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For multinational corporations with networks spanning the Asia/Pacific region, there are many network service 
providers to choose from. The question is how to identify the right provider in a field crowded with increasingly 
competent players. Gartner's Magic Quadrant can help.

What You Need to Know

This Magic Quadrant evaluates providers of international network services to multinational corporations 
(MNCs) with networks spanning the Asia/Pacific region. We rate these providers on two major criteria: 
Completeness of Vision and Ability to Execute. These criteria are consistent with those used in last year's 
Magic Quadrant to provide continuity in our assessment.

We measure the progress of individual providers against that of others, based on the needs of enterprises 
now and in the future. A provider that performs less well than its competitors in today's highly competitive 
market would see its market position decline. 

When selecting a provider, network managers need to pay particular attention to Ability to Execute. The 
sheer size of the Asia/Pacific region makes it more challenging to deliver high-quality, pan-regional 
network services here than elsewhere.

We give high marks to providers that "go the extra mile" to deliver superior service quality through their 
regional network, local service and support, and service-level commitments. We also place special 
emphasis on the delivery of superior connectivity to and within China and India — markets whose large-
scale networking requirements make them the most important in Asia.

We continue to give more weight to managed services and network-related IT services to reflect their 
growing importance. Extra recognition is given to service providers that lead in terms of innovative 
services, particularly managed services that meet a real business need or technical requirement.
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Vendors Added or Dropped

We review and adjust our inclusion criteria for Magic Quadrants 
and MarketScopes as markets change. As a result of these 
adjustments, the vendors named in a Magic Quadrant or 
MarketScope may change over time. A vendor's appearance in a 
Magic Quadrant or MarketScope one year but not the next does 
not necessarily mean we have changed our opinion of that vendor. 
It may simply reflect a change in the market and, therefore, 
changed evaluation criteria, or a change of focus by that vendor.

Evaluation Criteria Definitions

Ability to Execute

Product/Service: Core goods and services offered by the vendor 
that compete in/serve the defined market. This includes current 
product/service capabilities, quality, feature sets, skills and so on, 
whether offered natively or through OEM agreements/partnerships 
as defined in the market definition and detailed in the subcriteria.

Overall Viability (Business Unit, Financial, Strategy, 
Organization): Viability includes an assessment of the overall 
organization's financial health, the financial and practical success 
of the business unit, and the likelihood of the individual business 
unit continuing to invest in the product, to offer the product and to 
advance the state of the art within the organization's portfolio.

Sales Execution/Pricing: The vendor's capabilities in all pre-
sales activities and the structure that supports them. This includes 
deal management, pricing and negotiation, pre-sales support and 
the overall effectiveness of the sales channel.

Market Responsiveness and Track Record: Ability to respond, 
change direction, be flexible and achieve competitive success as 
opportunities develop, competitors act, customer needs evolve 
and market dynamics change. This criterion also considers the 
vendor's history of responsiveness.

Marketing Execution: The clarity, quality, creativity and efficacy 
of programs designed to deliver the organization's message in 
order to influence the market, promote the brand and business, 
increase awareness of products, and establish a positive 
identification with the product/brand and organization in the minds 
of buyers. This "mind share" can be driven by a combination of 
publicity, promotional, thought-leadership, word-of-mouth and 
sales activities.

Customer Experience: Relationships, products and services/
programs that enable clients to be successful with the products 
evaluated. Specifically, this includes the ways customers receive 
technical support or account support. This can also include 
ancillary tools, customer support programs (and the quality 
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