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SWITCHING LINES: Scott DiChristofero, chief financial officer of Gateway Healthcare Inc., said his agency switched to Cox Communi-
cations last August. He declined to say which service the company switched from.

Battle rages for business customers
BYDENISEPERREAULT
PERREAULT@PBN.COM

Verizon Communications Inc. has
redesigned its Verizon Small Business
Center Web site
(www.business.verizon.net), whose cen-
terpiece is theVerizonCollaborationCen-
ter powered by Cisco WebEx technology,
allowing employees to share documents,
calendars and data online. An add-on fea-
ture enables up to nine attendees to take
part in real-time Web meetings.

At competitorCox Communications
Inc., which claims leadership in the field
of business services in Rhode Island, Cox
Business (www.coxbusiness.com) is tout-
ing its Business VoiceManager, which
integrates phone and information servic-
es in a “feature-rich expandable plat-
form,” the company said. Call manage-

ment, remote office, business continuity,
unified messaging and mobility are
among its features.

Forbothcompanies, thebattle forbusi-
ness-service supremacy is clearly on in
Rhode Island.

Verizon’s Monte Beck, vice president
for small-business products and services,
said the company’s enhanced small-busi-
nesscenterWebsite is“similar towhatan
information technology department
would build for a large corporation, but at
a fraction of the price.”

Part of the new small-business site is
the collaboration center, available
throughout the country, even to those
whoarenotVerizoncustomers,according
to Kevin Laverty, Verizon spokesman in
Seattle. “Youdonotneedtobea [pre-exist-
ing] Verizon customer to use the service,

but billing would be handled differently
[fornoncustomers],”Lavertysaid.Hesaid
the level of service is the same for all
users, whether Verizon customers or not.
Billing would be done through credit
cards, he said, rather than direct from
Verizon.

No investment in hardware or soft-
ware isneededtohookuptothecollabora-
tion center, nor is there any need for in-
house IT support, according to Verizon.
The telecommunications company said
all that is needed is a computer (PC or
Mac), an Internet connection and a Web
browser, Internet Explorer 6 or 7 or Fire-
fox 3 for PCs and Firefox 3 for Macs. The
collaborationcenterwaslaunchedApril3.

Basic cost for a five-user pack is $24.99
per month, rising in increments to $255.99
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Verizon,Cox offer ramped-up telecommunications services,products
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SOCIALNETWORK:GyPSii, which is avail-
able for iPhones and a host of other devices,
uses GPS technology to help users track
their friends and share Web content.

GyPSii targets growing smart phone market
BY MARION DAVIS
CONTRIBUTINGWRITER

The iPhone has changed everything.
It will only be two years on June 29

since Apple launched its super-colorful,
super-versatile smart phone, and in that
time, it has gone from cool and exotic to
ubiquitous – and in the process, changed
what consumers want and expect their
mobile phones to do.

Voice calls? Sure. Texting? Absolutely.
But also clean, easy Web browsing; photos
and video; social-networking tools, games
andanendlessstreamofnewapplications.

That is the world in which GyPSii
expects to flourish. Started in the Nether-

landsbyaRhodeIslander,DanHarple,and
developed and sold by a multinational
team with offices in Amsterdam, Finland,
England, China and locally, Warwick,
GyPSii has spent the last year carving out
its place in the fast-growing smart phone
market.

You know the iPhone tagline, “There’s
an app for that”? GyPSii, which is avail-
able on the iPhone store but also works on
a wide range of other devices, bundles
social networking, multimedia and “geo-
tracking” features in a single, easy-to-use
interface.

Find a great Japanese restaurant? You
can take a picture, easily map it on your

phone, add your comments, connect with
other comments left by fellow users, share
it all with your friends, and even find
friends who are nearby and could come
and join you at the sushi bar.

Downtown with nothing to do? GyPSii
canhelpyoutrackdownyour friends, con-
nect with them and meet up. And you can
shareyournotes,picturesandvideoonthe
Web, too.

Until recently, little of this would have
come naturally to most mobile phone
users.Butveryquickly,withagoodnudge
from the iPhone, Facebook, Twitter and
other social networks have been changing
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‘Clear’ R.I.
rollout is
in doubt

BY WILLIAM HAMILTON
HAMILTON@PBN.COM

WiMax forconsumerswassupposedto
be coming to Providence this year. Now,
maybe not.

In March, Clearwire Corp. released
lists of communities where the company
planned to roll out its fourth-generation –
or 4G – mobile broadband network in 2009
and in 2010.

Providence wasn’t on either list.
The arrival of WiMax had looked like a

certainty last fall when Sprint Nextel
Corp. announced plans to launch Xohm,
its WiMax network, in Providence some
time this year. At the time, Clearwire and
Sprint Nextel were planning to join forces
in a spinoff that would eventually build a
single network nationwide.

The Sprint announcement had some
techies eagerly awaiting WiMax, the
fourth-generation wireless technology
that can beam broadband wireless data
over longer distances and at faster speeds
than a conventional Wi-Fi hotspot. The
service got good reviews when it was
rolled out first in Baltimore in September.

Then the Clearwire-Sprint spinoff was
finalizedinDecember.While thenewcom-
pany retained the name Clearwire, the
partnersdecidedtochangethenameof the
WiMax brand from “Xohm” to “Clear.”
Andapparently that’snotall thatchanged.

Clearwire now says its WiMax service
will be deployed in Atlanta, Las Vegas,
Chicago, Charlotte, Dallas/Fort Worth,
Honolulu and Philadelphia this year.

Next year, Clear is scheduled to appear
in New York, Boston, Washington, D.C.,
Houston and San Francisco, according to
Clearwire.

The company said it expected to spend
$1.5 billion to $1.9 billion in 2009 alone
building out its network.

ClearwirespokesmanMichaelDiGioia
said that just because Providence isn’t on
the list doesn’t mean the service won’t be
coming.Somesiteshavenotbeenpublicly
announced yet, but DiGioia added that he
couldn’t say whether Providence was one
of those sites.

Nevertheless, the WiMax rollout plans
have undergone a change from when
Sprint Nextel last November announced
Providence as a location for early WiMax
deployment.Wastherereasonfor therevi-
sion, other than the creation of a spinoff?

DiGioia said last week that he did not
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the culture. And now Google’s Android
platform, first available to users on the T-
MobileG1 launched inOctober, is acceler-
ating that trend.

“As themarket evolves, we expect it to
move pretty fast, particularly because of
the tipping points” created by the iPhone
and now Android, said Shane Lennon,
GyPSii’s senior vice president of market-
ing, in a recent interview.

“Theyare justgoingtocreateadifferent
benchmark around the user experience
and what people expect with their cell
phones,” he added, “and
they will all evolve into
smart phone capabilities –
whether they’re called that
or not.”

That’s where GyPSii’s
two-prongedstrategyshould
pay off well, Lennon said.
On one hand, GyPSii has
created an application that
consumers are already
using today–youcandown-
load off the GyPSii site or
the iPhone or BlackBerry
stores, among others.

In China, where GyPSii
establishedapresenceearly
inconjunctionwith the2008
Olympics inBeijing,buildingpartnerships
withmajormanufacturers and operators,
the company has grown a “significant”
user base, Lennon said, especially around
Beijing andShanghai.

But beyond iPhone users, for whom
downloading applications is easy and nat-
ural – GyPSii didn’t reallywork to build a
large social network right away in most
markets,Lennonsaid, becausemostusers

won’t download applications to their
phones, and “those who do, don’t find it
easy – it’s clunky.”

Soinstead,GyPSii focusedongettingits
software preloaded on new phones. It has
made dealswith LG,Nokia and Samsung,
amongothers, todevelopgooddistribution
channels. Now, as new phoneswith built-
inGyPSiigoon themarket –Samsunghas
a new line, and GyPSii is preparing to
launch on another smart phone within a
couple ofweeks, Lennon said – that aspect
of the business is about to go into high
gear.

“We’re hitting our first promotional
phase,” Lennon said. “These will be our
first efforts to build a base.”

Then there’s a whole other market –
and there, you could say,
GyPSii is taking a page
from Apple’s and Google’s
playbooks. As phone mak-
ers and operators world-
wide seek tomatchApple’s
successes by launching
their own super-colorful,
super-versatile smart
phones, they don’t want to
have to reinvent thewheel,
so GyPSii has offered to
help.

In February, the compa-
ny launched the GyPSii
OpenExperienceAPI (OEx),
an all-inclusive platform
thatallowsphonemakersto

embed GyPSii’s capabilities right into
theirphones,undertheirownbrands,with
location-specific features and content,
“powered byGyPSii.”

“Theywant to create user experiences
similar to the iPhone, but don’twant to do
itontheirownortakeanoff-the-shelfprod-
uct likeGyPSii,butrather take theirAPI,”
he said. This option makes it easier and
cheaper, he added, while providing the

assurance thatGyPSiihas theskill setand
capabilities to manage user profiles and
user-generated content, for example, and
that userswill be able to interact whether
they are using an iPhone, a Samsung, an
LGor aNokia.

Thiswill also allowGyPSii to beusable
in more languages, for example, and it
couldintegrateads,eitherdirectly through
GyPSii or working with other networks,
Lennonsaid.Andforusers, itwillbemuch
easier than downloading an application –
thoughevenastheAPI initiativeproceeds,
GyPSii is also expanding its presence on
mobile app stores.

Already in the last year, GyPSii has
grownabout40or50percent,Lennonsaid,
and the company expects to keep growing
at a healthy pace. The software itself will
evolve as more technologies come into

play,he said, but the core ideawill remain
the same – a “mobile lifestyle” tool that
allows you to document and share your
experiences and get information.

GyPSii is part of a public company –
GeoSentric, based in Finland and the
Netherlands – so Lennon was cautious
aboutsharingthe team’sgoals for thecom-
ingyear.Buthedidnote that“we’rehiring
where most people aren’t,” and the New
England team,which focuses onengineer-
ing andmarketing, is already at about 30.

Andwhile themobilephonemarket, as
a whole, is at best flat, Lennon added,
smart phones continue to grow in thedou-
ble digits, “and [are] accelerating in every
country.”That,hesaid,“iswherethe focus
of ourmarket is.”�
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MAPPING IT OUT: In February, the company launched GyPSii OpenExperience API (OEx),
a platform that allows phone makers to embed GyPSii capabilities into their phones.

‘Theywill all
evolve into smart
phone capabilities
–whether they’re
called that or not.’

SHANE LENNON
GyPSii

senior vice president
of marketing

GyPSii
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