entire
CES 9 spec addresses. So we don't have a spestiasfor video. It's part of quadruple
play, part of triple play, part of whatever you wan

So it can be a private case. You can implemerst & ®ideo or you can implement as
multi-play. So it's a very, very fundamental andtgast thing to do. Rami will
demonstrate some again a glimpse of this compareht think we got a good point to
that.

All together, the Company did well. We have strgtélye are very, very focused on the
strategy. We are not inventing things, some thipflmiating from here. That's not us.

So it's quite persistent, it's quite predictabld kthink it's good because companies our
size with 22,500 people cannot make short termdfahdy do, it's actually wrong terms.
So we take, you know, like in morph, we change owee and | think this is the right
way to do it.

So the numbers followed. So first of all, the Compa growing in the last three years.
The Company is growing in the last couple of ye@tss year, we came through 3.56
which is about 6.5% year-over-year.

Some of it was acquisition, some of it was orgawe. guided the market through
continued growth. The market -- IT market on wesaghaverage in the world | at 1% to
2%. We grow 4%, 5%, 6%, depends on which year.

So we grow faster than the market which is a regrtagion of our strong position in the
market. Now it's basically said by a very simpleeyinigh win rate of transformational
project, as simple as that.

If we don't win the Singapore Telecom at all angl Tielefonica transformation and there
are not many of them and every given year, magrsfiormations like this are only few,
a dozen maybe, a dozen and a half and we win a Hrgre of these new projects.



Obviously, there is a lot of long terms of homewgnaand other companies also that we
win a line share of the new businesses which isnaahstration of our strength of our
product and services and our position.

Now in terms of that EBIT, the EBIT is fairly st&blBoth the revenue and the EBIT are
very stable but we need to understand on the ®plitalked to some of you one-on-one
on that.

Sometimes the Company will grow let's say $200iamilfor the sake of discussion. It
could be plus $310 million, minus $110 milliondibes -- it's not -- the $200 million is a
net but there is a lot of moving parts undernelaithltig machine called Amdocs.

But it's natural because before it gets to fruite deliver them, they go to OGS, to
ongoing support, CRs, so significantly reductionvwNwve obviously maintained this
because we need these people that are being rtl@adeise them differently in other
projects.

The same goes about the EBIT. In a way, we hawk dimunning the Company in such a
way that we try to go with this 16% now -- we usedbe 16% to 17%, now 16.2% to
17.2% creeping up all the time.

But the idea is that every time we do better onitkernal machine, we code better, we
develop better products, we deliver better, we gaime of the savings and see some of
the growth. Otherwise, | need to go to new guidestors and every time ask for
permission, you know, or giving it or whatever tlggt need to go for two quarters to
16.5% and we're coming back, of course.

No, we don't want to do that. So what we are bdgidaing is that as the Company is
improving internally, we're using some of the stiffncy to feed some of the growth
without expanding the R&D in a significant way dmgthat protecting in a way the
investors from all the selection also on the opegamnargin line.

So we've been cruising with this nice line and weeagate throughout the process really
nice cash flow. Even if it takes $500 million ob#e a year and the last couple of years
are actually better than that, even that, it's &l3étior whatever from our market kit. It's
significant cash flow generation and it's a vergsistent one.

Why? Because it provide very consistent value tocostomer. There is no magic there.
It's the same thing | said before. We just say sbimeg, plan it very carefully, execute it
very carefully, providing the service, collectirigetmoney and we generate cash.

So it's not a machine that works by itself. It woldecause we keep on feeding the R&D
to improve the product set. We keep improving tekvery and the managed services to
do it better. So it's IT professionalism that realfives over that and we just try to run a
very tight set.



So that's in terms of the numbers. So how we d&altérms of what is the magic. There
is no magic. | share with you the magic. The magibat we cannot generate waves of
progress. | told you that more than once. Thiésterm that | use internally.

What we can do is identify trends, a wave anddilgood wave surfer, we just basically
can ride it. So what was the last two years? Soishkind of the growth story, the
rationale behind the growth to show that it's notagic in the last two years.

So first of all, there is one specific trend whistvery applicable with the rest of the
world which is prepaid to postpaid trend. The sdratard prepaid is going away over
time and more and more people want to have a deseence with its carrier,
relationship with the carrier, bundle service, vevat it is.

And there was influx of data both in the emerginayket and the developed market. So
for both, we basically focused on the emerging mrkor the prepaid to postpaid. That's
kind of the fundamental reason why Telefonica neexg systems in difference
countries. That's why American mobile did the sdineg. That's why Singapore
Telecom needs project in Philippines and in others.

And on data, we created ahead of time turbo chgrgn real-time, carrier grade real
time, switch over in less than two seconds reattiknyone who's an engineer would
say wow, you know, but | don't expect it.

Nevertheless, this trend is something that we itlensually a year to three years ahead
of time. We need to do it. We don't have a crylséll but we have a very good intimacy
with this industry.

The reason why you need to do it ahead of timeusecahen the carriers need it, they
need it yesterday and the implementation takes éisn@ell. but carrier grade top
software in the high volume that we're talking abbigh intensity, takes about a year to
two years to develop. That's reality but we ususdly 12 to 18 months.

And we need right in this aspect and that's whyneaetize it through all the projects
that | just mentioned, these two trends, the pefmpostpaid and the data consumption.

Second one is consolidation, again, the notion ve'ee identified. We said it two years
ago. We are not, you know, magicians but that'srérel we are seeing. So what we did,
we basically had a strategy decision for aboutsenenths.

We came to the conclusion that the kings of tomemctually are the kinds of today. So
we went after the kings, the Telefonica of the wp¥odafone of the world, AT&T of

the world. These are the people that are consoiglahat are consolidating in the
smaller companies and that was a very good thingptand as | said, we expanded our
relationship with all this and Shuky will actuatiyve you a lot of details about some of
these expansions.



And again, some of them as | said before are unkndey're happening as we speak
especially in North America but not only and, yaoly, the jury is still out. We believe
that we will get some piece of it as well.

| mentioned the simplification, the complexity bktinfrastructure of the telecom service
and the simplification. People want it simple. ittt simple to make a complex thing
look like simple. You cannot take away the compglekut you can hide it.

Rami will talk about what is multi-channel self-gee. That is to say you can actually do
from your own phone, iPad or whatever a lot of\atsti You can cover 80% to 90%.

In a multi-channel it means that it doesn't reailgtter if you stop with your IPTV at
home. You stop there, you move to your car andggmiinue doing it in lunch time. You
call the call center to continue from the same pdihis is multi-channel. You can get
into any touch point and it will be continuous easless continuously sealed.

The other one is multi-play. We term CES 9 to mpl&y. It doesn't really matter if it's
wireless and wireline, wireline and broadband, tb@end and video, video and satellite,
all of the above, actually we are preparing theesyso support wearable, connected
cars, connected home, it's all part of the sameipiel

People do not think about it that multiple senigactually part of our wearable devices.
Someone needs to serve all these things. It was gomplex when only us people were
using communication. Now every refrigerator, eveay, every something gets away,
born with a SIM card, SIM card nature now -- inurat

So the multi-play is a very important componenivbiat we have done. Second thing,
SMB, small-medium businesses and enterprises.i3 tie sweet spot of a lot of the
carriers.

A lot of people can channel very simple servicee $impler the service is, the easier is
the term. But when you think about multiple sersioghen you think about SMBs, law
firms, pizza chain, whatever it is or a large fiitts much harder.

So to improve this complexity which is even morenptex by order of money did more
complex then the consumer aspect is somethingvbdtave done in the last two years.
And last but not the least, we're all the time adding the complexity of the environment
and how to reduce the cost structure of a teleplbongany.

So specifically I'm giving two examples, the marthgervices which is basically running
in a better KPI, the operation of the telecom rdlgms what component it is and RAN
optimization. Radioactive network optimization [ssalutely not only saving money and
making their network more efficient, it's actugtisoviding a better customer service and
| can talk about it later because it relates toftibare.



So that was kind of the reasoning behind the grayethintil the last two years but it
continues and | want to kind of convince you orrehaith you why we believe that the
next trends are relevant trends and how we're dgoiagldress them.

So this is the future and it's a little bit moremgmex. This time | chose a lady to surf and
the trends are usually more complex, right? Whey'te going to do? First of all, we are
going to keep on expanding geographically. Thigng of the simple thing.

And, of course, we will try to win as many projeatspossible with Telefonica group and
Vodafone group and American mobile and SingTel@hers and if AT&T goes to Latin
America, | wish we can convince them to use usatinLAmerica.

But also there are specific regions that we ardhmtitstrong. It just happened to be this
way. We have nothing against these regions. Tltaidees India including Mexico, large
country, we have very little business there in MexiGermany, the heart of Europe, the
strongest economy probably in Europe and so orsaridrth.

And also what we designed and what we manageditee o ourselves is that we can
take the same CES 9, the same spec of applicatimhsse it all around the world. It's
not a simple thing to do the same type of softviaréere to wireless only operators in
one part of the world and to the AT&T and Telef@nan the other end of the world
which are multi-play, multi-currency, multi-natiavhatever.

Not a lot of software companies can create oneestath one CRM, one billing, one
charging, one invoice and one workbook system,emeeything. So the fact that we can
actually do that in multiple ways is a very, vergrgficant ability for the Company to
keep on expanding on regions. Obviously, we plagetanto new region, we find out
new things that, you know, there is a tweak herketareak there but these are usually
smaller surf and not big surf.

The second component is actually the consolidafsn.said before, we believe that the
kings of tomorrow are the kings of today. So | démnk that someone will come out
and push Telefonica out of business or Vodafonebhtisiness. With all due respect,
they will not.

And now a few others that we did not have a knogéeblecause they are not as big in
the beginning and we went after and they're readhtrolling this, the names that | just
mentioned but there are VimpelCom group and thdia$enera group and few other
bodies of very large company. I'm not guiding therket. We don't know that they have
projects there at all. I'm just saying as exampfaggions that we or mega carriers that
we can actually go to.

Consolidation in our opinion will continue in thext few years both in the wireless, in
the wireline, the broadband, in pay TV, all arotinel world, all around the world. This
idea to have four, five, six carriers in every givaarket is not sustainable. We've said it
before, it's actually proven as we speak.



And on new lines of businesses, one of them isrtbkile financial services. As |
mentioned before, it's something that we put al@mphasis on. We don't know if it's
going to be a big business. We hope so.

We're right now in the beginning of these projeét® own a company. We now
accelerate the R&D. Patrick is pushing it all arddme world. But it's something that can
be in several years from now a major businesshi®iCompany.

We're looking to the Internet of Things or internéeverything. We started with the
connected cars. We actually have some project onesxted home as well that we did
not announce yet, we will and we don't know whiésegoing.

| think we have an idea but again it's part of ewn the agenda. As always, we do stuff
that is very focused on specific problems to so#herwise, it's a very [hype] topic.

Another hype topic is big data analytics. We anmedrbig data analytics recently. Rami
will give a few examples of that. We're not tryitagsolve world hunger. We are trying to
address specific used cases and specific segmargpsEcific industry which is
communication.

We do not believe in this entirety we'll solvetaké problems of big data, just buy a lot of
stuff from us. And we would not develop stuff ta can buy. We do not develop
Hadoop databases. We'll take it from IBM, EMC whate

But when it comes to intimacy of understandingdb&a element, we were to book on
that. So our data center can do a very, very atewark. And then we understand the
field in the business processes and what the trandsvhat trends you need to look for
in order to identify something.

So Rami will talk about two or three significanbpgcts that we had in this field and
again, we'll watch it very carefully. We're goirmdpend more R&D money into. It's one
of the topics that is going to disproportionate antmf energy.

The next layer or the next phase of our customerag@ment is the contextual and
actually social multi-channel. Rami will demonsgraigain some of these things. But in a
way, it doesn't really matter that you only theklbox. You need to click the box and
you need screens that are relevant to what weyang tto do right now and to this
specific service that you're consuming.

It cannot be one type of services to all CSR, gpe of screens and flow to anyone of us.
It's very different from one place to another. Sgou head the social data that we know
about people and the activity that they do acresgdlecom consumption, we actually
can come up with a very interesting thing there.



On the big data analytics, I'll also mention anottmment too. When you think about
the people that are doing it well like Amazon armab@e and so on and so forth, what
identify them is that they're using big data anesyof all information, where we have
been, what we bought, so on and so forth to impthe® own business to sell you more
or sell you as a product to an advertising company.

What we believe could be the differentiator for tekecom industry, they have a lot of
information about all of us but they can take it arse it for better customer experience.
Why we want to predict, why are we walking intotars or calling a call center, why we
want to offer you a more tailored package to yderdnd to what you do rather than to
offer you something generic.

So there is a really strong notion here that thienacy of the cares with the customers
can to be a very unique proposition using big dataytics for better customer
experience which happened to be our middle name.

Last but not the least, | mentioned network sofewave're actually moving slowly but
surely into NFV, network function virtualizationoSve just don't only talk about it. We
already took some of the application we have nmgiw.

Network function virtualization basically is turmgjriboxes, hardware that being shipped
and with technicians and connector into softwam@u ¥an have another instant. You can
have higher volume. You can do whatever you wargaftware.

So we already took some of our triple AAA applioas, our policy applications, RAN
optimization, we virtualize all of that. It's puseftware on any machine in a virtualized
world. That's already done, walking in productioday, it's another theory.

We are walking into more services, more systemiesttation, more ordering,
provisioning aspect like this in this field and\sees 3.0 is to provide a lot of services
within our domain of expertise. That is to say, B8SS, network stuff like this.

We could actually be the best SI within the sp&¢e're not trying to implement ERP,
generic ERP, generic HR systems, generic changenigement, high level
consumption, we can do that.

But when it comes to our field, we found out in thst three years that we are the best
testers of the world for BSS system before theingmoduction even though not the
entire aspect is ours but we just do much betterb@mtause we understand how to test it.
That became a service for us, that's services 3.0.

So that's kind of the different dimensions of glowAnother way to look at this is not
just a new thing. It's just another way if you wemgrasp it differently is so this cube.



The Company can basically grow on three or fouredigions actually. | cannot draw
four dimensions so the first one is last. On tredpct set, started -- we did already, CES
9.1, now we're working on the CES 9.2 and 3, thihié core product.

The Amdocs compact convergence, this is for MVN©Osgitual networks, compact BSS
on the cloud. It's another product that we annodnlces year. The RAN optimization,
another product set. Big data analytics, | just tio@ed that. Network virtualization also.

So that's one dimension of adding one more pro@acou can imagine that if we have
all these relationships with all these great congsaand we can provide them more
value so more product, again, theoretically theulddave better opportunities to buy
from us.

When Anthony is going to talk about AT&T, he wowldmonstrate some of the new
buying center, not the core, not the activitiesG&S, for mobile or for wireline or for
whatever. I'm talking about additional things the part of this long tail of products and
Rami will continue providing us with these produatsl we can actually provide this
offering to the customer.

On the services side, we're in for managed servcessting as a service to data
warehouse, the big data analytics services notcgtign, order-to-activation taking the
responsibility of entire piece of business fromagier. It's a very problematic area of
business for carriers.

There's a lot of stock orders because it's veryptexrto provision an order in a
telephone company. We understand the dyna,icsawéweak the software, we can
tweak the billing process, we can do better jolm timest carriers and | mentioned generic
services around our BSS and OSS. So there is andiareof growth into the services
angle. You almost all the time need to multiplgaur head all the services to all these
products because usually they go together.

And you have line of businesses moving from mubiiyp[video and centers] to mobile
financial services to connected homes, to conneawdesiall the way to we can actually
take CES, customer experience system into anatdesiry. We did not do it up until
now because we're so busy in the one industrynéreded it the most.

But there is nothing to prevent it from anothewnssr provider at the start using this type
of customer experience application in other indus®io actually it has no end if you
think about, you know, many years down the roadwaeadan do all of that worldwide.

So we can do all of that to all geographies andnagmwe development the software in
one time and deploy it in different places, thipast of that. So these are the dimensions
of growth of Amdocs in many dimensions.



| can summarize it in very strong position in tleeecwith very high win rate. we expand
on all these services and all these products altithe and around the core and we do IT
or IP, international property-driven services.

On the growth pillar, | mentioned network softwatkthe way to NFV. | mentioned big
data analytics, mobile financial services and sewi3.0, another four dimensions of
stuff that is not our core. That's probably will fert of the base for my presentation
three years from now.

And on the adjacent market, we're talking abowgrimgt of Things and we need to
remember one more thing. We're actually quite gatdd&A. We have a good record --
track record. We don't need to do an M&A, sometimvesvant to do it.

Now it could be technology, an acceleration of texbgy because it will save us R&D
or time or both. It could be consolidation if wenagain market share not for product
because we have the best product set in the world.

And it could be diversification, it could be like3#, it's a managed diversification. RAN
optimization, it's a managed diversification. Wa d@ more of it. We can go to another
industry if we need to.

So M&A can be used in more than one dimension. &\felatively known to be prudent.
We are not rushing into M&As, if any, people sag tither way around. But | think it's
good because we're very careful about using shialetsbmoney to come around and do
all kinds of things that are not making sense. amll first of all look at the strategy
then the target then the execution then the PMIsanf@r, we had done a good job.

Let me just finish very quickly because Tamar iagytalk about this a lot and I'm just
prepping Tamar's presentation as a teaser. In teffthe investment thesis, so basically,
this company is about the balancing act betweeryrmpartners.

Okay. So we have a long-standing relationship, s&cky relationship with our
customers for good reasons. We provide more valddleey give us more business.

Another part of it is predictable, high visibililgto revenue stream and high cash flow.
We have a lot of returning revenues which is a wenyortant for an IT company like us.
We can plan the R&D as well.

We have superior industry aspect. It's demonstratechigher win rate by far, higher
win rate against all the competitive combined. Tdeson I'm not talking about
competitors today is because they're not therey @hethere on the beginning.

I'm a paranoid person when it comes to the busirBgsn reality, we created such a gap
with all the competitors and we are moving fastla time. So by the time that, God
forbid, Oracle will put out together or anyone else were not there where they thought
that we are.



That's the way that the Company is going and vig/neg to control to win the
transformations that made those. Okay. Singapoecdm is going to do without the
project for the next three and a half or three yéathese two regions. They are not
doing it with someone else. This is -- they arethat many project like this.

Telefonica, they have several projects, thatlsthtink the Company itself is an well-oiled
machine but the point is that we don't think abmutselves this way. We keep on
investing and improving the professionalism of @@mpany.

There's a lot of wins and cogs and what have ydtibuhis company and we keep on
twisting it, we keep on reinventing fast, we daake it for granted and that's the reason
of continues improvement. We'll keep on doing thigih stable or improving profitability
operating margin.

We have a strong and robust cash flow. | mentiohleeffore, Tamar is going to talk
about it n numbers and we have a strong balanat gt we can use it. Therefore in
M&A, other strategic moves and we have the flexipibn other leaders in our -- the way
we are running the Company.

Last but not the least, | think we are engagednbinsure about that we are friendly but
we are friendly to investors | think and we reddgep very focused eye on shareholder
return as we define it as an EPS growth both frperation and buyback and others plus
the dividend and consistently in the last threayeae've done high single digits on this
shareholder return.

With this type of list of things that are availalbbbteme and to my management team that
we believe in the conclusion that we are a godOX is a good thing to own. | hope
that | kind of put things in framework in the righ¢rspective in the right -- and other
presenters who are going to give more details ch eae of the elements there.

Thank you very much and thank you and with thatillinvite my friend and colleague,
Rami, who dressed up nicely today, usually hejeans. He thinks he's in the West
Coast.

Rami Schwartz” Don't trust him right away. | usyaltess like that, those of you who
don't know me.

Okay. Now, Eli, put me into a challenging positi&@very second one of those we will
show you. So we need to see how I'm dealing wih #Well, I'm going to talk a bit like
15 minutes or so about where we are and then mawiaglemo detecting going to be a
bit more dynamic and interesting.

Well, today, about 120 customers already at ver8i@nversion 9, and 9.x. Version 8.1
was released November of 2011. And later on, weetiavto version 9 and 9.1.
Interesting, with version 9 and 9.1, we starteditange and 9.2 was started to change the



pace. We are moving now into six to eight monthsie& so every version is six to eight
months. Version 8.1 -- I'm sorry -- version 9 wadMay 2013.

We are now, in general with 9.2. August next yed&8.B and so on and so forth. When we
are looking into version 9, version 9 was arountbalization. Actually, it was the only
and probably still the only CES version, the onlitesthat is fully virtualized end-to-end
from the network all the way to BSS, OSS and samhso forth. It was all around multi-
play. It was all around full convergent. It wasaibund SMB that later on we kept on
adding into version 9.

Now, maybe one word about convergent because ditdnention it so much. You're all
aware of it that the time convergent was the ngbitd to say prepaid and postpaid but
Eli also said that everything became real-time Wwictrue. So, convergent today,
something much more interesting and much more toBasually, it's the ability to serve
with one system all line business whether thisireless, wireline, broadband, internet,
TV, wearable, connected car, connected home, weai@u have on all networks. And
by the way, also consumers and SMBs in one sy$tilaw, this is quite the challenge.

So, all together, we are moving very, very well. $ée that the uptake of version 9 is
significant. Don't forget, this is old word of miigr to high tier is about 100 to 150
customers. That's it. This is the mid to high let@lhigh tiers in our industry. So,
altogether, we'll see where acquiring the lion shaurt of it.

But CES is not the only thing that we are doing. Neee started with version 9 with big
data. Actually, when we started, it was not catllyig data. It was Proactive Care.
Proactive care of the whole idea is reduced ths g@b the call centers, most of our
customers talking about -- maybe Phil will talk abi later, seven to eight years to shed
about 80 of the calls into the call center. Som&ho$e with different channels. Different
channels means online, mobile, kiosk, whateverhae.

So two of those applications are already instaleour customers as we speak. It is these
goals with those goals in mind. Our multi-chanret¢ady in production in North
America as we speak.

Interestingly, we mentioned that we are very stesn@/e are getting into the SMB.
SMB, small and medium businesses, and | say SMBtat® already more than just
medium. It's going into the bigger industries, l@ggnterprises.

This is our customers most lucrative business. Mb#teir EBIT is coming from the
domain of SMB, small/medium business and enterpiasel so on and so forth and not
so much from the consumer.

So the ability to serve our customer in this segneearitical. And with version 9 and

9.1, we came very strong with that already in pobidun, serving it over to cash, machine
to machine, AT&T published so it's well known tiAahdocs is their selected provider,
platform for OnStar. OnStar is BMW, Audi, Tesla awdon and so forth. We're already



doing it in two other country -- in two other mgbuntry vendors in Europe. So the
product is nice.

And if we are talking about network technologiesyalling out technologies is

becoming a big deal, right? LTE, small cells, thasebig rollouts. Numerous amount of
cells and so on and so forth. So we are introdualrepdy the small cell, what we call
NRS, network rollout system. In this case, it's bi&ll, we have other customers not yet
announced that we are doing it with LTE.

And the most interesting thing maybe is the ommcieh While omnichannel is coming
only now with version 9.2 and later on increasinghyin version 9.3 and this is
interesting. It's picking up so well that one of dlorth America customer already have it
in production. So, they demanded to have a prese)efiyou would like to call it that

way in order to get it into production. So, overale are very, very happy with the
uptake that we are seeing in the market.

Let's talk a bit about the hyperconnected worldabge -- excuse me, | need to wet up
my throat every so a minute. When we are talkinguakthe hyperconnected world, the
guestion is what you are going to do? What ouratusts are going to do in a world
where the only constant thing is change?

Think about it. Our customers are buying systermfus. Eli mentioned Telefonica and
maybe Phil maybe will talk about it. Telefonicanstalling our system right now but not
Telfonica and not us, really, know what's goindpéoin five or seven year or 10 years
from now because the change is so fast.

And those systems that they buy from us, needrteesbem in the next 10 or 15

minutes. So we need to do most of the impossiblbutld system that are so capable that
everything is in real-time, that we are servingapdbout, you know, our biggest
customer about 10 billion, billion, events per dayd to do all of that in an environment
that is every changing. While the good thing ig tha think we are doing it and we are
doing it very well.

So, our customers doing it and think about it. Tie@foing to be changed for our
customer to win it and we believe that service mlevhave a good position there in this
hyperconnected world. And why is that? Why we heliso?

Because our customer today own the access, owmethvrk assets. On the other hand
have good relations and on the customer. So ifdgall of that and you rethink the way
that you need to provide your customer with bepeeence and if you think about the
best experience of the future, so how | providelbst experience when | have a fleet at
home of my wife, two kids, and my four cars allétiier, each of them from different
manufacturer, therefore, the connected car is cgiinom a different manufacturer and |
have a shared allowance and | have a wearablé¢jthsitbought and so on and so forth.
So, how | deal with all of that being a serviceypder? It's not trivial.



So we need to rethink the customer experience.yihiag that I'm telling you,
obviously, is not just in the universe we are datrags [we would think] new mode of
businesses. If everything is -- the change is thg thing that is constant, obviously, the
business is going to change.

When you are buying a car today from BMW. Wantthefcustomer is it BMW? Is it
AT&T? Is it both depending on the use cases? Alstuids both, by the way. But in the
future, it's going to be maybe a third company heeaBBMW is going to close, let's say, a
deal with Sony Pictures to provide you entertainhiethe backseat while you were
driving. So it's ever changing.

Big data. Our customer must use data as an assst.have data. Up until now, we must
admit, they didn't use it so much. They must ugedbita for asset, as an asset in order to
improve customer perception and customer beneditimorder to reduce their cost.

Network evolution. | think it's probably closerpfe days to network revolution, almost.
Think about it. From physical network, we, humamtgved into software-driven
network. So, a lot of the network today are dribgrsoftware. It's a commodity and we'll
talk about it later on when | give some demos abiN .

The first time in the recent history that our cuséw, the service providers have a real
chance to fight the internet giants through diffeétechnology. So taking services for
months, today, in order to provision just a firemaaler DPN, over VPN, over DDoS, or
EPC for machine to machine, it takes five to sawemths on average.

But with the new technology, it should take minutés talking about minutes, not
weeks, not days. I'm talking about minutes. Thihesdifference. So we believe it's
going to change a lot and the Internet of Things Ei talked about.

When we are talking about, we're thinking customegrerience, | wanted to give you
some examples that we currently have. So A, evieytis simplicity. Whatever is on the
agent desktop must be on the retail tablet, shioeldonsistent with your online or your
device regardless of the phone, different phoneifeaand phone factors of the device.

You want to make sure that every action around, @reut comments, is possible
regardless of the channel, regardless where yquegardless who you are.

And we want to make sure that every interactionerety piece of data and every rule is
available in order to drive better experience efthistomer and to drive better
experience in a way that is easy, is configuradnhel, also the presentation layer can be
adopted. By the way, all of these need to be doreway that you developed once and
you deploy many. Regardless of the channel, regssdif the operating system,
regardless of the size, and I'm giving here soni@ @@ammitment because the end of the
day, | don't know, really, what's going to be dre in five years.



All of that exist today. With version 9.2, we aitsaintroducing a new theme called the
customer context. Personalized context, obviously.

So, let's talk about profile for example. The systevertime learn my behavior. System
knows that I'm a type of a person that | don't hineepatience, | don't have the time to
talk to agents. | really like to do it online.

And guess what? Because Eli walked me throughltbem do it only after 10 p.m. at
night. Seriously, he's...

So, I can do it only after 10 p.m.

So the system realized that and then my profileatgadso, even if | get something
proactively, it's much better that I'll get it aftdd p.m. Otherwise, | don't have the time. |
don't have the bandwidth in order to look intd&it. my profile is updated.

Think about my family and my family, probably Neifamily as well, my wife is taking
the decision, right? So my daughters, she dictateg they can buy and what is the limit.
If this is the case, why on earth do | need toaflghose menus, you know, that | can do
things | can't. This is not my role. Okay?

So the role and the profile and the insight ofdixstem dictate automatically the
simplicity what the agent -- and by the way, | tatdy about customer -- about the end
customer but the same too for the agent in thecealier or in the kiosk and whatever.
This is where we are going to and we are talkingualboupling big data, actionable big
data, profile roles into a system. So that's just@ES.

Now, we talked about the hyperconnected world. Bgterconnected also means that we
need to have hypertime to market. What is hypertonaarket? Today, our customer
release an offer on average every few months. Sxfroer customers, especially in
APAC, the prepaid guys, we'll use it every few dahen we are talking about
hyperconnected everything that you have wearalieyan have connected car and
connected home and all of that, you need to releageoffer sometimes in a matter of
days or a matter of hours.

So this dictates a few things. Dictates a mast@ague -- sorry -- dictates a master
catalogue that is very sophisticated. It has aflaaformation that this information can be
shared with the other system whether this is th8 Q@ether this is the network,
whether this is the billing system, you know, comigystem, everything. So one
catalogue in which you define the offering.

And this catalogue in real-time, so big thing, @alrtime, match this information to all
the consumers if that consuming system in ordendke sure that they update it all the
time in real time and therefore we all have thernfation.



But this is not enough. The catalogue needs to thileomplexity and if you would like,
use the lingo of the business. Because at the feth@ alay, the business people need to
use the catalogue in order to say what they wdrm.blusiness don't talk IT. They talk
business terms.

So the catalogue also enable better communicagbtme®n the business and the IT and
we'll see in this catalogue, obviously, we needecbime and we came with best
practices of the industry. So think about it. D#ifam of a customer when you have a
household of few people and you have a summer hmusevinter house and you have a
TV there or you have other services and you hanaeected everything, it start to
become messy.

If you are talking about a production, so wirelasgl a phone is very simple. But if you
are talking about products such as internet foimeass or VPN or distributed denial of
service for businesses, those become much moreleordmd the catalogue needs to
have the flexibility on one hand and the simpli@tythe other hand to hide the
complexity and provide the flexibility on the otheand to the business people.

By the way, | was just -- | really felt bad abowiuyso | just put here some very limited
sample of the topics in the catalogue. So dontamypemorize it.

Let's talk a bit about big data. Our approach tpdata is different, | believe, from the
others in two folds. A, as Eli said before, we mo¢ trying to invent data store. Data store
is there. Usually, Hadoop, some guys or peopléiffgrent things but we stick to

Hadoop and we are using it. It's available, ititloé shelf, you can buy it.

Where we are unique, we are unique by the factiikaake the information for most of
the -- A, from all the sources that you see herest\df the sources, most of the data
sources, if you think about it, are Amdocs datacest The transactional pieces of them
are Amdocs.

Information from demand, this is part of the reasdry we bought Actix and cell site is
coming from Amdocs system. Not from Amdocs but wew how to get it, very, very
well. Inventories are Amdocs. Users then chardgmegé Amdocs CRM and profile is
Amdocs Social. It's not Amdocs. Okay. Let's allrehidt is not a big thing. We can -- we
know how to do it.

So a lot of information that we know we can stréatan and we are streaming into our
systems in real-time. And let's talk about datamiaty. This tangible thing that Eli
mentioned before. Think about it.

For every entity that we are talking about, whethes is a product or a customer, there
are thousands of different attributes for the cmsiowhere we or she, how they fit in to
the hierarchy of the family, let's say we are tajkabout the family. If you are talking
about business, become even more complex.



Connection to addresses, connection to past intenac Everything. Those are the
attributes that the big data system need in omlaggregate, in order to enrich, in order
to correlate. This information exist all the tinmereal-time. | emphasized in real-time, in
our data.

So later on, we are building a set of applicatianentioned Proactive Care. Proactive
Care is one-third of application. But we have costocare and marketing and so on and
so forth so you will see some of those later ond &ren it enable us to close the loop in
real time with the customer.

Now, again, the customer can be an agent. Theragsi@ometimes, can be on the
network side, on the operational side of the holike.network can be also the
administrator of the business or in the end-usstotuer. So all the [PEP].

But it enables us to close the loop in real-tinmethis regard, this is why Amdocs is so
unique. Taking the information here, storing itéal-time and closing the loop. No one
else can do it, by the way. Really, no one else.

Two examples. One, of big data application. Ormuisnext best network investment.
You know what happen today if something goes wroaally, if something goes wrong
in Telefonica span, whatsoever, we're based otettieician to fix it.

Well, it's a bit easier to send a technician. I'tllnow if there is less traffic jam or we
don't if he's buying the area or [departing thekfwp the right path, you know it's by
gut feeling. Think about it, it's not the right way

Actually, if you know the connectivity index andwy&now the value of the customers
that this area serve, this is where you need tyquit investment in the network
wherever the valuable customers are.

And valuable customer is a very tricky thing beeassme of them, valuable everyone
knows. But, you know, you can have some area thatwyave valuable customer but they
are not so [churned pond]. There are some areaththaare more inclined to churn and
so on and so forth. So there are a lot of [talth&] you'll need to consider.

When we are talking about charging -- maybe hes,tp mention. In order to -- in order
to build something like that, you need the infonmatrom the network, obviously, or
need the information from the BSS. You need thermftion from the charging system,
at least those, just in order to say, to do whey gay.

When we are talking about charging business aalytiink about the following
challenge. Market deals all the time need to knoweal-time what the uptake of
different offers. What's the performance of spedibip-ups. What's the usage part when
so different devices and so on and so forth.



And they need to do it in real-time, they needrow it in real-time in order to provide
value. In order to provide better segmentationegoetffering and so on and so forth.

Also here, you need information from them. In ttése, you don't need it from the
network but you actually need it from overall, #leBSS system. Network is the only
thing. Then we move to the network.

Network. So, we all know physical network movedarthe IP into the virtual. And,
really, this allow Amdocs to get into a domain tbptuntil now, we were not so relevant
at. So it enable -- surely, we were very relevaat @ery strong in the IT. Now, we are
reaching out also to the network people.

How we are reaching out, what we are doing thereZit offer the self-optimized
networks. So, again, we bought Actix cell site, bamng. We heard earlier that that we
just won the award of the so on and so forth seliroized network.

But also, the NFV, the network function virtualizet, enable us to take it even further
and to be a very credible player in a market tipatintil one is dominated by the network
equipment provider. This was a network hardwareegasow, it's becoming more and
more and software game and we're a software company

So, let's look into the network function virtualizan. Basically, NFV is propelling the
same type of spread, the same type of turmoilltimaix, [blades] and the virtualization
caused in the data center. So it is a go. Yoleallember the big superdomes and so on
and so forth. So it's not like 10 years ago. It waly until about, what, five years ago or
so.

So, NFV is doing all of that. It's taking all thardware devices that you are seeing, that
you see here and move it to the cloud as softwarges. And those software entities are
running on standard, high volume commodity of thare hardware.

Now, you need to manage it. It's not as simple. slbtear issues with interoperability.
You have issues here of how to deploy differenadainters and so on and so forth.

Why our customers? Why service providers are dath§or two reasons. One is service
agility. As I've said before, it's just turn thinfgem months to minutes, to minutes.

We demonstrated a full VPN, DDoS, and firewall the¢d to be done in seven months,
it's done in five minutes. And to reduce cost dracadly, to reduce cost. In this regard,
they now can fight much better with the internetrgi

Now, you must -- you might ask yourself, Okay, gr&aut except for being a software
company, why Amdocs?

And I'll tell you what's the ecosystem around tiiSV. In order to have something like
that, what -- think about it. What you need to haverder to be very effective in the



world of NFV, you need to have inventory, you néetiave a good ordering system, you
need to have the catalogue to define the serviogshee products, the firewall and the
VPN and DDoS that | mentioned and so and so fd&fitle need to have all of those and
you need to have a cell service for the SMB tot@md you need to have relation with
the SMB. You need to sell to the SMB. Now, we aweng all of that. This is what we
discussed before.

This is how the rest of our CES complement our NBWition. This is why we believe
that we are going to be a major force in the ensfe¥.

With that, I think, that I'm -- sorry, so (techniichfficulty) provider in Netherlands. It's
called Next Communication. Obviously, we just nektietake a name so we called it
Next Communication.

It's a multi-play provider in Netherland. It proeiavireless, it provide wireline, internet
and TV. And despite the fact that next communicainvested quite a bit in LTE
services, the uptake of the LTE is not great.

So what they are trying to do, obviously, is torease the uptake. They invested a lot
there. And they have heard that Beyonce is conursgé. So the marketing department,
trying to see -- Okay, how can we leverage thetfaat Beyonce is in the city, in order to
increase -- (technical difficulty)

(BREAK)

Matthew Smith® Speaker is Shuky Sheffer, presidétihe Amdocs Customer Business
Group.

Shuky, take it away.

Shuky Sheffer® Good afternoon everyone. Rami, gyezgentation. I'm not sure about
the 10 o'clock. | don't see you in the office aftee o'clock.

But -- and also a great -- it is great to be a&eyonce. | think I'm in the best spot.
A quick personal introduction...
(Off-mic)

Shuky Sheffer™ Yes. | joined Amdocs many, many seayo, | think before the cellular
phone was invented in about '86. | actually comenfan engineering background, but
relatively quickly, | moved to customer-facing.pdent - started obviously like Amdocs
and the Yellow Pages. | spend off most of my pifesal life actually from customer
side. | had the [grade 4 up] here in Stockholm, &me new location. And | was
spending other different roles as a division presidspent many times a lot of years in
the States, in Dallas, Texas. I'm a Cowboys fan.



And then in -- my last role before | had -- tempdyaout of Amdocs, | was in the
management of Amdocs managing several divisiotiseremerging market.

In 2010, | moved to BSC of a company called Retdlix a company that do pretty much
similar what Amdocs is doing, not they are the saime but for the retail industry. I've
been there for three years. Eventually the Compaas/sold to NCR in 2012. And then
Eli asked me to come back to Amdocs, which wast f all, | was very excited to do
this.

And secondly, | think | can show a bit of my perspes being out of the Company in
three years and how the Company in three yearfiawdhe Company invest
significantly in this two years.

In today's agenda, I'm going to cover two topiasill give you more deep analysis of the
market trends and they share with you more infoignawvhat is our biggest strategy to
address the market needs.

So if we look at the world, North America, Europeldhe rest of the world. In North
America, obviously, everyone see this -- what wkfigace competition. We see
[disruptor] like T-Mobile, they completely changtw landscape of the competition in
wireless. And the dynamic of the competition ishstitat if in the past companies have
several months to react, today we have -- and tmathe capabilities that Rami was
mentioning to date midst of days you need to réadfiobile coming free roaming across
the world, you need to react. | mean, this is wieysge that these sales competition also
impact the needs of our customers.

Multi-play, in North America, pretty much the maggrof the players are multi-play.
There are some which are more a wireless only nedike T-Mobile and Sprint, but the
majority of our customers are going to multi-playwieonment. Actually, this is part of
the strategy so it's in the customer.

SMB and enterprise, this segment always exist,dsuRami mentioned, this segment is
really, really under sales. The quality of expereof this customer is terrible, taking
months not what they want. So the first one in thesket that we're able to give a
superior customer experience, so this segment,wia'this segment.

As | mentioned, faster time to markets the comioetits so fierce you need to react
quickly. You need to have the tools to do this. @bsly, consolidation happening in
North America, | am going to talk a little bit moabout the view of how we see the
consolidation. Consolidation appears obviouslyiffecent aspects, obviously in AT&T,
DirecTV, Comcast, et cetera. And there is a Igtr@lssure on OpEXx. So while people
considering investments, OpEx become an issue.l Amdk that we have here a great
opportunity to save OpEXx to our customer.



And | don't think this is something new to you. @umser experience is the differentiator
of our customers.

In Europe it's a big difference. Obviously, Eurapé¢he past was more advanced markets
comparing to North America. So he actually -- E@opached saturation first then all the
other markets. There is slow growth, if any. Lopaéssure on Apple in all our
customers.

Multi-play is a key. We'll show some of their trenaf the consolidation. We'll see that
multi-play is actually accelerating in Europe.

Consolidation, also happening in Europe although lit different shape. And in Europe,
there's both pressure on OpEx and CapEx mainlyusedaurope today is lagging a bit in
the intellectual quality comparing even to North émoa, so they have to do a major
investment both in -- on their network infrastruetu

And then obviously the regulator is not making kfesy both from regulation of
omnichannel, et cetera, and second also from tfepeetive outlook that easy in the
environment of consolidation. They are not allowiageign players to come in, so this is
a different environment.

In the rest of the world, we see obviously risifighe middle-class, penetration of smart
phone. So if it was very, very highly prepaid eomiment in the past, today it's
completely changed. It's much more postpaid, pa$yp@paid conversion, so we see
that the middle class actually change economit¢seofvay that the customers are.

When we say sales competition, | will give you aaraple. This is much more than, for
example, North America.

We have a customer in the Philippines, Globe. SherPhilippines, every morning when
you wake up, you take up your smart phone and waidd which SIM card you are

going to plug in. Is it going to be Globe or Sm&8t?you can change between, on a daily
basis the side because of the plans which caugsn this day. This is really a tough
competition.

Multi-play, strange enough, actually the emergirarket jump to generation. So if you
know the developed markets slowly grew from onegrpdaquadruple play, et cetera, the
emerging markets, all our customers moving frormeless to quad-play.

It's amazing how fast everyone is moving. Philaseh He will talk about this more. And
then obviously this is driving increased complexity

And as | said before, the focus was on the magst éf millions, hundreds of millions of
prepaid, very small ARPU customer. Today the fasuke high-end customer. So they
are too slowly growing and they are putting a liog¢ffort on -- so if we see a lot of --



what we call prepaid to postpaid conversion ang Hre putting a lot of focus of the
high-end customers.

This is in short view, how we see the world, trentts in the world. But there was a line
that everything here is causing change. And amEifitioned before, we like change.

From consolidation, we can see different typesooisolidation. So we have what we call
in-market consolidation. It's like when Comcast Wwaging Time Warner, Vodafone is
buying Uno to have a complete multi-play. Telefeniic Brazil is buying GVT. So this is
a consolidation as we in the market, and all ofrtfage in pretty progressive situation.

We have a consolidation across region. Like fomgxa, the Sky, it was a different
entities in Europe, different countries. Now theynpllapsing the whole business
together.

We have multi-play or cross line of business cadatibn. A good example is obviously
AT&T and DirecTV, so obviously AT&T have the [uvepot for pay TV. Now they are
being over all the consumers of DirecTV so theygmieg to enhance significantly them.

Pay TV, Orange in Spain is going to acquire a boaad provider, and TDC Denmark is
buying another broadband provider. So we see thatary common, and people that are
doing it to make sure that they can get fasterrtatii-play environment. This is the
fastest way to get to a multi-play environment.

There are some digital consolidation. Telstra wémtgo to the TV environment so they
bought a company, which is giving a superior striegrplatform.

And we talk about more the connected world or etémng -- most of our customers start
to offer cloud services, so Comcast is suddenlyrigugt company that will give our
infrastructure to better deliver cloud services.

This is all the consolidation that we're watchimgefully all over the world.
Consolidation drives dynamics in the market. Somesi it, in a short-term, can impact,
put some pressure on. But for the most part weadeeof potential in consolidation.

It creates dynamics in the market. It's a compyexitthe offering, and this is the
environment that we like to be.

From a business strategy, | wanted to actuallyaisimplify our business strategy. This
is what we are doing at the last year, we are gmrdp in the next year. And pretty much
it's a multi-dimensional business strategy thaecdour areas.

Maintain our momentum on key accounts. | am gomngite some examples. We have
some solid relationships in big accounts for maegrg, and how we are maintaining the
momentum in these accounts.



Establish position in the emerging offering. Elintiened some of the emerging offering
from MFS to our network offering, et cetera, bigadanalytics. So how, we are
establishing our position in these areas.

Sales and delivery for focus on global groups, @x@ynot too many. Eli mentioned some
of the global groups in the world. Obviously, theg Telefonica, America Movil,
Vodafone. There is obviously they have the Teliae3a of the world. There is [Baltic].
There are not too many.

Obviously, the SingTel Group; there are probabkyosiseven major global groups in the
world. And our ability to give them an offering thtaey can take to the different
[ARPUSs] that they have is major advances we have.

And the last but not least, we continue to expenithé rest of world, and I'll show some
examples. So these are the four pillars of ourmss strategy. This is what we focus day
in and day out.

Okay. So when we talk about momentum of key acaywmiu see some of the list of our
key accounts. AT&T -- Anthony, my friend, is goit@give some more -- a bit close
about activity in AT&T.

Sprint, a long-term customer of Amdocs, all theetihthink what we do is helping sprint
to fight their competition. We've done a succespfoject phone-care project that they
help them to change the perception of the markettaheir customer care.

We signed with them a long-term agreement to caetour managed services. We are
now doing with them a new charging project that ilp them to be very sophisticated
in real-time data charging, so this is how we aaunito involve and reinvent ourselves

with our long-term customers.

This is with Bell that actually we're also doingew charging project. We will have to
give a very unique advantage in the Canadian market

If you look about EMEA in Vimpelcom, one of our ¢g@st customer in Russia, we are
doing complete modernization of their CRM applioatialso in other 10 plus year
customer of Amdocs. So our ability to continue #tivcer new value to our customers
help them to address their market needs. Thikéygart of our strategy. This is a long-
term customer of Amdocs.

All the time we give them new offering, new sergcand we explain expand our
business to this customer.

This is what we call the continue the momentumunle@y accounts.



In the new offering, so every year we come witlea offering to the market. In the last
year, pretty much we introduce, | think three higes from big data analytics, network
solution, mobile financial services.

And the importance of this business although ab#gnning it could be a small
business, but later on in most cases, if we areesstul or slated to be a significant or
serious business, the important not just thisnewa line of business for us. It means that
we are talking to different buyer markets.

So if we were very IT shop in the past, now wedomg a lot of offering relevant both to
the CTO environment, to marketing departmentsdaig, so we are expanding our
activities with our customers.

It's also | think help us to continue to be releveaamd to continue to be a sole leader in
everything that we do. And in a way it help useémvent ourselves in the customer
environment. So this is something that we put @idocus. As | mention, it can start
with small revenue, they're slow in growing. Buhink it's very important for our future
business with our customers.

We talk about expanding in the rest of the wortdyw® announced today, sometime ago
activity -- we have a lot of activities with SingTgroup in APAC, obviously, in Globe
and other places. But we announced that we sigmednajor consolidation with

SingTel. SingTel pretty much | don't know, counsg&vhave more than half a billion
subscribers in APAC. And we're actually going emsform both Singapore Telecom and
also Optus in Australia. Both of them is a quad#ptaulti-play environment, very
sophisticated project.

And if you look at the strategy of SingTel, in theiind, this is their key success in the
strategy. So this is not just another IT projeet they do. If you look about their
strategy, this is how they are going to continwgrtposition in the market.

We've just started these two projects. It's a keyept. As Eli mentioned, there are not
too many transformations in the world in the sizéa. And we are very proud to work
with SingTel on these two transformations.

In this area we have some additional transformatiasther - in rest of work, just speak
two. Obviously, we're doing [building position Fstene] in Taiwan. So overall, we see
in APAC, which we are -- we are not -- we saw inAPit's not like in North America.

It's relatively short, but we see a lot of demamddur product and services in APAC and
obviously Latin America.

When we talk about global groups, as | mentionezlhawve six or seven global groups. If
you are able to get to this intergroup, it provigles a significant advantage. So
obviously, Vodafone, someone let me know for maegry that [end up] is working. We
have managed services in seven countries. We &rg dmchine-to-machine for
Vodafone. We are doing transformation for Vodaforta@s is a long-term power [mill]



of Amdocs. They have over 14 affiliates, very sgyam Europe. They are strong in India.
They have also activities in Australia, in New Zeal.

Being a partner of Vodafone or any global group t@a deploy our product and offering
in a way that they can take what we've done inglaee and replicate in other places.
This is a major advantage assuming that we do tngood job and they really feel that
we can be enabled for their success.

Telefonica, | have another slide of Telefonica, uigTel Group, as | said is another
example. This is the largest group in APAC. Andftet that we are the selected --
chosen part to do the majority of transformatiothi®ir companies, this is a great
achievement.

And so if you look over the world, we have actiwtith Vodafone, major activity. We
have a major activity with America Movil. They haneny, many properties in Latin
America, also in Europe. SingTel pretty much is ARA/odafone is EMEA. And
obviously we have also businesses with Telia Sonera

Vimpelcom is a group by itself. We have a mobilehcial services in Baltic, so | think
that we are active a lot in these global groupsd Atinink that we were able to create a
unique value by them establish the offering and th&e it from one affiliate to the
other.

This will bring me to Telefonica. Telefonica, in myind, is a great success of Amdocs. It
was not just good sales activity. | think that vesyér done a great work and improve our
self to deliver what we promise. We have activiteday in Telefonica in Argentina, in
Chile and Peru. Telefonica is a big -- 20 countaesund the world, so we see a lot of
potential for us with the Telefonica group.

But it's not -- | mean, it came with a lot of havdrk and sweat. | mean, we did a great
job in Argentina. It obviously led to additionaltaties in Telefonica Group, and this is
another success story. We didn't have any busiiéisS elefonica three years ago, and
now | think we are slowly building a really unigpartnership with Telefonica.

If you need to take for all my presentation, tlsisiow | summarize. First, the market
dynamics presented by Eli and Rami created a loppbrtunity. We like consolidation.
We like complexity. All these quadruple play, tlaetfof the matter that we are [other
one] with the relevant offering in this market [@it¢ was huge opportunity.

We have a multi-dimensional business strategy, mgahat we are at the same time
making sure that we keep the momentum with ourdaepunts, going to new offering,
increase our activity in the emerging market orrest of the world have a significant
activity with the global groups. I think this isethight business strategy to address the
market dynamics. And | think that if we'll continlike we do today with a quality
execution with the right offering, with our strayegf land of expand, we get good



customers, we do good job, and then we expandusi@dss. | think we continue -- if
you continue to focus on the strategy, | think \@a do great going forward.

| get the sign of end, so just in time. So withtthavant to introduce Phil Jordan, a good
friend of mine, | think.

Phil is the group CIO of Telefonica for almost tyears. This is in 20 countries, very
complex environment. | think he completely chantfezllandscape of the global IT in
Telefonica, and now we're looking to share theystath him. Thank you.

(Video Presentation)

Phil Jordan”™ So good afternoon. Two comments ath@uvideo | introduced my
presentation with. The first is I've had severalge who have been treating me, who are
watching or listening on the webcast and got vernyfused. They were saying how great
it was | was sharing the stage with Beyonce totpust like to continue the illusion and
thank Cold Play for the introduction for my pressiun.

Listen, I've got a very short period of time to haith you, | guess, three different
perspectives -- why are we transforming, what aedgransforming. And obviously I'm
going to finish with who are we transforming wiind obviously, my presence here
today will tell you that clearly Amdocs is becomiagery key partner in our
transformation journey inside Telefonica.

The second thing to say about the video is thatiaternal video. That wasn't intended
for anybody else -- the global IT team. But wheaview the messages and | apologize
there's some local and some points in there thattwtake any difference to you.

The theme of that is about direction, about pasimer, about working together, and about
transformation. | thought the themes are actualijtp consistent with our approach to
partnering with Amdocs. So let me move forward. ¢iaing to spend 35 minutes. I'll
pause and take any questions you might have a&ntheSo let me start with why are we
transforming.

| probably am not going to talk too much about thegause | think in Eli's presentation
and from Rami, and from Shuky you've heard loteeatons why we feel the need to
transform. | guess, here are some more reason$ whion't dwell on too much, but I'll
just touch on.

Certainly a market and competitive perspective, glbunow as well as | do that we're in
a business that is our traditional core area ifirdeg. It's finding it very difficult to

grow. We have lots of new competition and new cditgos attacking us. We get
attacked by many different parts of our ecosysterass the whole value chain. And
we've got a very profitable, successful businessiadgustry. And | think there's been an
awful lot of innovation from outside of the telaaustry into our value chain. So that's
causing us to transform.



| think you heard earlier a lot about convergemgeast want to echo something that Rami
said. | think we used to use the term convergeocpdyment, but | really think it's
convergence across the entire spectrum of our éssirit's convergence of brands, it's
convergence of product. It certainly line the bassconversion. It's pre- and post-pay.
It's over the top, virtual and real.

So everything is converging, and that's becausemtine value chain is being disrupted.
And | think everybody is looking to understand whbah they converge to either protect
themselves or grow in new business. But | think ofiine key transformation drivers is
this element of convergence across the whole piece.

Obviously, from a customer perspective, thingschianging dramatically. You've heard
all these messages this morning. I'm not goingatelidon it. But the growth of mobile
data, the way customers expect to engage digimahbsses now, the ubiquitous usage
patents, and the fact that a lot of our core bssine still considered. Unfortunately, it's
considered still a bit of a commodity and we'rekiag to find new ways to grow our
business.

Technologically, obviously we're finding huge chartyivers whether that's ramping up
for a new mobile bearers or looking for other netwechnologies moving to an all-1P
data-driven world. And of course, see pressurerd\igider a lot of pressure to maintain
margin and to enable our growth by making the essmun, do more for less. And the
fact is we're a very complex industry and business.

Rami's elegant demonstration of how things shoalchbw you should create a
promotion and put you out of the tunnels. | wislvére that simple. We aim for it to be
that simple. But, of course, the reality is runnangetwork business that is a call center, a
retail business that has many, many, many tenslbdms of customers is a very

complex engineering and business process to maBagéguess, I'm not going to dwell
on that. You all understand many, many reasonswéieed to change.

Second message though | think this is very interggor the telco sector, this is all about
IT. So I think we used to be an industry, and hkhive still are an industry that
recognizes the network. The networks are our bigagset. Of course, they are. There's
not one market in the world where the amount otspen you have doesn't equal the
amount of market share you have. And we know thgttwas super important.

However, in most of the European markets that veeseng, that we're sharing
commoditization of the network, so by definitiong've finding that the differentiation in
networks is starting to change. What's becominghhmiore apparent is IT services and
the aggregation of services and how you integteded two services, the customer
experience, the omnichannel experience, thesdarthings that will differentiate our
business moving forward.



And finally, we're really all going to be about datifferentiation. So who understands
the customer best, turns that into insight, injélcés back into customer experience and
differentiates.

So we're very much going from being on the mosttedrand I'm in a most wanted post,
IT was very much the subservient function in adédehind network. It was very much a
system of record, it was very much there to hefpthe business to being this core
differentiation going forward. So it's going fronmost wanted to most wanted if you
understand the play on words is a very key mesegeve've taken out to our business
that we must think about IT differently going fomsla

And that transformation of being a digital telcalle senses on some of these topics I've
listed here. The digital customer relations hegajrmyou heard a lot about omnichannel
and smart phone as a channel, and how we drivbumimess to be truly digital.

We got a growing cohort of customers who simplyndowant to talk to us. They want
to come through a digital channel. They want toagegthis in a different way. And of
course, the reality is whilst we have a spectruroustomers, you still, like all our
channels, assisted/non-assisted, the reality isugtomers are moving to become more
and more digital, and we must engage them properly.

We're obviously always looking to automate and nmakebusinesses leaner. | think
that's an ongoing transformation. But | think thféedence now is convergence is forcing
us to do that more than ever.

| think like Rami said earlier, offering servicesaifers or anything across lines of
business in a telco typically is very, very chafjerg because of the fragmentation, the
complexity. As we go to a more convergent offer amate convergent customer
engagement, we have to do that with our manuaieitgion in the big back offices that
they are expensive, so managing automation andoljgarations.

And obviously, we talked a lot about and the dentratisn pulled out earlier, this whole
ability to digitally engage and market, and selatoustomer in a multi-product world
through many channels is, of course, key.

But one of the things that holds us back and agaian't think this is news to any of you
is that we are extremely complex. Sometimes ittsvadl described why are we still
complicated. And | think there's a lot of reasorg/wypically a telco is complex. It's
usually about acquisition and growth, and it's alvegulation and the way the industry
was regulation, but most telcos, if you look hamly can see product and segment-
specific execution.

So the process is a different, the systems arerdiif, in some cases the policies are
different. And, of course, the dynamic that I'vetjdescribed about increasing and
growing in progressive convergence and requirdzetmore digital, you run straight into
the issue. We have an industry that we've madestwas extremely complicated whether



that's about lack of maturity, the numbers of veadthe way we've reacted in short-term
to product differentiation. But really, most teldusve this challenge of being extremely
complex from a process perspective, from a polengpective, from a product
perspective.

And that DNA, that complexity DNA is just replicatén systems. So when | first came
to Telefonica, we had in the region of 6,000, 6,598&tems globally. And we've managed
to reduce that significantly more than 1,500 owerlast 18 months, 24 months. And we
should get down to a target of no more than 2,§8¢ms globally. So you can imagine
how fragmented process become when you have maneditubled the amount of
systems you need to run your business, and that'sfoour key focuses is how do we
remove that fragmentation and how do we drive ncorevergence.

So why are we transforming? | think it's cleahihk we have to sustain business
transformation for us. What are we transforming4I\Vl&t's move into that area.

So this is a picture that I've used a lot integnahd I'll try it with you guys and you tell
me if you can make any sense.

If you typically look at any service provider, acgrrier, they have these layers of
technology. They're on the screen in front of you.

Obviously, our core, we have very heavy data ceamdrinfrastructure technologies. We
then have a layer of technology that, of coursapmut us being a global business,
corporate back office, all our finance and HR, lgistics and procurement systems.

Then we have this area that we tend typically licot€ore BSS, which is commercial
processing systems, so this is the way we stamgage the customer and this is ordering
in CRM and billing, et cetera.

Beyond that then there's another set of systemswhase as part of our operations, so
whether that's campaigning or commissioning orlkgyar logistics or warehousing, data
warehousing, these are all helping us run our lessimore front office focused.

And then this final layer is where | believe théufe, the differentiation of the industry
will be is in digital interaction with customershig is where social media, and e-
commerce, and e-billing, and real-time decisiomnigbe in terms of the engagement
with the customer. And we need to transform athig and we are transforming all of
this at the moment and pretty much doing it in palka

Let me just talk quickly about what | mean by tisathis area in the center that's gray is
very much a global transformation for us. Why weuldaconsider this global is because
we think the differentiation is global here. Wefdientiate ourselves by being a very big
technology infrastructure company, but there hdsetglobal, it has to be virtual, has to
be shared.



Of course, from a corporate back office perspectinedifferentiate ourselves by being
global, so our ability to close our books, to mamagr people, to manage our
procurement, we get significant value from beingpgl here. So that's very much a
global to do once transformation inside Telefonica.

In these two areas, in the BSS and in the satelditeains is where we're partnering with
Amdocs is we are in the process of transformingatlcountries, so we don't have 20,
we have 17 markets now. It's quite a dynamic ingusVe used to have 20.

We recognize that we're going to transform allh&inh over time. And what we're aiming
to do is not treat that as a global transformatiecause the maturity of our markets, and
our industry, and our business doesn't really lesedf well to one system for billing
across multiple countries.

What there is the opportunity to do is transformnitiple countries based on standards,
based on reuse, and based on learning and levgraigim country to country. And it's
very much that we're doing with Amdocs, whichtllk about later. So when | talk about
the transformation we're engaged with it's readlyehin BSS and it's starting to be here.

What happens outside layer once you do BSS is gowstart to standardize progressively
into other associated technologies. So we've nawdavhere we're using Amdocs for
BSS in Chile, Peru, and Argentina. We have the dppdy to select one commissioning
engine, one loyalty engine, and the integratiasingplified and reusable, which has huge
value to me in terms of accelerating the transfoionaof Telefonica.

Finally, this outside layer is where we're headitugd strategically (inaudible) that there
is standardized and transformed from the insidesouhat we can move IT to be outside-
in if you understand what I'm saying. All the inadvon, all the integration, all the focus
of differentiations is going to be in this outsidger in the future. We must transform on
the inside-out in this journey that we've joineddther on and I'll talk about the scale of
that transformation in a minute.

So this is a massive transformation where we're syganding 60% of our CapEXx next
year on transformation activities, and we're natlyancreasing IT investment, a huge
amount over our trend in our previous years becagd® managing to transform the run
rate and the cost of our business and move investio¢he transformation line.

So I'm now just talking about that gray -- those tyvay circles. So what are some of the
things we're doing and I'm just going to [wish] otlas because it's not relevant for
today. But, of course, we're consolidating evenghivhat we think is a commaodity.
There's an awful lot of technology inside Telef@nibat isn't about being a telco.

We look at data center level like many other busses, so we transform our data centers
as we're moving to elastics, capabilities. We margy radically into shared services in
our production operations model, and we're workimgur back office. But this is those



two gray circles and | didn't really want to toumithat today because it wouldn't be
appropriate to dwell on it.

What I'll do want to talk about, I'm still talkirefoout what's been transforming is the
journey we're on together with Amdocs. So thisaspymuch a business-led, business
process-driven transformation. We have a knowle¢ldgeif we're going to solve that
complexity problem and enable the business witlc#pabilities it needs, we have to
start again. We have to replace our core businesiehand process and policy and
product definition with something that's a lot metandardized, a lot simpler and
something that we can leverage and reuse countguotry.

So we're on this journey. As you heard, we'reilivArgentina. We have all our prepaid
base and most of our postpaid base, wireless lmastdte Amdocs installation in
Argentina on a heavily standardized and standaadsdelivery of the CES Suite. And
we're moving that core into other countries. Anavivee're a long way down the path in
Chile and Peru of putting the same core and loogithat core in Chile and Peru.

So this is very much what we're doing. We're darmsiness-led, business process-
driven replacing our business model, if you witidaghen we're enabling that with
technology and, obviously, it's in the enableménhat change and the technology
where Amdocs is our partner.

The picture on the left-hand side as you look,atdtually that's a real architecture
picture if you can see it. That's kind of what laddooks like on the inside unfortunately.
And obviously we're moving to a much simpler, a mowre standards-based
technology architecture that has integration aaddsrdized integration absolutely at the
core of the architecture. It's super important tiratend up with a simplified standardized
architecture that has open integration becauseawaee that this world we're moving
into is all about ecosystem or that integratingtbier people's applications and services
with our capability.

So this three-way transformation of process, teldgyp and integration is what's going
to lead us through this transformation to begis thia telco. Excuse me.

So we've done why, I'm now talking about what. Sod&cided that we are going to go
in this journey of being more transformative in dusiness change. We concluded that
the only way for Telefonica, the only way to dotthithe pace that was required to
compete in the industry was to do much more grieda full-stack transformation. By
full-stack, | mean, BSS. And that's why we decittedo it.

We've been very successful. If you go back thregsyare had no countries on this
journey. We now have most of our markets somewberde journey either in execution
or certainly planning to execute. And again whyrevdloing the quality [benefits], | think
| talked about already -- omnichannel, [disk] caliads, convergence, simplification.



Where specifically the value is and this is stgrtim become apparent in markets where
we've delivered like Argentina is you start to sea value in -- Rami mentioned earlier

in call center -- the use of a call center to remg\all center and putting value activity

to the call center, changing the nature of thestedichannel that is call center.

There's a huge automation in the back office oppdtst because what you realize when
you run a very fragmented, very manual cross lofdmisiness integration as we have
been doing is there's a huge amount of efforténbiick office to present a customer with
something that looks converged. And we find thahwautomation and with new
technology and with process change we can taksiguificant cost from our back office
and make the experience a lot more seamless torgast.

Of course, it changes the nature of our storegfamdature of logistics. And obviously,
we're aiming to provide an auto management capatlat is for all your needs, not
based on line of business. So we've entered thiagy of full-stack transformation in
BSS.

We have to select a party obviously. And what we about being very specific about
what we were looking for in terms of partnershipni doesn't allow me saying this, but
this is much less about the product, if I'm honastl much more about the delivery
certainty. These are business change outcomew¢hedn't afford to fail on. So we have,
of course, the technology and product and we'nemdly happy with the Amdocs
products there. But to be very clear, this was al@want somebody who can show
leadership in the market both from a technologgpective and a delivery and change
management perspective.

We use referenceability very importantly. We're gambling here. We want to introduce
somebody that we felt have the reference, havexperience to deliver the sort of
change we needed.

And | said earlier, functional and non-functionafuirements, of course, they're
important. You know, we're heavily engaged now thaogue about how we get our
customer requirements into the Amdocs roadmapwea'ree very happy, as | said, with
the advances in the Amdocs product roadmap andrtidocs product as it is today, but
it wasn't the only buying decision, it was very mabout the change we are trying to
affect.

So we went through that process. We have the squaoéss, which was a model
discussion. And | was very keen that we move away thaving an Sl-led delivery,
systems integrator delivery for two reasons re&lgmg very open with you in both of
our discipline. One is our own discipline to nostamize, our own discipline to take out
of the box functionality and capability. And mosttlee discipline of the Sl is we do not
want to create a big application management busimeslel.

So we've gone for a direct engagement with the erithat we've chosen. It's given us
we think more bargaining power in terms of prodwetdmap. | think we get enhanced



post-sales support. And most importantly, our im@atations are much more product-
based, less customized, much more standards-atiefel we hope and we think and
we can see that we can accelerate speed. It'svater@r getting quicker as we go through
country to country.

And finally, the model itself -- well, obviouslyithis a long-term commitment. | wouldn't
fly to New York and attend this day if it wasn'koag-term commitment for me. But
these are long-term engagements. We've basicatly fgw a large-scale dev ops, if you
will, so these are transformed and managed engagspiwe-year engagements. So
we're engaging Amdocs to transform our estate lagwl manage it for a long period
afterwards. We think that's the best balance ofagad transformation and efficiency
outcome at the end.

Of course, we are working on how we align the twesibesses on the objectives in the
business. So objectives, physical presence is key.

You'll see here we're principally at the momerkitgg about businesses that are in our
Latin American region, and it's not an easy placeahybody to conduct business over
multiple countries. So it was very important forthat we saw Amdocs could and have
the intention to be present with us where we danass, and that's certainly being the
case. And obviously, you know, we've looked to otliays to engage Amdocs to extend
our relationship and build a model where they hreaweassive role to play in our sourcing
going forward.

So these are the sorts of criteria we use to aatiyartnering with Amdocs. Obviously,
we also were looking for B2C and B2B capabilitiesogs an end play, so it was
important that the software and the technologythasull scope of capability we were
looking for.

And you suppose this a how slide, so once we'veertiaat choice it was very important
that we could -- both of us, Amdocs and Telefonczaild implement this and take
advantage of being what we both call a galaxy. Bypdalaxy really mean can we deploy
and can we change our business in a standardizedavass multiple territories,

multiple affiliates, and can we get value in doihgt.

And we think we can and we start to see some oéviwence. | have a slide on this in a
second. But obviously, economic efficiency for iotigh economies of scale, we are
able to govern once, procure once. Most importanippose is we're able to integrate
once, so we have other common technologies like @BARr back office where we were
able to develop integration to Amdocs once andeéustraight away. This makes a huge
difference in terms of speed.

| think key to reducing risk, I think Eli said e, as a group CIO of a telco, this number
always scares me that more than 50% of these psdgatin some way or another. So
anything we can do to reduce the risk, and | beliearning and leveraging from country
to country, both of us learning and leveraging tbgeis one way to reduce the risk.



Speed is probably the most important dynamic ofaallis, so reducing the time it takes
us to transform our business. And then ending tbhegss with a much more standardized
but open architecture for Telefonica. And what laméy that is we will end up with a far
more standardized, simplified architecture andriess model for Telefonica across all
these affiliates. That is done with a standardeggokoach with open integration. This

will give us a significant competitive advantageour marketplace because our agility
and our ability to react to market will be so maetd more enhanced than it is today, and
our competitors will be. So we believe this galaxydel and why we're making such a
big bet with Amdocs is absolutely key to our owmgetitiveness in the future.

I've heard some thoughts about benefits earli@inaas you saw from the video, this is
still a journey that's ahead of us, but we've gaiugh miles on the clock now to see
some of the value emerging. If you go around tHigeV you get some sense of it.

So demand is interesting, right? Once you entdrisdriansformation process, what we
find is we dramatically reduce the incrementalitattdemand from the business partially
because they're very consumed with doing the toamsition, but partially because |

think everybody gets behind transformation initiatand you start to channel the
creativity of a telco in the future. And don't unetimate if you can control tactical
incremental demand in a telco, you're halfway twiag the problem. So that's good
news.

Of course, time to market is key. | mean, we todobre some of the attributes that we're
really interested and excited about, but our sicglalogue across all lines of business
and a catalog-driven process of innovation in ausitess is absolutely critical to success
and that is the key to speed. And we can staédisat being unlocked already.

Obviously, we've simplified a lot of our systemsl asid earlier and we're simplifying
the tariffs in our plan. The opportunity here igadically reduce the numbers of value-
added service plans and tariffs we have. And therdirect correlation | think not
between simplifying plans in our cost base, butddiiying plans in customer experience.
We don't simplify our plans really for cost, we giify to make the customer
engagement and experience better.

Reducing systems and platforms, of course, we dadk®ut that. Training is one of the
things we can see very clearly already even in Atiga. Imagine how complex it is to
understand how you serve a customer in a busihasfas thousands of systems. So by
the time you navigate across all the legacy systgmsneed a degree in servicing our
customer to be able to get it done in any timestadceptable.

What we find across the standardized, simplifiedzdey as in Argentina is the time it
takes to train an agent in a call center or thees®radically reduced. And there are
times of competence so they have time to be alderiee you very well is radically
reduced, and we're a big volume business whemrtesdo customer care. That's a huge
benefit for us both in cost and customer experience



Process, of course, | said earlier and we talkednvergence is real and having common
processes that go across our business towardsiniglee any other thing is absolutely
key.

Just as an anecdote, when you start to scope amgfdrm particularly the fixed
businesses, when you get everybody in a room lilseaind everybody is represented
from across the fixed business in a telco or ireficglica, when you actually map an out-
of-the-box process you start to realize there aresf the room that aren't engaged
anymore because they do something, which is mahatiou can simply remove with
an out-of-the-box digitized process. So it's a geaihchallenge because humans don't
start to get a bit resistant to that change. Batigha huge impact -- out-of-the-box new
processes that go across the lines of businesteln@a

And as | mentioned earlier, a big impact in ourlbafice, again it has a huge cost
implication for us, but again as we become moréaligur ability to conserve you as a
customer on the line in a digital channel, it cait'tn a manual back office process.
Otherwise, you're not a digital business, andithighere a lot of the value is.

So final slide, | promise one slide with Amdocsriatan it. Just go back to why are we
working together, | think these are some of thedg@asons why. And we still feel that
this is the right solution for us where we're aecplay.

We're a complex, big business. We want a histoglezr out-of-the-box capabilities and
processes, and that's certainly something we feajet.

Methodology and governance, | think these tradgnamos are notoriously challenging.
Trust me they are incredibly difficult. I've writtestrong methodology and governance.
We could be a lot stronger both businesses, blita@atinue to improve. That's one of
the things | think we can improve and leverage ttogyeis we get better at delivering the
change together.

| think I'm always very keen on Amdocs has a foma®ur industry. And | hear Eli
saying -- well, we could use the CES Suite possiblyther industries -- makes me
slightly nervous, I'll be open with you becausike Ithe fact that Amdocs understands
telco. It's being mixed to carriers for a long tiraed | think it's a different relationship
with Amdocs than perhaps with the other IT indugtigiyers because of that focus.

| said earlier, it's catalog-driven, has to be lcgtalriven. We have to have one catalog,
one way of engaging customers through a catalog.

Product roadmap, | think you saw earlier, | thit ¢lear. | think the strategy is clear in
terms of where Amdocs is going with the product Bm excited about the innovation
that's coming.



It's multi-play. It's end play for us. We're usidghdocs in countries where we are
complex. We have wireless, fixed, TV, et ceterah&ang a robust multi-play solution
is absolutely key.

And you can read the rest. | think making sure &ratlocs is contributing to standards
and doing part of industry standards. We're a &igdf seeing standards emerge. I'm a
big fan of seeing standards emerge in the IT ingusttelco.

Both Rami and | are part of a team forum where menorking together to drive the
industry forward in terms of standardization. féally important for our competitiveness
as an industry not only in Telefonica.

And finally, this is a pre-integrated platform suitWe've struggled 7,000 systems with
tactical legacy integration, are very difficultirtanage. We want to offset the integration
challenge by going for pre-integration and goingrfmre suite-based software, and we
feel that Amdocs is the leader in that space.

And then finally as | said earlier, this benefitdafing in a standardized and reusable way
through a galaxy has become the way we were opasadizing it. And again | think
Amdocs is one of the few businesses. If not, tHg business that has real experience of
running galaxy-type implementations. And that'sSw. hopefully that was understandable
and interesting.

I've got a few minutes -- four minutes | thinkaliybody wants any questions, I'm Okay
for questions.

Yes?

+++ g-and-a
Tom Roderick” Hi there. It's Tom Roderick from 8LifThanks for joining us today.

| don't know if you were -- | mean, it sounds ljeu've been working with Telefonica
for a long time and involved in this project folomg time. But can you take us back to
the original decision to work with Amdocs.

Were there any other sort of pure play softwaredeesthat you can consider in the
process or was it always more thinking about aesystintegrator versus Amdocs? I'd
love to hear the decision about what made you ganidocs in the first place, and
clearly it's worked that well. Thank you.

Phil Jordan”™ Tom, it's a good question. | thinkrd these decisions, they're complex so
there's no simple answer to that. | think when alected for Argentina which was
country one for us, it was a balance between tdogg@nd delivery model.

So I think I probably would say there was probablyreater emphasis to that point on
the product, on the technology because at thaé steghaven't really formed the view



that I'm sharing now. So | think we were keen tecevhat we thought was the best
product and the best technology because we walnégloetst outcome.

And then | think that led us to, Okay, what's tight delivery model. And | think again
having been around this a long time I've been ata¥ane for 12 years before | joined
Telefonica. So | sense that there's a differentehndeded, and we want to have a much
more standardized, much more out of the box, @wifft focus to the implementation
that we've had in the past, which is why we endedith a direct relationship with
Amdocs in Argentina.

And then | think as Shuky said, quite honestly,dpportunity to leverage and reuse that
was a combination of the strategy that | wanteflow, and actually our execution's
success in Argentina. Have we not been succesgtulyouldn't have the strategy now, |
can assure you that.

So | think the answer to the question was, at thisat, the very first point, it was a
technology-led, product-led selection that obvigwgé look to all the relevant
competitors that you would imagine. And | think were afforded the delivery model of
choice because we selected Amdocs. Have we seletttedcompetitor software, we'd
be enforced into a different Sl-led model. So d'dd to say that was inspirational genius,
strategic thinking. Partly it's a little bit abduw it develops and it came from Argentina
and its execution based after that.

| hope that answers it.
Yes?

Unidentified Audience Member”® Two questions. Ormjld you just talk about -- we
were shown eatrlier in today's presentation a Istgf new offerings, new products
within the Amdocs family. Whether any of those anes that are appealing to you,
appealing so much so that you want to now soré-affr and at that to the offering
whether it's the network optimization, the virtzalion and others.

And then you've got three Latin American marketmgahis direction, do the other 14
just fall in line? Do you digest this and then nesider whether those are all suitable for
this?

Phil Jordan” Let me answer the second questionifiirean. So we are doing this in
multiple businesses in Latin America now. We hawaea businesses, six countries that
are very small scale, sub three million subscrib&fs've made a different selection there
because we wanted to -- they are quite simple basimodels, quite simple important
implementations, but not the same scale of our plarg businesses.

Businesses that haven't selected or haven't yeigedgn the process will be a guided
choice to a strategic set of vendors. So will tfadlyin line? You know affiliates, they



don't often fall in line, but will guide people addect people to a reuse base strategy.
Yes, absolutely.

And then the question about future products, Ikhirere are obviously two key areas.
We're very busy on BSS and some satellite domhbirtsobviously we're excited about
the big data. It -- the point was made earlier.dgain not a big fan of -- | mean, there's a
lot hyper and big data. | think the most exciting @hata opportunity is how you enrich
your own experience based on your own data.

And | think what excites me about what we hearcyoand what's coming in the product
is | agree with the theses that Amdocs has a gsation to help us from in terms of
understanding processes and data. So no forwakihlpstatements, but | am interested
and excited about that.

And network function and virtualization | thinkas area where Telefonica is pushing
some of the bandwidth right now. We see the corerarg of IT and networks very
clearly. We see the value of function and virtuatiian of all aspects of our infrastructure.

| think it's a very interesting open playing fidddcause it suddenly becomes open to
software vendors. Amdocs is one of those softwarelars, but we're not yet in a
position to make any comments about whether we dvpnbdudible) Amdocs in that area.
| do think it opens up the opportunity to work wibftware vendors and network
equipment providers in a different way.

| think we're out of time. Okay. Thank you very rhuc
+++presentation
Matthew Smith”* So thank you very much, Phil, faxttexcellent presentation.

So from one of our new relationships to one ofrore long-standing, I'd like to
welcome Anthony, president of the AT&T Division.

Anthony Goonetilleke™ Thanks, guys. My name is Aty Goonetilleke. | head the
Amdocs AT&T Division. And like Matt said, don't wgrabout the pronunciation of the
last name. | couldn't spell it until | was 10, s all good.

I'll try to just give you a bit of insight into th®T&T Division, and after having Beyonce
and Cold Play on stage, short on time a little tit, hopefully we'll get a glimpse into
kind of what we're doing there and where we're gamterms of a strategy.

Just a short history about myself, I've been with@ompany for 16 years. | joined in
Amdocs in Australia when we set-up a new data cdéatea managed services
outsourcing opportunity over there.



| moved to the US with Bell Atlantic Nynex at thene, became Verizon after the GTE
merger, moved back home to Australia, Mr. Amdoesne back to the US, and then they
asked me to join the executive team over in Dallég one thing to note is the next time
you see a little dot on the map, my wife says I'ovimg by myself.

So a little bit about the AT&T journey. When | tooker AT&T in terms of leading the
division, it's important to go back and look at thistory of where you came from in
order to define where you're going. And one thimaf ivas very obvious, we started in
1984 with the Yellow Pages initially it was reathe birth of the Company.

But when you actually go back and look at the 8syears it was a constant cycle of
innovation and continuous innovation and pushing mew directions that kind of got us
where we are today. | think most of you are veryifar with what we do in terms of the
core and the basis BSS-OSS side of the house.

But when we look at A&T today and some of the tRitigat there are press releases out
in the public domain, it's a very different compdayhe traditional call that Amdocs is
known for like the back of house systems.

Just simple things such as the prepaid wirelesghat more of a no-contract wireless
and it's something that will differentiate in thearket as opposed to just another brand.

The consumer services award, this was somethingvhgot from AT&T. And just to
give you a little example of innovation that kinfddsive some of this thinking, there was
some technology about creating some videos forréidirgy and one of our guys said --
hey, the phone bill is a very, very complex thing.

So how about if we get this technology, marry itwigh phone bill and create a dynamic
video to explain the phone bill. Now believe itrant, | even clicked on that video
because it's great. It actually explains the phoihand goes through it. And a lot of new
subscribers with bundles and proration and alho§é things that you get on your phone
bill, it's a very intuitive way to understand it.

And it's things like these that kind of, at the efidlay, drive NPS, right? It's the ease of
use that we talk about customer experience. Biliteagénd of the day, it's how easily we
can absorb this information and use the systems.

The foundry in Israel, this is something that wasted a little while ago, and Israel is
this hot bed of innovation. Outside of Silicone Mg there's some great little companies
that come out of there. And together with AT&T, teand harness this technology
together, incubate them, run them through our systand then try and bring them to
market if they're relevant.

| think Eli spoke about managed services. And t yusnt to point something out. | mean,
there's a rich history of managed services with Aascand AT&T, but this is not your



commodity managed services. This is not whergugsgo and hide some butts and feet,
and people are going to click on keyboards.

The managed services is about innovation, abouinhgrinnovation, providing business
KPIs. People sign up for SLAs very easily, but viemy people sign up for business
outcomes. And our managed services and our ser¥ifesmre about innovating this type
of technology driving towards the business outcome.

It's probably Beyonce still upstairs.

One of the really cool things about the job is wwogkfor a company like AT&T. | mean,
these guys, they wake up in the morning, they dbimk about -- hey, is my bill Okay, is
my systems up? They're constantly thinking abomt o | push that envelope, how do |
go to the next level.

So Chris Penrose who heads the AT&T Connected @aicBs has been doing an
amazing job lately. And this is one of the realbptprojects in AT&T where we're part
of the AT&T Drive Studio where we get to play ingtspace and kind of lead. To me it's
almost the next frontier, right? If you look at sgieally the North American market,
which is so saturated with smart phones, thisnsoat the next space of where we're
going to.

| did a very simple test. | had to do a speech®h 4- talk on 10T, and I just went and
counted the IP addresses in my house about a geal bhad 28 IP addresses, and it
seems like quite a lot.

Almost 12 months later, | did the same exercisetaatinumber almost doubled. Now it
sounds strange, but you go to your house and you Yée start counting your set-up
boxes, iPhones, iPads, Xboxes, cameras, nest teatsathis is the world we live in and
these are the things that you need to manage aedaraand bill and things like that, so
this is quite an exciting journey that we're on.

The last one there is around the domain [Trudethi®Bupplier program. I'm sure you've
heard John Donovan speak a lot about this.

This is essentially about virtualizing -- what Ranas talking about in terms of taking
the hardware side of the network and driving sofenanovation down it and
virtualizing so we can move the time to market iearor take away that time to market
barrier.

Obviously, with fiber rolling out to a lot of martsein the US, we started getting the
bandwidth, but we also need to make sure that thestces are up and running and
available.

One of the interesting things, you know, generdhgt we see in the market is most of us
who are probably in this room are high-end conssmath a lot of different services.



You start looking at lower-end enterprises and SMBd you see this convergence,
right? It's not like completely two separate systehat we're talking about anymore.

Finally, here, one of the -- you know, I'm very boed to receive the AT&T Outstanding
Supplier Award not just because, you know, a compiie AT&T gave it to Amdocs
but this kind of represents the heart of who we are

| mean we have essentially 1,000s of people thaewa@ every day and they're so
passionate about working for AT&T. And it's a v@grsonal journey, so, you know, it's
a very proud thing to get an award such as that.

Kind of looking -- looking towards the future andhere we're going, when we look at the
overall strategy of what we're doing at AT&T, yoidkv, we saw all the great stuff
before that was presented and it's fantastic lisibtie thing that, you know, is table
stakes, right, and that's operational excellence.

You have to deliver that in order -- before youahything else. You know, system needs
to be up, you need to ensure you're billing colyegbu need to ensure that self-service
is working under these things, are just given.

But | also have to point out that, you know, themional excellence of five years ago is
not the operational excellence of today. You knatven we could turn systems off at 11
o'clock because you had to run a batch cycle andghike that, that's not what's
expected.

You know, my kids expect that things will be on stamtly and they'll be able to access
things. And so every -- every month, we're drivewlifferent levels of operational
excellence.

| want to touch on the CES foundation, but thatou know, Rami | think did a great job
at presenting a view of that, but that's essewtthk lifeblood of who we are in terms of
the Company.

| mean having these opportunities to bring thimmgsarket, | mean to be very candid, |
have to tell you, guys, I've been with the Compfmyl6 years and | honestly don't
remember a time where you actually feel proud teugw represent or shared some of
these products with your customers and some oétigesis on thought leadership in
terms of where we're going.

Technology and business services, you know, wheloakeat services, it's not just about
the technology side of services and doing, you kraswv, tech services and things like
that. But as Eli touched, you know, things sucbraer fallout and O2A, because the
approach we come here is again, not to come ttatile and say, "Hey, we're just this
lower cost Sl provider that's just going to putdtlin seat and start typing on a
keyboard."



But it's how can we automate things, how can wevate here, how can we use Big
Data on what you do because it's our systemsltgaelwhat you should be doing
tomorrow. And our main impetus here is to drivetaag of the business as opposed to
sit there and put more people on seats and get money from just adding people. So
the way we look at services are very differeneimts of the differentiation factor.

In terms of, you know, our business growth engihésink, you know, Phil touched on
the point that we live in a world that's pretty rhigoing to be hybrid, right? You're
going to have in-house systems, external systeyateras from different vendors.

So when you start talking about orchestration, ihreally going to be the Achilles heel.
| mean if you can successfully implement orchefsinathat's open, that has multichannel
access, that gives visibility into where an ordeati any given time.

This is -- this is really at the heart of wherethimk, you know, the next frontier is going
to come. And as you look at that going down thekstand creating more of a disruptive
presence from the network layer, you know, youile & control that customer
experience even more.

We already touched on the diversifying product sevices but | think the perspective
of M2M, you know, | call it a micro adjacency, riglas telecommunication service
providers, you know, we heard the definition of vergence repeat in multiple times
today, it's not just about dealing with your phoitis,about M2M IRT, CRT, the cloud of
things. These are these adjacencies that are begated together with multi-play or
omni-channel.

And, of course, the last one I'll just touch onywigghtly is, of course, if we do, number
one, we provide a level of operational excellemfoee innovate and provide value to the
business at every level, you know, we hope th&{T&&T starts moving into other
adjacencies and other geographies, you know, weyetila seat at the table.

So sorry for rushing through that but hopefullyuyamow, you've got a little bit of a
glimpse in terms of what we're doing at AT&T andemawe're going and thank you
very much.

Matthew Smith® We've got a five-minute break nowl are need to get Tamar right up
for her speech and so we'll see you back herecatt &50 or so. Bye.

(BREAK)

Matthew Smith”™ Okay, ladies and gentlemen, if ydilie to get into your seats and we
can get the financial part of the presentation nmdg. Thanks.



Okay, yes, while [Jill] hands out the slide, it'g pleasure to introduce Tamar Rapaport-
Dagim. She's one you should be very familiar ttualty all others, the chief financial
officer of the Company. Enjoy it.

Tamar Rapaport-Dagim” Thank you, Matt. So | assatnef you know that by heart by
now so let's skip the forward-looking statement.

I'm going to cover today a backward looking remrtwhere we are relative to what we
told you two years ago. Then I'm going to talk fiyi@bout a couple of adjustments to
revenue disclosure which we think are relevantuiokey dimensions then cover our
organic three-year outlook looking from fiscal tbsvards '17 and finish with some recap
of the day and our investment thesis.

When we were meeting you, guys, on our analysystwla years ago, we talked about a
revenue organic CAGR of 3% to 5%, margin outloak1®% to 17%, EPS growth of 5%
to 8% and on top of that back then we did not lheedividend.

But since then when we're looking on how we arekiray with two years of actual
results in the fiscal '15 based from the guidanegvovided the market in early
November, we're actually on the upper -- middlgigh end of the range for the key
metrics here.

So in the revenue side, 4% to 5%, that includes M&#& you know, we are integrating
our acquired entities very faster into the core Argl machine so it's very hard to track it
as we move along.

We are on the upper half of the margin rate wittb%6to 17%, and | will talk about the
drivers to that in a minute.

On the EPS side, 7% to 8%, the combination bothefttrength of the fundamentals of
the business and our consistent execution of theesiepurchase program. And on top of
that, we also introduced a dividend with a yieldabbut 1.5% over that period driving
shareholder return, EPS growth plus the dividertbyio 8.5% to 9.5%.

When we're looking on the two key drivers of busswith Amdocs, the core portfolio
of CES that we talked a lot about today and thadgglirectory business, we are seeing a
very divergent execution, of course, in these tectors.

On the one hand, directory which is where the Comséarted three years ago, given
where the end of the market of that business iaeeeing a decline there of several
digits as we expected and that has been a dragpot 4% on the Company growth both
in fiscal '15 and '15.

On the other hand, whether we're looking on oue drsiness which is now about 96%
of what we do, we are seeing a CAGR of over 5%.



We are providing here some color around the topooosr, it's information, we're
actually providing, you know, 2.5 but | do wanttéie the opportunity we all gathered
here together to give some color around that.

Our number one customer, AT&T, has grown both isohite terms and its percentage of
revenue in the last four years from 29% to 33%.tSlmcombination of both the
fundamental strong work we've done for AT&T as vealicontinuing to expand into new
strategic domains in AT&T such as the examplesAlmahony covered as well as the fact
that our recent acquisitions in the radio accessar& optimization have contributed to
that growth as well.

The rest, top 9 customers, actually as a percemtagerenue, have moved from 46% to
40%, that representation of -- on the one handstlaility of names we're seeing there
and some natural changes we've seen, project myadnd things like that, and also our
greater focus on expanding to new customer basewnregions as we've talked about

quite a lot.

So I'm glad to say that these efforts are bringis@ result of that new names into this
top 10 list with the customers added from APAC hkatin America into our top 10 list
as well.

From geographical mix point of view, we have seames shift from North America in

the last four years into rest of the world, nougé change but still given the double-digit
growth we've seen in the last four years in emergiarkets, you did see the impact in
rest of the world revenue growing from 12% to 15%.

In Europe, although as percentage of revenue rencainstant to 12%, actually, | can say
that within the three out of the four years thatreveeporting on here, we've grown in
Europe despite pressure from microeconomic andatmy point of view and we

believe we are making progress there from competfibints of view.

In North America, both in absolute terms and imigiof growth rates have been very
satisfactory relative to our expectations two yeays, so | wouldn't take so much notice
about the fact it's reduced the percentage of tieeatl business.

And especially in 2013 and 2014 as we reboundethfe of the stagnation in the
marketplace here in 2012, we've seen very actidehaalthy competitive environment
between the service providers in North America. Aiiith the right offering we brought
to the market both from product and services poiiniew, we've seen a good
momentum there.

Putting a slight focus on emerging markets herer tive last four years, we enjoyed
double digit growth in emerging markets of 18% CA®Rich ultimately resulted in
almost doubling our revenue base in emerging mskehin four years.



We are very happy of that, that's the result ohlmatr success in Latin America and in

the Southeast Asia. And we believe emerging mdrketsess created the right examples
for groups such as SingTel, for example, to exgaynd the emerging market affiliates
to more of the developed affiliates within the grou

So SingTel, for example, where we serve the Globa fcouple of years in the
Philippines, now selected us as we announced tbising in SingTel in Singapore and
SingTel in Optus in Australia which is very encagira.

We've been talking a lot about managed servicesvasy important part of the
sustainability of our recurring revenue model. Whezre talking about managed
services revenue, it's about a customer that iheapy relationship with that customer is
in the managed services engagement.

About half of our revenue is coming from managadises engagements and when
we're looking on that line item, we've grown abdut CAGR over the last three years.
And that's a combination of expansion into new @ugrs with managed services, some
of which we actually completed project and moved managed services, some of which
have been a long time customers like TELUS thatemecently moved into a managed
services engagement.

It includes changes in scope and renewal discussfmd also, this number is despite the
reduction in directory. Most of our directory busss is actually classified as managed
services so in fact, if we're looking just in teéetommunication managed services, it's
tracking even better.

Another very important indicator of the resilierafeour business model would be the 12
months backlog. When you look in the picture hgog, can see that on average, if we're
looking on that period from 2008 to 2014, the 12athdbacklog that it started a year
with represent about 80% of the actual revenueeperted for that year.

So again, of course, it's changing from year to gégen the mix of the business and
other -- other indicators there. But | think it'sexy strong sign of the visibility there is in
our business model.

Also an interesting kind of stress test we havexjeerience was 2009, a very bad year
from our point of view and the rest of the worlden the financial crisis that was going
on. But when I'm saying a very bad year, it meas this was the only year.

Within the last decade, we actually saw a declinevenue and that decline was 9.5% in
reported basis, it's 6% on the constant currensisptnat's why we've seen this decline
especially because of not having enough flow of pesjects coming in.

The recurring business actually continued to perfquite well and you can see that the
12 months backlog even on that year was not mawWagmuch. So again, we see this as
a very important indication of how the businessasking.



When we're looking on the recurring revenue bagsbefCompany beyond managed
services which is long-term contracts typicallyming from five to seven years and as
I've said before, about half of our business isew managed services, we have a lot of
recurring revenue coming from ongoing support amehge requests and the ongoing
activities with maintenance and support we havé witstomers.

So roughly speaking, our recurring revenue basbasit 70% to 80%. The reason our
backlog is actually tracking higher is because nradiuas it go into a given year, we also
have some signs and committed projects alreadyeibacklog as well.

Getting into our margins, as Eli mentioned, wetaymg to manage the margins in a way
that looks very balanced and maybe even seemedreasyhe outside but a very stable
margin and time to push over time for modest imprognts.

But under the hood, a lot of moving parts that him@ share with you some indications
on in terms of what are the key headwinds and tadg/we are seeing in terms of the
margin profile.

Overall in terms of the headwinds, going into neegraphies, whether it's a new
country and emerging country -- emerging market developed country means

investing in the setup. It's the first time we néeéstablish a team, we need to create the
local capabilities there and so on. So that regusmme kind of an investment.

Same goes when you're offering, you've heard tafdayt Big Data analytics, network
virtualization, all kinds of new domains we arergpinto and invest heavily in order to
become dominant leaders in these spaces as well.

Directory, that's a legacy business for us butighdeclining. We've had some kind of
headwinds on our margin. And as any company engegeservices, we do have, of
course, a lot of focus on the labor expenses, hevane matching between the global
spread of labor from competency point of view, taje availability and so on and
between the cost of salaries and tracking on that.

So that is something that we're experiencing. Andddition to that, there is SG&A like
any multinational companies and I'm actually pleasereport that in the last two years,
SG&A as a percentage of revenue has actually detlven all of the focus we put on
that.

On the other side, we have a couple of tailwinls,dScale of the incumbent business is
obviously helping us to drive greater margins drelfaict we are continuing to see good
momentum in the region like North America wherehawe a lot of scale is definitely
helpful there.

Our investments in internal knowledge and methaogieand tools is definitely bringing
fruits in terms of helping us improve the margissagll as some, you know, investments



we are making in the core products given our unigusness model, of course, when we
are investing in the probability of the product naty our customers enjoyed but we
enjoyed as well given our managed services practod so on, as well as a lot of efforts
put into project execution and just being a goatimachine that is doing this kind of
services in the most efficient way.

On top of the margin control and the sustainabdityhe margin, we are continuing to
use the share repurchase as another lever of immgrour EPS growth.

Just as an indication, in the last one -- takingg ltkee last eight quarters from the last
analysts day we've been here, we've reduced the sbant in 3.5%, all be it in a much
higher pace in the last six months given some siegecise -- sorry, stock option
exercise that will reduce as well as the accelemadf the share repurchase itself. So
overall, we continue to reduce the share count iwer and committed to continuing to
do so.

When I'm looking on our capital return, if you récen 2011 and 2012, we were running

at an accelerated pace in terms of a share progmamepurchased and used more than

100% of our free cash flow to repurchase shareésicieg the net cash -- net cash on our
balance sheet.

And the earlier part of 2013, we declared a nemé&aork, a more sustainable
framework in which we will use about 50% of ourltésr growth strategy primarily
M&A and about 50% to return cash to shareholdegaira the only framework in which
we are operating and adjusting as we move alongeadhe needs for the M&A as well
as the cash generation.

So despite declaring the 50/50 framework given whez're at and, of course, funding
fort M&A, we feel we can afford to be at a highercp and actually, we've been tracking
in the last two years in 2013 and 2014 at about 80&tur free cash flow being returned
to shareholders. We also introduced the divideray®ars ago, increased it already
about a year ago in 19% and now, proposing oueslotgters to increase it for the
second time in 10%.

| want to touch briefly on two proposed adjustmeméshave in the way we are going to
disclose revenue going to be effective from Q1 2@r%e would be to remove the license
revenue line from our P&L as we believe it's beaayriess and less relevant. We've
talked about that a couple of times in last quarter

We see that license is being sold more and moeenjunction with the large scale
project hence we recognize as part of the progredge whole project. We don't feel it's
providing any early indicators in our kinds of uesss model to investors about the
progress of the business and therefore, we wokeddi steer you to look much more into
the 12-month backlog that sometime is the leadudgcator for the healthiness and the
growth of the business.



| just want to emphasize that it does not mearoesaot contradict the fact that
intellectual property and technology is the undegdything within everything we do
including services.

And as Anthony emphasized, we're not just doing yoess for less of putting labor on
the ground, we are looking to have some kind obwation and intellectual property
behind the services we're doing as well. HoweVver nhonetization model in such cases
is with services revenue rather than licenses.

The second change we are going to have is relatechérging markets (inaudible)
relative to rest of the world as we are moving mammd more within Southeast APAC and
Latin America to cover countries that are not neagky categorized just as emerging
and where we've seen the broad base success aeng I this region.

We believe that's going to be a much stronger atdicof our growth in the rest of the
world and actually continue to expect the doublgitdjrowth but not going to be referred
to in the context of rest of the world as a whole.

I'll move now to cover our three-year outlook f@15 to 2017. That's an organic
outlook, the reason we're using three years is-jusit just because we want to be
consistent with prior practices but that's alsointernal way of running the model and
projections.

We are looking organically on revenue growth of @6%, on margins, of 16.2% to 16 -
- sorry, to 17.2%. The midpoint of the margin ran§é&6.7% is 20 basis points better
than the prior margin we've been tracking, andallytuabout where we are in the last
couple of -- in the last couple of quarters.

In terms of the EPS CAGR, we are projecting 5%%o 8nd adding to that, the 1.5
dividend yield based on where the share is tractartge end of the recent
recommendation for a dividend increase to $0.70Qatgr, we believe total shareholder
return is at 6.5% to 9.5%.

| would like to give you some color around the ddegations behind this outlook. When
we look on the revenue considerations in term&@fgrowth drivers, we continue to see
our ability to grow across the multiple access altked about the -- that Eli showed
through the diagram of continuing to push new potsluadditional services, new buying
centers and going and expanding our addressablestvas well from geography point of
view, continuing to penetrate more and more coesiri

On the other side, we are seeing continued pressunéng from directories. It is going
to continue to go down. And we believe that desgdteble digit reduction we expect in
directories, it's not to be more of the 1% dragvevseen in the last two years.

And in general, we are seeing a slow |.T. spendmgronment in the developed part of
the world where we're seeing overall I.T. spendving at about 2% globally.



We also have some uncertainties at the consolmatithe market despite the long-term
benefits from Amdocs and something we see as aandéalye given the increased
complexity in size of the consolidated entities.

In the short-term, it may have some pressure gilayed decision-making and some
other aspects. And the wildcard years especiakkyadrthese large contemplated mergers
will be cancelled because of lack of regulatoryraggl.

Currencies, we all have seen what's happeningineitent months. It's getting wild out
there where the more mature currencies like the ate moving 8% to 9% a quarter,
that's definitely an environment we all have t@lwith.

We are not taking a position to work hard as we ens therefore we are guiding for a
three-year CAGR assuming the currency environme&revgeeing now, but things may
change. And just to remind you, our whole hedgiragpam is designed to protect the net
exposure meaning the profitability of the Compaather than the top-line. So currencies
may have continued pressure on the top-line theeebenefit, who knows, maybe trends
will change.

And in addition to that, there is always the linggreconomic environment and
especially in Europe, we are not seeing a majonghget and we need to acknowledge
that as well.

From the margin point of view, we are very focusedontinuing and create an
environment where margins are either stable or owgat modestly over time. We feel we
have on the one hand a lot of opportunities toshug opportunities that can bring the
growth in the future and bring the returns andhatdame time enough levers to continue
to push for efficiency and a better operation t@at help us with the margins.

And the revenue mix can play a role here as wellelM'm talking about revenue mix, it
can be either geographies meaning are we growing ofaour incumbent countries or
are we managing to push and succeed to penetrateand more new countries.

Revenue mix can be the shift between how much we fnrom new projects of
transformations versus how much we grow in recgrrevenue. | just want to emphasize
that whether it will be more of project activity mew countries expansion which may
have more pressure on margin in the short termnaanke experienced and managed for
in the last two years, it's actually a very good/séor the Company.

Because that is where we are building actually tieminning of new long-term
relationship and later on, typically, we are sedimg long-term relationship evolve into
this recurring revenue base that is typically caywith bigger profitability as we made
any additional investment in the penetration projec



From the tax outlook point of view, we are not ngjpg any change to our prior view.
We've been tracking at the range of effective && relative to non-GAAP earnings of
say, 13% to 15% for some years now. We've alsoeguiidr fiscal '15 for the same range.

When we are creating the outlook for '16 and 'Lif assumption is that it will stay the
same but we cannot guide that far given the dymnawfitax changes that may happen, so
we will have to update you year by year or now,see things.

| want emphasize the importance we're giving toplaxining and managing the business
and operations taking into consideration differ@sypects of tax into our day-to-day
decisions. And at the same time, there is a goatitjgal and economic pressure out
there with many countries and multinational orgatians like the E.U. and OECD
having all kinds of proposals that are targetedi¢oease the tax revenue.

So we should be minded of that. We're trackingfitourse, very carefully trying to
prepare for any -- some kind of offers that mayaetpus but it is something we are not
necessarily able to impact, of course, and outofcontrol to some extent.

On the capital structure guiding principle, we ddtave any change relative to what
we've talked about two years ago. We believetitigslevant and it's still in conjunction
with our business objectives meaning we would ikéocus allocation of capital to

allow the Company to drive business growth and{m@mm shareholder value at the same
time.

We would like to maintain the vast majority of alebt capacity to support growth
initiatives to preserve the debt investment grdadiis to ensure the customer confidence.
Just to remind that these customers are relyingsaas a partner for long time in mission
physical system, they need to feel very good withlmlance sheet.

And we'd like to maintain at least $500 milliongross cash to support a smooth
operation of the Company. It's a minimum amourtteathan an optimum number to
have.

And after adhering to all of the above principhg, want to continuously use the excess
cash to increase also shareholder return as wehweid the last two years where we've
been tracking ahead of the 50/50 framework. Of ®uthis is balancing act that we will
continue moving ahead as well.

So when we're taking these guiding principles hmw we are using the framework, so
the 50/50 framework again is the philosophy rathan something you should take
mathematically, it's something that we're trackamga day-to-day. It's just my sort of
thinking.

We would like to use the flexibility that we hawvethe short term to be ahead of the
50/50 framework. We've talked about that, the fat we -- in the earlier part of 2015,



we will probably continue to be ahead of the 50fa@nhework. And it seems likely now
that for the majority of 2015, that will be the eass well.

And dividend remains an important part of our capieturn with the increase now
advise the 10%. Looking forward, dividend will clgarelative to how we see business
fundamentals and the needs of the Company.

Free cash flow is a core discipline of how we'renagang the Company. So it's
something that is very important to me personatiy 8 the management of the
Company. And we feel that over the last coupleesryg, we've shown that we are
providing good results with how we're managing foee cash flow.

There are some years in which it will be down amahe years in which it will be up and
it's more the nature of the cycles of the businBss overall, you should expect Amdocs
to track at about 100% up and a couple of pointgfowth in terms of earnings for cash.

In the last two years, we've been converting 118%uofree cash flow to non-GAAP --
sorry, non-GAAP earnings for free cash flow. Nallyrd don't think that's sustainable.

When we're looking into fiscal '15, we project ab®500 million which is about 7% of

current market utilization.

And if you recall two years ago, we talked aboutihg a minimum cash flow generation
of $1.2 billion for three years. Actually, just twears later, we're tracking very close to

reach that minimum already by the end of 2014 séeskcomfortable about the pace we
have been tracking now.

| would like to summarize what you've heard todag then invite Eli to join me for the
Q&A session.

We are a company, if | need to describe it verypdyrma customer experience company.
We try to help the service providers improve ardkfme the way they interact and
support their end customers from multiple dimension

Our unique business model is coming with a veryrgjrset of products, the software
products that Rami discussed so much about anstritveg service capabilities, the
effective way we have to deliver the products re¢ato the industry, failure rate that this
carry. It's about 50% of transformation projectlifg. We have a track record of
delivering close to 100% of the project.

So the combination of this very strong producty\arong service capabilities combined
together to unique business offering is a veryedght accountability model that we can
put in front of our customers.

We are simplifying the environment that is justtiget more and more complex and we're
trying to simplify the way it looks from the endstamer point of view whether it's a



consumer, small medium business or a larger emgerptile dealing with all the
complexity in the backend in a very sophisticateyw

We have multiple dimensions of growth from geogiapho new product, to new
services, to new addressable markets such asaedess optimization and we feel we
have the depths and the experience of the leager§tiie Company to continue and take
this unique capabilities and attributes and obwvigusveraged opportunities we see
ahead.

So when you leave the room at the end of this dlagpe you take with you at least six
key messages. I'm being modest.

The first one would be that Amdocs has a long i@lahip with its customers. It's very
rare that we will lose a customer. It's actually, imgers can probably count, one or two
cases in the Company history.

And we are very proud about the fact that we get ime bring value and then we build a
relationship over time to expand and provide ma rmore of the Amdocs' capabilities
into that customer.

And that creates a very -- that in conjunction wite business model that we have
creates a very strong visibility of the businessiaiavith recurring revenue with a large
backlog that | talked about.

The superior industry win rate that we have andveewinning and we are continuing to
win business. And as we've said, there are nataf large transformations out there in
the market and definitely, it's very important éa to have a very high win rate on each
one of these cases.

And that enables us together with keeping our castdase and continues to expand
within this customer base, that keeps us at thieenitate of growth than the market
industry average.

The old machine that we mentioned is running oveiaiensions of the Company, the
operations, the delivery, the product, the salescbrporate functions and we continue to
see how we can improve this again and again and agarder to provide and meet the
commitment we are giving of stable to improved nre@ver time.

The robust free cash flow is obviously strengthivel as the balance sheet. And that
provides us alongside with a strong track recoedathility to move ahead and expand
also inorganically through M&A when we find the lmigoppportunities and decide we
want to do it.

And we are engaged and try to be friendly to oaraholders by keeping in mind all the
time how we are creating a better value for yoysgand how are we improving
shareholder return over time.



So thank you very much and we'd like to ask Elinet to join me again on stage. And
we'll open now for questions from the audience.

Eli Gelman”™ The microphone is on the way.

Hugh Cunningham” Tamar, one quick -- Hugh Cunningh@ppenheimer. A question
on the numbers you put up for the next three y¢hose were the same numbers from
the last earnings call, right? | just want to makee the 5% to 8%, et cetera...

Tamar Rapaport-Dagim” The last earning call wadisoal '15 specifically, they were a
bit difference.

Hugh Cunningham” Okay.

Tamar Rapaport-Dagim” For fiscal '15, they're hetdame exactly.
Hugh Cunningham” Okay.

Tamar Rapaport-Dagim” But similar | would say.

Hugh Cunningham” Okay. On your last slide when tatkiabout win rates, when you
don't win, why don't you win?

Eli Gelman” Usually, the reason is price. So wekvealay from deals that we don't think
they are going to make money. So, you know, theeedeal that sometimes we need to
suffer a little bit and then recover.

And the second is [earlier], whatever because ®fdhg-term relationship, we would do
it that's why we have a strong partnership. Butefsee a deal that will be very difficult
for us and then will be even more difficult to reeg we usually walk away. So that will
be by far the number one reason. And sometimeskyow, people are allowed to make
mistakes.

Hugh Cunningham” But product wise, you are -- yoo'dsee anyone who challenges
you or comes close to you?

Eli Gelman” Look, everybody is trying to challengge You know, we have compared --
Oracle is trying to put up together a stake anddson is trying to put up on and the IBM
sometimes in the services and Accenture, they hdorg tail of the -- who are left there,
you know, that Asia suspect, if you like, Comveased other people.

So everybody is trying and everyone of this largagformation that we are talking
about, usually, everybody in this might show up.

Hugh Cunningham” Okay.



Eli Gelman” So it sounds like there is no compatitiThere is a very fierce competition.
| admitted more than once that I'm a [paranoidspemwhen it comes to the business.
And we try to make sure that we provide all theadstiout the quality of the service we
can give, the accountability more than -- the that we can actually do it.

It's one thing to sale. It's another thing to datyw We have a track record of delivery.
And we cannot guarantee 100% of that but we hawgetition and sales competitions
all the time, all the time.

In any region, on any project more or less, whergatanto new field like radio network
optimizations or MFS or Big Data, it's actually weite ourselves into more competitors
in a way but that has been our life for the lasy@érs at least.

Unidentified Audience Member” Two quick follow-uga.your talk, you mentioned the
investor community and Tamar mentioned also batmneiargins. Let's say you had a
conversation and you're able to convince your $tedders and your investors to look
away from margins briefly. What would you do? Wiatuld happen at Amdocs?

Eli Gelman” As a matter of fact, | think (technickificulty).

So far, we found really the balance within the\atiés we want to do. And | don't think
that | need to go to the investors and ask thelmaio away and it is profitability for the
short term.

We found a way to balance it. In general, | wouwdg that if | need to think about
something that totally accelerate our activitiesametalking about here but we are a very
prudent company so we don't like spend money wttknawing that there is a validated
case, that there is a problem.

Number one issue is |.T. company is that they cameith a solution then they look for
a program. And we tend to do the other way aroWel actually look around. We
understand the industry very well. We go talk telffs journal] of the world they are not
that - not many of them and just understanding e/lieey are going and we try to make
sure that when they need it, we're already there.

So I would say that if there will be such a case']lywrobably come to the investors. But
right now, | think that they are in a good shape #re balance in between investment
growth engines and keeping the margins.

| like the Company to keep on growing and | thih& bperating margins stable because
it's a very good demonstration of the strengtthef€ompany. And good companies
should improve SG&A while growing, while developingw things. A good company
got to do multiple things and we demonstratedhink the last few years.



Unidentified Audience Member”™ And just finally, alarge contracts endings we should
be aware of and what's Rami do in 25 and 10?

Eli Gelman” Any large contracts | cannot refer\e will wait it, you know, sometime
until we can announce the Singapore Telecom wisiehsignificant transformation.

The other part of transformation, a few significamt the scale that are being worked at
not on the bias. As | said, everybody in this spadgying to convince these customers
on this large transformation. As soon as we haweesoews, we'll say it here.

Unidentified Audience Member™ Hey, Tamar, just ba tirectory business, it's been 100
basis point headwind for the last several yearsaMidb you think if for the next three
years another 100 basis points each year andttedike zero, how should we think
about that?

Tamar Rapaport-Dagim” | don't think it will be nesarily 100 basis points for each one
of the years. A couple of it will be lower as thesmess is shrinking. But | said -- as |
said, it will be no more than 1%, | think probabégs.

Unidentified Audience Member” Any way to frame wiérbottoms?

Tamar Rapaport-Dagim” It's hard to tell and | der@nt to go, you know, beyond the
three-year outlook we're saying. Some of theseoousts are actually with us in the long-
term contract which is providing some kind of vibitip.

But even within these long-term contracts, thersime discretionary spend, so it's hard
to predict it exactly how they move along this detionary spend. But it's not from
guarter to quarter, let me say that. Most of theesgracts are longer term.

Unidentified Audience Member” | had a question apital structure. If we -- and one of
the things you highlighted is stability of the esss, $500 million a year of free cash
flow over the last six years.

You talked about $500 million on the balance slge#ie minimum and you don't want
to be -- you want to be investment grade with tves p- two times gross debt to
EBITDA. And you take all that together, you coutdl ®uy back 700 million of cash off
the balance sheet and another $1.6 billion totgetwo times leverage.

You know, the stock, in all due respect, you, gings/e done a good job but there hasn't
been a great stuff over time. Why not buy backtk Imore stock and still stay within
your stated goals as opposed to a very small ¢apttan? Thank you.

Eli Gelman” So in general, obviously, we do thighrall the time. We believe we need
to keep enough dry powder for opportunities whenwaat them and when we want to
accelerate, that is about M&As or joint venturesvbiatever you think about.



And as we demonstrated in the last couple of yélarse years probably, we don't -- we
are not shy to accelerate buybacks when we seéhthaitlancing act actually shows that
this is a better thing.

We keep the philosophy of 50/50 but we're actugdiiting 77% or 80%. Well, most
likely, we'll do much better than 50/50 as we ghidugh FY '15. And if in the next three
guarters, we wouldn't find better use for the Conypthat is to say good deals, we may
accelerate the buyback.

The one thing we don't want to do is like a oneetmmajor buyback or one-time dividend
or something like this. Consistency overtime is stinmg that we prefer to adhere to.

Okay, Tom, behind you, I think.

Tom Roderick”™ Hi, guys. Tom Roderick with Stifeb &li, you mentioned early in your
remarks today talking about taking CES into potdiytia new verticals as a longer term
strategy. | guess we go back a decade, Amdocs hdd mpush into financial services

that didn't quite take off.

When you look at where and how you could do thahefuture, do you think about
transformational M&A as being one of the catalykts could help you do that or do you
think that has to be an organic -- organically dewed effort with CES?

Eli Gelman” So look, | think the Company has beea very different position today
than 10 years ago. We're actually doing small difieation. People don't look at it this
way but I'm telling you, it is the nature of dividication.

When we go to MFS, we talk to banks at the same,ttmdo -- talk to the telephone
companies. So this is kind of a boundary case. WWeeare moving to the network
software, it's a big change, it's a big deal foand we have done a very good job in the
last three years, 2.5 years with policies and AA# eadio optimization and
orchestration and some of the stuff that Rami anshg you or showed you today in a
glimpse, it's very, very complex and sophisticafiduhat is within that telecom space so
people think that, "Oh, maybe it's a little movi¢'s a big move.

And it shows that the Company is able to come uh the right engineering and the
right capability to come up with something new.

Now, the number one thing that they are checkirnghisther we can bring value. | don't
want to be a me-too. If I'm doing something, | wenimake sure that we've been serious,
we'll be the number one, worse case, number two.

When it comes to adjacent industry, we are awafedio-- comment that we stay focused
on the core. But the core is expanding. And | cgsuee you one thing, we would not do



anything that we will -- if we will feel there izven a small chance, we will lose focus on
the core and expand in core.

So -- but again, as the Company is progressingranlave abilities to do several things
by different people and different talent, we mawe may want to do that because
usually when people -- when company wants to acatglgrowth or to maintain growth,
when the industry is slowing -- growing so slowiyea to do 3%, 4% or 5% is not simple
with headwinds of all that.

So even if we want to maintain this growth and miedly if we want to accelerate it, you
want to do something new, something new is by eaaurttle bit of dangerous. And --
but we've been in good -- a good company and we hayood -- very good track record
to do smart moves, to do gentle moves, to do --esohit will be organic, some of it will
be through M&A, some of it will be the combinatiaich is usually the case when you
really want to look at -- look at radio optimizatioNe did both M&A and organic
acceleration. We do the same thing with MFS. I®ad -- it's a good way to do it if we
want to make a really fast fierce move.

And oh, by the way, about the other businessesupply it but we still have very good
business with all these initial activities. We chdisat we bring value in those specific
areas.

We did not pursue it because, you know, a few yeaesmarket was going down, '08,
'09. We had -- we had been very busy in the lastyears doing other things. That's the
nice thing about Amdocs, we do it when we wantdatdnot because we need to do it.

And | like to keep this thing and if we do somethimhen we want, it means that we
have the time to analyze it, to digest it, to thinkver. And so when we come usually to
the market, it looks like, "Oh, fantastic, it's @ogl idea," but usually, there's a long, long
forces of strategic analysis optionality, actiotigistress test, stuff like this before we
do anything. That's part of the Amdocs and | causyou we are not going to do it
differently in any direction.

Unidentified Audience Member” Hey. | just wantedriiake sure. You're so confident
over the year of fiscal '15 guidance and especallyhe top-line following essentially
related to FX, following the recent weakness in samhthe world currencies.

And second, the SingTel project, is that -- coudd provide a little bit more detail on the
size and is that all of it new scope?

Eli Gelman” Do you want to take the first one?

Tamar Rapaport-Dagim” I'm sorry, the first questiaas about the currency impact on
the current fiscal year?

Unidentified Audience Member” Your top-line guidantiscal '15.



Tamar Rapaport-Dagim” In fiscal '15, in particulag already took into consideration
the currency environment we've seen when we pravide guidance and so taking kind
of the end of the end of the prior fiscal year. Anat guidance took into consideration
already a 1% headwind because of currencies.

But looking forward, when we are building our mottei fiscal '16 and '17, we are not
continuing to project any vector either left orhign terms of changes of currencies.

Eli Gelman” This is the crystal ball we don't have.
Tamar Rapaport-Dagim” Yes.

Eli Gelman” One thing that particularly the marisegoing with software and telecom
currencies are a little bit more difficult.

The second question was about SingTel project. Livsknassively bigger than average
deal, Okay? It's not like an average deal, it'saven like a large -- it's a very large deal.
It's two companies in two different countries, mplay, it means that it's not only
wireless.

It's a very difficult project, that is to say. Ame would need to sweat a lot and Rami and
Eric and Patrick and Shuky and Anthony and allofuill probably work up until 10:30
to make sure that we do it.

Seriously, it's one of those transformation projbeat we are proud doing and -- but we

are going to be very, very focused on executingthie same thing with what we heard

from Phil. Basically internally, we are -- easilkd to say that you are good as your last
release.

But we did a good job in Telefonica Argentina wess. We had convergence on wire-
line and we did on wire-line, we get some projedPeru and Chile. We hope to get more
but it all depends on the execution.

So we are very proud of these type of deals, d@t'tne wrong, very. Actually, we have
been less understated people, we would jump hereorBthe other hand, we are very
focused the next morning that we need to execetetiire company strategies, actually,
relying on our execution, it's as simple as that.

When | say it's mission critical, it is missiontaal. It's one of the stuff that if something
doesn't go wrong or doesn't -- or does go wrongl f8bid, or doesn't go well, the
corporate CEO probably would know about it withiocaple of hours. The CEO may
know it about three or four hours. This is thehsts the mission criticality.



Now, if it is something that is really wrong likleet entire thing is down, God forbid, it
doesn't happen to us. So -- but this stuff we days have to take it very, very seriously
in terms of execution. It's not just selling, wayi@ms and so on.

This is very -- it's hard to explain it. I'm glaubt, you know, we did not really -- | didn't
see Phil's presentation before. | was -- Phil deitesay that -- the correlation is what we
are talking about and what Phil is talking abouthesr challenges and why they're doing
things.

But | mentioned, several times, believe me, itiyw®mplex. Phil, you know, grew up in
serious companies, Vodafone, Telefonica, stuffiliké&his is the stuff we do, so
Singapore Telecom project is complex, big and vienid to do it as close to perfect as
possible.

Unidentified Audience Member” Thank you. Going b&zla competitive question from
before, can you just go over the differentiatiobwsen your offerings and Ericsson, for
instance? They've obviously done a lot of M&A otter last bunch of years and bulked
up their offerings from more than just billing a@&S, BSS, so they are in a lot of
different areas.

And how is -- obviously, LTE has been a big boondoth of you and it's created a lot of
opportunity. How do you combat there? | mean yogwta lot of incumbency as well
but they come at it from a little bit from the ralside so you've got incumbency in a
different way.

Is that ever -- does that come up in competitingasions? Can you just point out where
you differ and have the advantages over Ericssdndrere may be there are areas that
they might -- you know, they do win a lot, so whdoethey win and why besides people
making mistake?

And then as the world gets more into which are Waskd small cells, does that present
an opportunity? Does that -- is that something gawer with your current offerings or is
it something else that has to get more complicagesimall cells and Wi-Fi become more
prevalent?

Eli Gelman” So let me address the second questaiwiith your permission. A is we
are definitely heavily involved in this trend. Weutd not possibly cover all the product
that we have today but we have a smart offloadjpg bf application that automatically
can actually allow carriers to offload from 4G @ 8 Wi-Fi 2.0.

Hybrid networks which is we're notorious for beimgtwork equipment providers
independent. We don't care if it's this networkha other or hybrid of them.

We also developed applications for deployment cdlsoells and Wi-Fi. These are
something that is installed 1,000s, if not 10s,600s of boxes connecting to somehow
through the fiber optics or other networks and #éteodeployment of it, it's a big issue,



engineering issue. We have a product for that amtiave few other products in the
space so we are definitely very active there.

| don't know if it's really huge project right ndwat we have -- we have already projects
and | think that the -- this trend will actuallywill acceler5ate.

Eventually, we try to build things that are netwtekhnology agnostic, if you will. So
the same product that we are developing currewygon't care if it's LTE deployment,
small cell deployment, Wi-Fi 2.0 deployment, wetimybuild a deployment engine.

Same goes about offloading between whatever nefwdratever NEPs was it. So we are
trying to solve the most mathematical, generic ardhat can be used many, many
times. And that's why we can address Telefonidalsrvabout reuse -- Rami talked
about it several times a day but it's somethingciviig within our DNA in terms of
developing products and offering.

And so the competition, with your permission, | Wboot relate specifically to Ericsson
but maybe the NEPs as a group because they allthexsame more or less offering. You
know, it could be, [Allo], Ericsson, Huawei.

Look, these guys really understand the network amd these are good companies. |
don't know how to develop a base station or a $vatthough in my history, | actually
developed a business like this, but | would noedardo it again, A, because there is no
money there, but B, because it's a simple probtesolve.

The quantities are large. The problem is actuakgmanizing an IEEE protocol. In IEEE
protocol, someone else's protocol, you have to b@se- on this pin, this signal with
this connectivity and so on and so forth.

| think it's history. | think that there's tendertoymove from boxes to software. Rami
was talking about four other video service. Theyamhy you can actually trigger four
different services without even going anywhere iisdending one technician to
anywhere, you buy software.

That's the future now whether we take two yearsewen years, | don't know. | think it
will get there. That's the only way for the teleppa@ompanies to reduce the cost
structures dramatically, isn't it?

So I think all of these companies are coming. Weeustand it so well but we are coming
from zillions of engineers that understand how &chanize protocols. We mechanize
people's ideas. The I.T., CMOs, finance peopleketarg would [understand also].

And the flexibility of the machine that we will bdiis exactly addressing these things, so
it's endless limitation. It's the non-standard smwinent. And NFV and all these are in
between because you need all the ingenuity.



What is orchestration? Orchestration is actuallyriderstand how many devices in what
loop or in what path or in what route and how tareect them and how to generate more
occurrence of the amplification and so on and sthfd@his is I.T. This is not -- this is

not a network.

The fact that it does a network function is becausg, we don't have to own everything.
We don't own virtualized EPC, [packet call], we danvn IMS, we don't need to own
DPI, but we can orchestrate a lot of these thiagd,we do.

Some of the things you saw today is not sciend®ficor workup. It's actually real
screenshots from real systems. The process is slpecause there is a lot of fad. A lot
of people are saying, "Oh, you know, it's softwatreill cost you zillion." We know this
but we cannot stop technology, we cannot stop pssyr

So most likely like any other technology in my 30shis space, I've seen usually when
something is right, it usually takes slightly longlean what to expect and it comes
bigger. So it's like taking off like a rocket ndtd an airline.

So | think that eventually we have a major advamtag the -- over these guys. It's good
companies and you asked us and say, why didn‘etlerbin our space in the last five
years, it's not something new. We place them otez ahother.

Now, when it's a simple prepaid, yes, of coursey thave offering and we have no -- we
didn't invent the -- reinvent the wheel there, Wwhen it comes to prepaid, converged
billing, complex customers, no contract which itually a postpaid service and a prepaid
real-time mode, this is a completely differenthe thierarchy that's needed for the catalog
and they need all this in real-time, that's thektri

So | don't think that they, A, they can move to space so elegantly or without a lot of
effort. | think we can move -- we can actually gaiomentum in the NFV field or the
entire space of virtualization of software in thetwork.

And the last thing | would say is that we are agieand we are in the -- we are not
conflicting, you know, because for Huawei, theyuadly changed some of the base
stations through radio optimization network. Lety they can save 20% of the base
stations, there's been certain delay (inaudiblgpur business.

So we align ourselves 100%, not 96%, with the eessriwe have only the interest to do
that. So that's kind of my answer about the NERsl. gaid before, I'm paranoid. We
watch all the time. We just -- after saying alltthae try to make sure that we develop
better card with better engineers, better ingenaitye right places then good services,
good execution and then it's a boring story aboingithe next thing.

Unidentified Audience Member” So to paraphrasegdtimg about the RAN and the
base stations, the other side of these businessddga Ericsson and Alcatel (inaudible)
their I.T. platforms business and the Huawei, ttgugsitions that a guys like Ericsson



has made that puts Telcordia, et cetera, overdhesydo you think it still does not get
them to your product suite so it doesn't reallyason you?

Eli Gelman” Look, | can -- | can say that althoulgbse assets are not in the market, we
have looked at this specific one several times.dUk in the future, not to the past. So
we'll be prepared to take our shareholders’ moeeguse it's not my money, I'm just
running it. And put it into new technology that caccelerate them.

And | don't think that we'll have to -- | think Telrdia in the last three or four years
under Ericsson, | don't know what that mean, nehaslose to it.

Tamar Rapaport-Dagim” Great. We need to finish.néd to finish.

Eli Gelman” Yes. I'm getting a signal here thatnged to finish and that's on the finance
people. Maybe last question and then we'll adjdemeeting.

Unidentified Audience Member” You've alluded taihumber of times but could you
give us a sense of what type of M&A activity youheen thinking about? | know you've
looked at a lot of new paths and a lot but could give us a sense of where you're going
to in the future?

Eli Gelman” It's a very hard question but I'm afrbdon't have a fair answer for that. I'm
alluding to it just to make sure that people wilderstand that it's in our horizon, it's in
the cards. Whether it will happen or not, | domow.

And again, | really, really say what | feel. We &As when we want to do and not
because we need them. So we've been a good steatdgygood market -- go-to-market
execution plan and so on and so forth.

And sometimes, you know, the opportunities andgtetactly why we have dry powder
to do it and we could do it quickly, and we looKklas as a small industry at the end of
the day. We look at everything. New technologiessolidations, completely new
things, we look at everything.

Our M&A group actually is a very busy group of githgers], and I'm just mentioning it
to you because these opportunities are cominggsdytpe of form only every two years
other than quarterlies and one on one, stuff like t

So | just want to make sure that it's -- it's & t@mment for you to know that we believe
that if it's done right, acquisition is actuallgaod way to generate growth for the
Company and we would like to do it.

We have been acquisitive, I've been acquisitivegmally for the last 20 years with very
good -- with very good results. So again, we justehto do it very carefully and to avoid
the ones that you want to avoid.



So guys, thank you very much. Do you want to sunmaarumbers again or don't want
to, good.

Tamar cannot get away from numbers.

Thank you very much again. It's been a relativehglday but we're trying to expose
other angles of the Company that you usually doseeton our press releases and on our
guarterlies or one-to-one Vvisits.

| do appreciate you as the investors, potentiagsiors, current investors. And as | said
before, we truly believe DOX is good share so west in it, maybe you would too.
Thank you.



