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Making connections

At the end of the month Telecoms.
com broke a story about Apple vet-
ting mobile operators’ LTE network 

performance before enabling LTE on iPhone 
5s on those networks (see facing page). It is 
a story that defi nes the power struggles in 
the most advanced mobile markets, where 
the network is losing ground to the device/
OS and the application. 

A decade ago mobile operators would 
never have imagined that they might have 
to compete for the approval of a handset 
vendor in this way; which is probably one 
reason why that situation has come about. 
But this is the reality in many markets to-
day; the network shoulders the investment, 
delivers the service and enjoys nothing like 
the consumer loyalty showered on devices 
and applications. 

Days before this story broke I was in 
a remote village in the Para region of the 
Brazilian Amazon called Suruacá, watching 
children who, thanks to the deployment 
of a base station and huge mast in their 
village, now enjoy internet access that 
connects them to their peers in distant 
Rio de Janeiro and cloud-based education 
services using content sitting on servers 
in Ireland and India. 

This is one of just two base stations in the 
area that bounce their signal off the surface 
of the river, connecting a number of villages, 
as well as a roving hospital boat that takes 
life-saving health services to people who 
can’t get to hospitals. 

The treeline in this part of the Amazon 
is low and fl at and, as you approach the 
village by boat, you see the mast towering 
over the canopy long before you can make 
out anything else. Its height is defi ned by the 
practicalities of physics, of course, but there 
is a symbolism to it as well. It is a statement 
of communication, like the tower from the 
RKO pictures logo.

It may not be pretty but the people of Suru-
acá are very pleased to have it there. They’re 
learning about the world beyond their tiny 
community and, more importantly, they’re 
telling that world all about themselves. 

It was great to see the power of the network 
writ so large. In our heavily populated cities 
the networks are dense and the infrastructure 
tucked out of sight on rooftops. We spend 
hundreds of dollars on smartphones and 
cram them with web apps and we take the 
connection that gives these things their utility 
absolutely for granted— except when it creaks 
under the strain, and then the air turns blue. 

Out in the Amazon nobody cares who 
makes their handsets or their laptops. But 
they love their connectivity.  

mike@telecoms.com
www.twitter.com/TelecomsHibberd

EDITORIALDECEMBER12

HEAD OFFICE
Mortimer House, 37-41 Mortimer Street, 
London, W1T 3JH
Tel: +44 (20) 701 75000  
Fax: +44 (20) 701 75647

EDITORIAL
Please send all press releases to support@telecoms.com

Editorial Director 
Mike Hibberd
Email: mike@telecoms.com
Tel: +44 (20) 701 75201

Deputy Editor 
James Middleton
Email: james@telecoms.com
Tel: +44 (20) 701 75257

Assistant Editor
Dawinderpal Sahota
Email: d.sahota@telecoms.com
Tel: +44 (0)20 701 74010

Correspondents:
The Informer
the.informer@telecoms.com

ADVERTISING
Sales Manager 
Chris Beales
Email: chris.beales@telecoms.com
Tel: +44 (20) 701 76893

Sales Manager 
Philippa Daykin
Email: philippa.daykin@telecoms.com
Tel: +44 (20) 701 75601

DESIGN & PRODUCTION
Design & Production Manager
Joanne Lowe
Email: joanne.lowe@telecoms.com
Tel: +44 (20) 701 75604

MARKETING / LIST RENTAL 
Head of Marketing
Sophie Burdajewicz 
Email: sophie@telecoms.com
Tel: +44 (20) 701 75461

Marketing Executive
Nicole Ramson 
Email: nicole@telecoms.com
Tel: +44 (0)203 377 3493

PUBLISHER
Tim Banham
Email: tim.banham@telecoms.com
Tel: +44 (20) 701 75218

SUBSCRIPTIONS/ CUSTOMER SERVICES
c/o Mobile Communications International
Mortimer House, 37-41 Mortimer Street
London, W1T 3JH, UK 

Email: mcisubs@telecoms.com

Register online at: www.telecoms.com/magazine/ 

WEBSITE
www.telecoms.com 

Mobile Communications International is published by

© 2012. All rights reserved.  (ISSN 1352-9226)

Informa UK Ltd registered offi ce:
Mortimer House, 37-41 Mortimer Street, 
London, W1T 3JH, England.

FREE SUBSCRIPTIONS
Mobile Communications International is a 
controlled circulation Bi-monthly magazine 
available free to selected personnel at the 
publisher’s discretion. If you wish to apply 
for regular free copies then please register 
online at:

www.telecoms.com/magazine/ 

Subscription enquiries should be 
sent to:

c/o Mobile Communications International
Mortimer House, 37-41 Mortimer Street
London, W1T 3JH, UK 

Email: mcisubs@telecoms.com

 

While every care has been taken to ensure 
that the data in this publication are accurate, 
the publisher cannot accept and hereby 
disclaims any liability to any party to loss 
or damage caused by errors or omissions 
resulting from negligence,accident or any 
other cause. All rights reserved. No part of 
this publication may be reproduced, stored 
in any retrieval system or transmitted in any 
form electronic, mechanical, photocopying 
or otherwise without the prior permission of 
the publisher.

02_MCI178.indd   2 06/12/2012   15:24



04 Mobile Communications International | First for news, best for business

NEWS AnAlysIs mike.hibberd@informa.com

At the end of November, Telecoms.com broke the 
news that Apple does not allow mobile operators 
to offer the iPhone 5 as an LTE device until it has 

tested the performance of their LTE networks. The practice 
had been leaked to Telecoms.com in October but, as is 
often the case with stories involving Apple, caution and 
NDAs kept all sources off the record.

Confirmation of Apple’s approach to LTE came in the end 
from Swisscom, shortly after the operator launched its LTE 
network on November 28th. In its launch release Swisscom 
said that the iPhone 5 would be available on its LTE service 
“in due course,” after a software release from Apple. 
When asked by Telecoms.com for more detail, a Swisscom 
spokesperson said: ““Apple only enables 4G access after 
testing their device on an operator’s live network.”

When Apple is at the heart of a story you can 
be guaranteed a certain level of emotion from the 
responses. The firm’s fan base is notoriously devoted—but 
there are just as many people who resent Apple and the 
shift in the balance of power that it has brought about in 
the industry.

In line with this, and broadly speaking, there have 
been two perspectives on the news. First is the belief 
that this is a Good Thing, and a natural step for Apple; 
a company that wants to control the user experience 
from end to end. Operators dominated the market for 
long enough, holders of this view suggest, and the fact 
that they were unable to exploit their power to bring to 
market the kind of experience that Apple has created is 
nobody’s fault but theirs. 

Second is the suggestion that Apple has accrued too 
much power for one company and that its network vetting 
is a Bad Thing for operators that have invested heavily 
in bringing LTE to market. Apple is secretive, closed and 
dictatorial, this view holds, and its dominance threatens an 
industry built on open standards and collaboration. 

Both views confirm two things that we already knew: 
The mobile communications ecosystem is no longer 
fundamentally operator-centric—and only Apple has the 
power to boss the networks in this way. But the situation is 
not nearly so simple as the Good and Bad readings that the 
news generated. 

The great dictator
The revelation that Apple is vetting operators’ LTE networks focused the industry once more on the power 
struggle between carriers and leading device vendors

Marcus Weldon, CTO at Alcatel Lucent, suggests that 
Apple’s policy is a positive development for operators 
because it underscores the importance of the network at a 
time when its importance desperately needs underscoring. 
As operators have ceded power to device, OS and OTT 
players, says Weldon, the perceived value of the network 
among end users has dropped below that of the device and 
the application. “The network needs cheerleaders,” Weldon 
says. “And Apple is essentially saying that the network is 
important. That’s a good thing.”

While this could be construed as positive for The 
Network as an abstract element of the service, it does not 
follow that it is good news for all operators. Life for tier 
two and three operators, and those that lack the scale 
of large groups, is becoming increasingly difficult—and 
Apple’s selectivity is likely to hit them hardest, says 
Informa analyst Dimitris Mavrakis.   

“Apple would not do this to the tier one players, to 
AT&T , Verizon or China Mobile,” Mavrakis says. “But for 
smaller operators, or European players with a limited 
subscriber base, Apple has the audacity to do this 
and I’m not sure all operators will even make it to the 
testing phase.”

The experience of Jafar Asimov, head of the 
automation department at Tajikistani operator Babilon-
Mobile, seems to support Mavrakis’ observation. Asimov 
says that he has been trying to get in touch with Apple 
in a bid to get his LTE network approved by the handset 
vendor, but to no avail.

Babilon, which leads the Tajikistani market with 
three million subscribers at the end of September, 
activated its LTE network in October after re-farming 
2G spectrum in the 900MHz and 1800MHz bands for 4G. 
But the operator only realised there was a problem with 
Apple’s latest smarpthone when iPhone 5 owners began 
complaining that LTE connectivity was not working on 
their devices.

Mobile operators in Tajikistan do not subsidise 
handsets, Asimov says, so users often bring their own 
devices to the network. It was only when he got hold of 
iPhone 5 handsets for testing, he says, that he discovered 
there was no way of activating LTE connectivity without 
Apple’s intervention. “There is no information available 
about activating LTE,” he says. “We got no help and no 
response from Apple on this.”

So how is Apple managing this process? With the 
vendor unwilling to comment the answer is not entirely 
clear. “According to our research, the iPhone 5 talks to 
a server at Apple, which keeps a list of approved PLMN 
(public land mobile network) codes,” Asimov says. 
Every operating network has a PLMN administered by 
the country’s regulator; a unique code identifying the 
operator. If the code is present in Apple’s database when 

Life for tier two and three operators, and 
those that lack the scale of large groups, is 

becoming increasingly difficult—and Apple’s 
selectivity is likely to hit them hardest.
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the device comes online, then an LTE switch magically 
appears in the iPhone settings panel, Asimov says.

Operators invested in LTE on the understanding that 
they would be able to support compatible devices, and 
users buy devices on the understanding that they will be 
able to use compatible services. If operators in situations 
like Babilon’s feel they are at the mercy of Apple’s 
strategic planning, it is understandable. 

“Apple has acknowledged its dominant position and 
is using it as leverage over the one part of the user 
experience it doesn’t control—the network,” Dillon says. 
“The key take-away for operators is the importance of 
maintaining healthy competition in the handset market, as 
this is a clear illustration of what happens when you have a 
dominant player.”

But could this dominance have wider ramifications 
for the operator community than the distribution of 
competitive advantage? Bengt Nordström, founder of 

industry consultancy Northstream, certainly thinks 
so. Nordström, who admits to being “shocked” by the 
discovery that Apple is vetting LTE networks, suggests 
that the increasing power of the device vendors, Apple 
and Samsung in particular, could begin to affect the entire 
direction of the industry, threatening the operator’s role in 
a truly fundamental way. 

Over the last eight years, Nordström says, the handset 
sector has more than doubled its share of global telecom 
industry operating profits to 11 per cent. Almost all of that has 
gone to Apple and Samsung in 2012, he says. One consequence 
of this is that these two firms have significant resource to put 
into innovation, R&D and standardisation at a time when the 
historical drivers of that work are more financially challenged. 

“With this comes a considerable risk of less open 
standards,” Nordström says. “Operator- and infrastructure-
driven R&D/standardisation promoted a wider industry 
evolution, while device manufacturers instead push for and 
prioritise standards that help them to close gaps in their 
particular highly vertically integrated value chain and to 
benefit just their own devices. This has the obvious risks of 
bringing interoperability issues to bear and encouraging a 
lack of harmonised solutions.”

Two trends should concern operators, he suggests: the 
enthusiasm of device vendors for wifi offload (evidenced 
by Apple’s decision to support only a subset of global 
LTE bands and Samsung’s SIM-based wifi authentication 
solution) and what he describes as the “on-going battle over 
the future of the SIM card.” 

Operators are in danger of being recast 
as “disposable, wear and swap access 
providers,” he suggests, warning that they 
and their network suppliers should “take 
charge of the wider industry open interface 
R&D and standardisation efforts.”

Apple’s approach to operator relations 
has never been in doubt. The nature of its 
distribution agreements is tightly guarded, 
although the revenue share deals struck with 
operators for early iPhone models are an 
open industry secret. There is no denying the 
extent to which it has changed the game, or 
to which it has managed to succeed where 
operators did not. 

And yet it is still to early to hail the end 
of the operator era. History tells us that 
leadership in the device market is a lot 
easier to lose than it is to win and there are 
no guarantees that Apple’s dominance is 
sustainable indefinitely. Recent problems 
with Siri and Maps have revealed frailties 
that are at odds with the firm’s self-styled 
infallibility.  The question is whether 
operators will be able to claw back a 
greater degree of control, or whether it will 
simply pass to the next ascendant device or 
OTT player. n

History tells us that leadership in the 
device market is a lot easier to lose than 

it is to win and there are no guarantees 
that Apple’s dominance is sustainable 

indefinitely.
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Having missed the 3G boat, Cisco is attempting to 
make an impression in the telco space by using its 
IP expertise to cash in on the migration to end-

to-end IP architecture brought in with LTE. At the same 
time, however, specialist telecom equipment providers are 
developing their own ‘Cisco killer’ switching infrastructure.

The acquisition of Meraki complements Cisco’s offerings 
with software that enables enterprises to centrally manage 
their network infrastructure from the cloud. Meraki’s 
technology offers wifi, switching, security and mobile device 
management that can be centrally directed, supporting BYOD, 
guest networking, application control, WAN optimisation, 
application firewall and advanced networking services.

The enterprise market represents a sizeable opportunity 
for many players in the ecosystem, with Orange recently 
agreeing to use CDN service provider Akamai’s Aura 
Network Solutions to address the growing needs of the 
enterprise sector for improved content delivery.

Orange Business Services, the operator’s enterprise 
division, will market its offerings initially in France and will 
address the exponential increase in web-based traffic, in 
particular HD video and e-commerce services. 

Over in the UK meanwhile, citing its previous 
infrastructure as being expensive to run and time 
consuming to maintain, Orange Digital has moved its 
operations to Amazon’s cloud, where it is better able to 
support spikes in traffic and capacity and reduce costs by 
£2m over a three-year period.

Through mergers and acquisitions, Orange Digital, which 
manages the online portals for Everything Everywhere, 
inherited a legacy physical infrastructure that was no longer 
adequate to meet the needs of the company and its clients. 
Moreover, the firm’s traffic profile is variable in nature, which 
resulted in an oversized infrastructure 90 per cent of the time.

“Our infrastructure was expensive to run and time 
consuming to maintain,” said Neil Jennings, lead enterprise 
architect, at Orange Digital.

“In addition, we had many EE micro sites and applications 
that needed rapid and temporary hosting. We were also 
in a period of expansion, and with traffic on our Orange 
and mobile home pages climbing to four billion requests 

Keeping Cloud moving
It’s been a year for serious cloud investments and networking 
specialist Cisco has closed out 2012 with a $1.2bn outlay on 
privately held cloud management company Meraki.

monthly, we became limited by our fixed infrastructure.”
To scale up a physical infrastructure would present 

a massive upfront cost and a long time to market for 
deployment, he added, so the firm sought alternative solutions. 
The software architecture team at the firm therefore looked 
at alternatives to their existing infrastructure, including 
evaluating cloud service providers like Amazon Web Services.

Rival operation, Telefónica Digital, a long time proponent of 
cloud services for internal and external usage, is also bolstering 
its global public cloud service with a toolkit that offers users 
greater control and provisioning of virtual servers.

These ‘Instant Servers’ allow customers to configure the 
size of their virtual server in terms of RAM memory, CPU 
and hard drive as well as choose the Operating System 
(SmartOS, Ubuntu, CentOS, Windows Server, Fedora and 
Debian) the virtual server runs on, from a single interface.

All the hardware resides in Telefónica’s enterprise-grade 
data centres and is connected to the carrier’s fibre optic 
network, coupled with an SLA of 99.996 per cent per year 
and a turbo-charge boost of computing power by up to 400 
per cent in real time to handle spikes in demand.

The company is hoping to target thousands of businesses 
that require a cloud services platform that is easily scalable, 
with low latency and totally trustworthy—common promises 
in the cloud services space. 

In fact, Informa Telecoms & Media recently warned that 
the biggest problem with cloud offerings at present is a lack 
of differentiation. 

Camille Mendler, principal analyst and head of enterprise 
verticals at Informa Telecoms & Media, called for new 
segmentation methods among operators customer bases 
in order to give them the tools to capitalise on contextual 
opportunities. Mendler believes there is a significant 
opportunity for players to sell cloud services in the ‘long 
tail’, the blue collar market and micro-businesses.

“Small is beautiful. Looking at the small enterprise 
opportunity is where much value will be found,” she said. 
But to date, Mendler claims carriers have focused on a very 
linear model, based on how many connections they can sell 
into a single group or customer on a ‘one size fits all’ basis.

“So far it’s a counting game,” said Mendler. “But the 
marketplace is more crowded in a digital world and 
everybody is changing business model. So a plain vanilla 
offering for enterprises of all sizes is not good enough.”

In both emerging and developed economies, micro 
and small businesses are the biggest denominator. These 
users may not be in an office, because their office is their 
mobile device, and so they need to be targeted with specific 
services for those on the move.

Most cloud-based as-a-service offerings are targeted 
at white collar workers in an office environment, but 
tailored solutions for smaller businesses can generate good 
revenues, even if they form part of the “informal” economy.

“The informal economy has such a huge impact, 
especially in emerging markets. They might not be paying 
taxes to the government but they may still buy services 
from you,” Mendler said. n

Orange Digital has moved its operations to 
Amazon’s cloud, where it is better able to 
support spikes in traffic and capacity and 

reduce costs.
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Being recognised as a genius in your field is one 
thing, but creativity and innovation will only get 
you so far. To stay at the top you need the support 

of your team. Lose that, and your days are numbered no 
matter who you are. 

This was the hard lesson learned by Scott Forstall, one of 
the original architects of the Mac OS X operating system and 
head of the team responsible for the software platform at 
the heart of the iconic iPhone device last month. 

Out of the blue, Californian vendor Apple announced an 
executive reshuffle, which will see the departure of Forstall 
early next year and his status trimmed back to that of an 
advisor to CEO Tim Cook in the interim. The company did 
not expand on his reasons for leaving, but rumours suggest 
personality clashes at the top, as well as the fallout from the 
Maps debacle and ongoing issues with Siri.

But it wasn’t only Forstall that was for the chop. John 
Browett is also leaving after only five months as head of 
retail. A search for a replacement is underway, but in the 
interim the retail team will report directly to Cook. Again, 
the rumour-mongers suggest that Browett made some 
serious mistakes in his short tenure which didn’t do him 
any favours.

In other movements, famed designer, Jony Ive, who was 
responsible for everything from the iMac to the iPhone 
and iPad design is now going to “provide leadership and 
direction for Human Interface (HI) across the company in 
addition to his role as the leader of Industrial Design.”

Meanwhile, Eddy Cue, senior vice president of Internet 
Software and Services, will take on the additional 
responsibility of Siri and Maps, placing all online services in 
one group along with iTunes, the App Store, the iBookstore 
and iCloud.

And Craig Federighi, senior vice president of Software 
Engineering, will lead both iOS and OS X development. Bob 
Mansfield, senior vice president of Technologies, will lead 
a new group, which combines all of Apple’s wireless teams 
across the company in one organisation and will also include 
the semiconductor team.

This all smacks of some serious tension at the top of the 
company’s management tree and leaves Apple without a 
dedicated veteran software lead or a retail chief in the run 

It’s tough at the top
It’s a lament often made by those at the heady heights of their 
careers, but who is it tougher on: the bright stars or the team they 
work with?

up to the holiday season. But it’s not the only company in 
this situation. 

US software giant Microsoft recently announced the 
immediate departure of Steven Sinofsky, head of its flagship 
Windows and Windows Live operations. The move came 
just a few weeks after the launch of the company’s next 
generation software platform, Windows 8, which spans both 
desktop and mobile devices.

Microsoft did not give any reason for Sinofsky’s 
departure, which again is being attributed to personal 
differences in the management layer. But the move does 
raise questions over the future direction of Microsoft’s 
platform strategy and Sinofsky’s departure  couldn’t have 
come at a worse time. After all, Windows 8 was billed as 
more than a simple product upgrade when it was launched, 
with Microsoft positioning it as a multi-device strategy that 
would embrace modern diversity in devices used to access 
services and content.

With Sinosfky gone, Julie Larson-Green will be promoted 
to lead all Windows software and hardware engineering 
while Tami Reller, who retains her roles as chief financial 
officer and chief marketing officer, will also assume 
responsibility for the business of Windows. Both executives 
will report directly to Microsoft CEO Steve Ballmer.

Since 1993, Larson-Green has worked on and led some of 
the most well known products for Microsoft, including the 
user experiences for early versions of Internet Explorer, and 
helped drive the thinking behind the latest iteration Microsoft 
Office. For Windows 7 and Windows 8 she was responsible for 
program management, user interface design and research, as 
well as development of all international releases.

Reller began her career in technology at Great Plains 
Software in 1984 and was the company’s chief financial 
officer at the time it was acquired by Microsoft in 2001.

So with two of the bigger players in the handset 
ecosystem tied up with internal issues, is there opportunity 
for the grass roots Linux movement to break through? A 
couple of players think so.

Former Nokia executives in Finland, disgruntled at the 
abandonment of MeeGo, set up their own mobile OS start 
up, Jolla Mobile, in the summer. A couple of weeks ago the 
firm offered the world a first look at Sailfish OS.

Moreover, in a show of support for domestic innovation, 
Finland’s third largest operator DNA said that it will distribute 
handsets using the OS upon its commercial launch.

In a similar vein, Spanish operator group Telefónica is one 
firm that has been vocal about its attempts to break free from 
the dominance exerted by proprietary players by putting its 
support behind open source software developer Mozilla’s 
Firefox operating system. Following Telefónica’s lead, operators 
Deutsche Telekom, Etisalat, Smart, Sprint, Telecom Italia and 
Telenor have now signed up to back the open Firefox OS as an 
option for delivering cheaper smartphones.

Mozilla recently released a prototype version of its 
lightweight mobile operating system Firefox OS. The OS is 
available as a prototype module, which developers can run 
on Windows, Mac and Linux computers. n

This all smacks of some serious tension at 
the top of the company’s management tree 

and leaves Apple without a dedicated veteran 
software lead.
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Building a successful M2M ecosystem 
Jean-Rene Bouvier, founder and CEO of SIM activation solutions provider Buzzinbees, explains 
the risks involved in M2M as the connected world concept becomes a reality.

Industry observers have lofty expec-
tations for the M2M space but, in 
order to realise the market’s true 

potential, operators need to imple-
ment solutions that ensure they can 
develop a profitable business model. 
Jean-Rene Bouvier, founder and CEO 
of SIM activation solutions provider 
Buzzinbees, warns that, for all the 
hype, there are risks involved for 
operators looking to exploit this new 
growth market. 

The market for M2M connectivity 
is on a strong growth curve, with 
Informa Telecoms & Media forecast-
ing just over 145 million global M2M 
connections by the end of 2012, gen-
erating revenues of around $1.5bn 
worldwide. By the end of 2014, the 
number of connections is expected 
to grow to 217 million, with revenues 
of $2.5bn worldwide.

A number of factors are driving 
M2M growth; consumer and enter-
prise interests are playing their part 
alongside government initiatives ad-
dressing everything from emergency 
services to the digitisation of health-
care and the deployment of smart 
meters for utilities. Mobile opera-
tors were always destined to be key 
players in the ecosystem by virtue 
of their ability to provide connectiv-
ity, but many are also establishing 
dedicated M2M business units focused 
on developing and offering specific 
vertical services. But while they may 
adapt their structures to focus on a 
key growth opportunity in the face 
of increasing saturation of their core 
voice and data services, the road ahead 
is not necessarily smooth. 

“The M2M market is currently in a 
chicken and egg situation,” explains 
Bouvier. “Currently the number of 
M2M connections worldwide is ex-
tremely low compared to the six billion 
or so SIM cards in circulation in the 
person-to-person market.”

Bouvier believes the reason for this 
is that M2M services typically com-
mand much lower ARPU compared 

with person-to-person communica-
tion. “At least ten times lower, in fact,” 
he says. “And yet the services still use 
expensive radio access equipment for 
M2M. So this disincentivises those 
M2M operators that want to make an 
impact on the industry.”

Since the M2M market is not mov-
ing as fast as expected, services in 
some verticals have been tailored to 
the higher end of the market, carry-
ing a price premium to the end user. 
A prime example is the connected car 
space, where deployments have been 
largely spearheaded by luxury brands, 
such as BMW and Mercedes, or rolled 
out by mid-tier manufacturers on 
their top-end vehicles only. Premium 
services also dictate a clear return on 
investment, so another successful use 
case is in the tracking of cargo, where 
users can see value by minimising 
the amount of lost or stolen goods 
and ensuring that the cargo reaches 
its destination at the specified time.

On the whole however, Bouvier 
warns that deriving profitability from 
M2M services is no easy task, espe-
cially given the strain a proliferation 
of M2M devices could put on an opera-
tor’s already over-burdened network. 

Then there is the cost. A typical 
consumer-targeted M2M device such 
as a smoke detector would have an up-
front cost of €20 at most. But to build 
in a communication module to keep 
it connected to a mobile network and 
notify the customer via their handset if 
there is a fire in the home, it would have 
to be priced at least double that, before 
taking into account ongoing monthly 
subscription fees, Bouvier says. 

It is therefore necessary for mobile 
operators to drive down costs in the 
M2M space, in order for deployment 
of their operational units to remain 
sustainable. Because if they fail to 
build a profitable ecosystem, Bouvier 
believes, operators risk seeing M2M 
providers going elsewhere in the long 
term for their connectivity needs.

“The danger is that some companies, 
low-cost device manufacturers in 
particular, will move to other modes 
of communications that are less con-
venient than what is provided by 
mobile operators but could be more 
affordable,” says Bouvier.

“There is a race between mobile 
network operators that have not fully 
embraced the M2M opportunity and 
providers of alternative methods of 
connecting devices. For example M2M 
could also work by using the elec-
tricity grid—long distance powerline 
connectivity—to communicate this 
information, or it could be done using 
ad-hoc networks.”

Bouvier considers that such meth-
ods could even be available free of 
charge to the M2M service provider, 
although he does acknowledge that 
the main issue they face is that such 
connectivity mechanisms are less reli-
able and less mature than the mobile 
network. Moreover, mobile networks 
offer authentication capabilities and 
encryption capabilities, whereas the 
alternatives are not as stable.

Bouvier believes mobile operators 
should not look to connect devices in the 
M2M market in the same manner that 
they connect users' handsets. Operators 

Jean-rene Bouvier
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are already lamenting the strain that 
data from smartphone usage puts on 
their networks, as well as the shortage of 
spectrum in certain markets. The M2M 
market is still in its nascent stages and, 
as it grows and millions more devices 
come online, the aggregate data and con-
nections will further burden networks.

But Bouvier believes there are meas-
ures that operators can take to lessen 
the strain connected devices put on 
their network as well as reduce costs. 
He says that this insight is one of the 
key reasons he founded his own firm, 
Buzzinbees after a career spent largely 
as VP and worldwide manager of HP’s 
telecom business.

Buzzinbees is a privately-owned 
company which was spun out of 
Bouvier’s former employer in 2009. 
The company’s area of expertise is 
in the automatic activation of SIMs, 
to avoid the pre-provisioning of SIM 
identifiers and phone numbers.

Traditionally, SIMs were associated 
with phone numbers at the time of 
production, meaning that information 
had to be pre-loaded in the opera-
tor’s databases before the cards were 
shipped to distributors. Not only is 
this process expensive, it can also 
lead to dormant SIMs, phone number 
shortages, database cost inflation and 
heavy stock-management costs, Bouvier 
says. It also makes it difficult to offer 
consumers simple choices such as the 
ability to pick their own phone number.

“Once an operator reaches scale and 
the number of SIM activations increases, 
then revenue per subscription drops 
because supply chain complexity erodes 
margins. If you then begin to factor in 
the exponential growth of M2M SIM 
activations on top of this, you see a real 
problem emerging,” he says.

But the firm believes that its Bee-
SOON automatic subscriber activation 
service can cut costs for handset SIM 
activations as well as help opera-
tors embarking on M2M initiatives. 
Bee-SOON automates the process of 
just-in-time provisioning of SIMs in 

the operator’s network and frees up 
resources such as MSISDN authentica-
tion, international mobile subscriber 
identities (IMSIs) and home location 
register (HLR) capacity until it is 
needed: for example, when an end-user 
first activates a SIM in a device. The 
resulting cost savings and enhanced 
operational efficiency ensure that the 
return on investment comes in months 
rather than years, the firm says.

The solution also allows operators 
to optimise M2M network utilisation, 
thereby reducing investment in their 
networks, as they are able to config-
ure activated M2M devices on the fly, 
prevent invalid or misused devices 
from registering on the network, and 
ensure secure data exchange between 
these devices and the network.

“For M2M services, we lower the cost 
for the operator by a significant factor. 
We allow operators to deliver M2M ser-
vices profitably by reducing the price 
of connectivity in devices from €1 to 
€2 per month per unit, to as little as 
3c to 5c per month per unit, which is 
very, very significant,” says Bouvier. “So 
we see ourselves as the enabler for the 
M2M market because we can ensure 
that an operator can drive profit out 
of an ARPU that is one or two orders 
of magnitude smaller than for voice.”

Using an over the air activation ser-
vice, operators can put SIMs into con-
nected machines without provisioning 
their infrastructure, and then simply 
wait until the SIMs are activated by end 
users before provisioning them in the 
network and assigning a phone number.

“When it is required that the ma-
chine connects to the network, we 
can track and perform authentication 
remotely,” says Bouvier.

He explains that the firm further re-
duces the strain on operators’ network 
using an approach that is similar to 
how enterprises deal with the transi-
tion from IPv4 to IPv6 in the networks 
space. As IPv4 addresses are almost 
depleted many enterprises are side-
stepping the issue using gateways, 

rather than shifting to the new IPv6 
protocol. As most enterprises do not 
use public-facing IP addresses they 
instead use private addressing on 
internal networks and use network 
address translation (NAT) in their 
own IPv4 environments to connect to 
the IPv6 internet environment using 
a gateway. The model is so success-
ful that some operators and ISPs are 
planning to use carrier grade NAT as 
their long-term solution, in a process 
that essentially entails stacking IP ad-
dresses in batches on top of each other. 

“We use the same trick as busi-
nesses are using in the internet space 
with the number of available IPv4 
addresses depleting,” says Bouvier. 
“We use NAT-like devices on the net-
work that give us the ability to allow 
thousands of M2M devices to run on 
one channel. This saves the operator 
the cost of having to roll out new radio 
infrastructure and base station con-
trollers to allow the M2M experience.”

Buzzinbees says that mobile op-
erators are currently wasting a large 
number of SIMs, which naturally is 
impacting on costs. Of course SIM 
vendors are interested in keeping 
their customers happy and providing 
a solution to this wastage. Therefore, 
they need to offer solutions to operators 
that help them use their SIM inventory 
in the most efficient way.

“You may think that by doing this 
SIM manufacturers are cannibalising 
their market, but because of the explo-
sive rise of M2M and other uses of SIM 
cards, it’s not so much of a concern to 
them,” Bouvier says. 

“M2M is the next big step for them. 
Their SIMs will be in all M2M devices 
as an important aspect of the offering. 
However, if the market does not take 
off as expected and the whole process 
to provide this infrastructure is not 
affordable for operators, SIM vendors 
have a lot to lose. We have a mutual 
interest to ensure that the explosion 
that is predicted in M2M really comes 
together,” says Bouvier. n
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Money-making machines
As the focus on M2M moves on to real-world use cases and return on investment, we talk 
to the man tasked with turning Deutsche Telekom’s M2M play into a billion Euro story.

Consolidation and the impact 
of mobile telephony on high 
growth emerging markets have 

wrought significant change on the 
league rankings of mobile opera-
tors in the last five years. Look at 
a list of the world’s largest players 
by subscriber numbers and the em-
phasis is on growth markets. China 
Mobile, America Movil, Telefónica, 
Bharti Airtel, China Unicom and 
Vimpelcom are the names that stand 
out. Deutsche Telekom, once at the 
vanguard of international expansion 
in the mobile market, doesn’t make 
the top ten. 

But human beings are only one side 
of the story and, if you look instead 
at a ranking of operators in the new 
emerging market—the market of 
machine-to-machine connections—
you get a very different picture. While 
China Mobile and Vodafone hold 
the first and second spots in both 
Informa’s World Cellular Investors 
ranking and its Cellular M2M tracker 
product, the rest of the field in the 
M2M space are more recognisably 
first-world mobile players. AT&T, 
Verizon, Telecom Italia, NTT DoCoMo 
and Deutsche Telekom all make the 
top ten in M2M but not in subscriber 
numbers. 

DT’s fellow European heavy-
weights, Telefónica and France Tel-
ecom make the grade in each list 
but, in M2M, the German incumbent 
outranks them both. Informa placed 
the operator fourth in the world in its 
June 2012 report, a whisker behind 
AT&T in third. But three months 
later, it reported that DT had over-
taken its US competitor. By the end 
of June 2013, Informa forecasts, it 
will have passed Vodafone as well, 
to sit second to China Mobile in 
the global M2M market. Such is the 
weight of expectation that sits on 
the shoulders of Jürgen Hase, head 
of DT’s M2M Competence Centre. 

Deutsche Telekom has bought 
wholeheartedly into the oft-quoted 

Ericsson prediction that there will 
be 50 billion connected devices by the 
year 2020, Hase says, with commit-
ment to the M2M sector visible from 
the board on down. In July this year 
that board—motivated no doubt by 
expectations similar to Informa’s—
identified M2M as a corporate priority, 
voicing its belief that there is sustain-
able double-digit growth to be had. 
DT believes that its M2M play will 
be a “billion Euro story in the coming 
years,” says Hase. 

The potential of M2M has been 
talked up for a decade or more in 
the wireless industry but, in the four 
years since Hase has been working 
in the space (he joined DT in 2011 
from MC Technologies, a German 
M2M specialist and is also chair-
man of the M2M Alliance), he has 
witnessed key shifts in its activities. 

The focus in M2M has moved from 
how the technology might function 
to real-world use cases and return 
on investment, he says. The cost of 
modules has come down, along with 
the cost of connectivity, while the 
use of the internet as a background 
technology has enabled the collec-
tion of data from large numbers of 
machines in very short timescales. 

Enterprises in a number of verticals 
can see the benefits of wireless con-
nectivity and are beginning to truly 
exploit it, although the numbers in 
the sector as a whole remain small. 
Hase declines to give any official 
figures for DT, but Informa’s Cellular 
M2M tracker puts the operator’s 
M2M connections at 7.87 million at 
the end of the third quarter of 2012. 
What Hase does say is that DT does 
not count tablets or e-readers as M2M 
connections. 

The firm has identified nine key 
verticals for the first phase of its 
M2M operations, with what he calls 
“the Big Three”—automotive, smart 
grid and e-health—in line with most 
operators’ outlooks. The scale of these 
three markets makes for a relatively 
sedate pace of development; movement 
is quicker among SMEs looking at in-
dustrial automation, smart cities and 
transport and logistics. The remaining 
three sectors are security, retail and 
consumer electronics. 

While the Big Three might be slower 
to develop than other sectors, they 
hold the most significant potential for 
revenue, Hase says. Automotive will be 
the first to bear fruit, DT expects, with 
mass deployment beginning in the 
next twelve months. This is a vertical 
in which you would expect a German 
operator to have a decent head start, 
with companies like BMW, Mercedes 
Benz, Volkswagen, Audi and Porsche 
as compatriots.

Early moves are being driven by 
regulation like the European Union 
e-Call initiative but the evolution of 
the market is based more around 

Jürgen Hase
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entertainment, telematics and remote 
diagnostics, Hase says. “We have to 
invest in sales today and the revenue 
will come in the following years,” he 
says. “It is the same for automotive, 
energy and health.”

Operator approaches to the M2M 
market fall broadly into two camps; 
those that partner with a third party 
platform provider like Jasper Wire-
less, and those that opt to develop a 
solution in-house. A platform part-
nership might be the quickest way 
to market, says Hase, but “it makes 
no sense to work in partnership 
with someone like Jasper if you’re 
planning on managing millions or 
billions of connections.” If operators 
are serious about M2M, which is busi-
ness on a scale the like of which has 
not been seen before, they must have 
a bespoke solution, he says. 

“We discussed this a lot and it’s a 
must to develop your own platform,” 
he says. “If you look at the require-
ments that are coming up from the 
automotive sector, the energy and 
health sectors, you’re going to have 
to add many additional features 
and you have to build them in your 
own way. There is no other option; 
especially if you’re talking about full 
integration with your network. If 
you want to add additional services 
around security, cloud and quality 
management you have to have your 
own solution.” 

The evolution of DT’s M2M play 
will place even more importance on 
the development of in-house solu-
tions, he says. The firm is planning 
to develop a middleware layer that 
will enable services around asset 
management, device management, 
security and QoS. Beyond that it plans 
to develop a series of horizontal ser-
vices that can be applied to a range 
of markets. 

Access is just one element of the 
solution that the German incumbent 
wants to offer, and Hase says the 
firm places great emphasis on open 

APIs as a means of enabling different 
levels of service. “We are switching 
more and more from a pure connec-
tivity company to a solutions-driven 
company. Because we’re offering 
an open interface the customer can 
step in wherever he wants to at the 
different layers. So we can do pure 
connectivity or an end-to-end solu-
tion or every step in between. Being 
able to offer an all-inclusive service 
is really important, and it’s one of our 
USPs. Other players are more or less 
connectivity driven.”

Another key attribute for DT is its 
enterprise IT division T-Systems. Con-
nectivity accounts for no more than 
15 – 20 per cent of an M2M solution, 
Hase says, with IT representing 70 
per cent. The presence of T-Systems 
in the group allows the firm to “offer 
connectivity and the IT part in a global 
way,” he says. 

For all the importance that Hase 
places on in-house platforms and 
expertise, any operator’s M2M of-
fering will be dependent to a degree 
on partnerships. These will range 
from collaborations with large mul-
tinationals like Ericsson or IBM, he 
says, to those with smaller players 
that have a vertical-specific focus. 
Using a telephony metaphor, Hase 
describes these players as the last 
mile of the service offering. “If we 
want to offer a solution for a vend-
ing machine operator, we will use 
our access platform, our middleware 
layer plus the experts from the vend-
ing machine space for the specific 
application,” he says.

“Many of these partners are small, 
perhaps with less than 100 employees 
but they have excellent solutions for 
their specific vertical,” he continues. 
“We are the big player, with excellent 
sales channels and financial power 
and the innovation [around the ap-
plication] comes from the partner. 
These things don’t need to be branded 
by us, it’s a new form of partnership,” 
he says. 

With this in mind DT has created 
a developer community and M2M 
application store, which Hase says 
is unique in the market. In a recent 
competition for M2M innovations 
that attracted more than 600 entries, 
he says, 20 per cent of submissions 
came from India, suggesting a real 
shift in the distribution of innovation 
in the sector. 

Operators also need to partner 
with one another in the M2M mar-
ket for two key reasons. First, they 
need to offer as wide a geographical 
reach as possible and, second, they 
need backup connectivity plans in 
place should there be an outage 
on their own network. In February 
2011, just as Hase joined DT, the 
firm announced an M2M collabora-
tion with France Telecom focused 
on the development of services that 
would roam seamlessly across the 
two firm’s shared footprint. In July 
of that year TeliaSonera joined the 
initiative, expanding its reach across 
Northern Europe. 

So far the operators have syn-
chronised their M2M help desk 
solutions and their module cer-
tification, meaning that modules 
need only be approved by one of 
the carriers for use across the net-
works of all three. They are in the 
process of harmonising the APIs on 
their access platforms. But despite 
the importance of scale and reach, 
Hase says that the three operators 
are not attempting to accelerate 
the expansion of their partnership. 

“It’s important to grow the alli-
ance but you have to do it step by 
step; quantity doesn’t necessarily 
mean quality,” he says. “You have 
to really define the ways in which 
you’re going to work together, the 
propositions you can offer to the 
market and gradually increase the 
footprint and the value chain. It’s 
also really important that you add 
partners for additional services, 
beyond connectivity.” n
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driving 
lessons
Connected cars represent a major opportunity in the M2M market for 
an ecosystem that extends beyond telecoms. MCI looks at what that 
future holds for users driving under the influence of technology. 

By Dawinderpal Sahota
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Connected cars represent an exciting evolution for 
consumers, car manufacturers and mobile operators 
alike. There are already over one billion cars on the 

world’s roads today, according to research firm Ward’s 
Auto, and that number is expected to continue growing as 
more consumers in emerging markets get onto the roads. 
Automotive manufacturers have already put plans into 
action to ensure, that in the coming years, the majority of 
new cars will be equipped with broadband connectivity.

But despite the optimism being voiced throughout 
the connected car ecosystem, demand for vehicles with 
internet connectivity has been relatively sluggish to 
date. This is largely due to the economic downturn. With 
cars representing a substantial purchase for consumers, 
demand for new vehicles in Western Europe has been 
low in these difficult times. September 2012 marked the 
12th consecutive month in which new car sales dropped 
in the EU; traditionally one of the strongest markets for 
new vehicles, according to the European Automobile 
Manufacturers’ Association.

“[Car] original equipment manufacturers (OEMs) are 
really suffering at the moment,” explains Sheridan Nye, 
senior analyst in the enterprise verticals practice of 
Informa Telecoms & Media.

“The European market has come to a halt; they are 
looking for growth in areas such as China, India and 
Brazil, and those are mid-range/low-end vehicle markets, 
so that’s going to be the sweet spot in terms of volume 
sales for the next few years.”

Despite the challenges facing connected cars, there 
are reasons for operators to be optimistic. All new cars 
in Europe will have to facilitate network connectivity, 
under plans revealed by the EU earlier this year. MEPs 
have mandated that new cars must be equipped with a 
network-connected tracking device that will automatically 
alert the emergency services in the event of an accident. 

The eCall system, which uses sensors to call the near-
est emergency centre when a car crashes, will be made 
mandatory from 2015. The EU claims the technology could 
save up to 2,500 lives a year. These trends are further 
influenced by similar legislation being introduced in 
Russia and in Brazil, which will require the introduction 
of similar telematics hardware.

Insurers are also pushing connectivity in cars. Usage-
based insurance is an area gathering momentum as 
insurers are interested in collecting data to have a better 
understanding of what is happening with driver behaviour. 

Today, the usage based insurance model requires the 
customer to take a small plug-in device that is inserted 
into a port in the connected car. This unit feeds data from 
the car back to the insurer which will reward drivers with 
lower rates on the provision of evidence that they do not 
drive their vehicles very often. 

Automotive OEMs are also keen to see connected cars 
take off. Despite the focus on the lower-end sectors for 
volume shipments, at consumer car shows, manufacturers 
usually showcase their latest premium offerings, and the 

majority of these come with internet connectivity. OEMs 
are hoping that by tempting consumers with luxury offer-
ings, and with economic recovery on the horizon, they can 
get volume sales back into the higher end of the industry.

Research conducted by agency SBD on behalf of the 
GSMA reveals that, today, the global total revenue for 
the automotive embedded telematics market stands at 
around €1.5bn. But the association’s research forecasts 
that it will grow at CAGR of 24.6 per cent over the next 
15 years to reach €20bn by 2025, by which point all cars 
on the road are expected to have broadband connectivity. 
The bulk of this revenue is expected to be from the sales 
of vehicle-related services and content. However, SBD also 
forecasts that connectivity revenues alone will increase 
to almost €4bn by 2025.

The types of apps on offer beyond usage based insurance 
and emergency calls are rich and vast. According to Francesca 
Foriesta, director of the GSMA’s mAutomotive division: “The 
range of connected car services is constantly expanding and 
only our imaginations today limit the possibilities.” 

The trade association divides connected car services 
into three categories: Infotainment: services such as on 
demand real-time radio and video, cloud based in-vehicle 
services and news; Navigation: for parking, fuel, journey 
times, travel and traffic assistance; and Telematics: ser-
vices such as remote diagnostics, breakdown help, stolen 
vehicle tracking and toll payment.

According to Toyota’s general manager for telematics 
and special projects, Derek Williams, the use of entertain-
ment apps will open up the floodgates for consumers to 
use more sophisticated apps.

“SatNav and entertainment will drive the take-up of 
connected car services,” he says. “Then, I think that con-
sumers will become used to using apps within the cars 
and begin using other services, such as remote locking 
and remote diagnostics.”

Scarlet Motors is a start-up electric and connected 
sports car manufacturer which is looking to pioneer 
connected services in its vehicles. As Julien Fourgeaud, 
who holds the role of CEO and chief catalyst at the firm 
explains, the task of deciding which apps the firm uses 
and even devising them is one that it has opted to open 
up to an online community that it has created.

“This gives a chance for people to participate in the car 
development process. Some of the services will be designed 
by the community; they will tell us what they want,” he 
says. “This is a key differentiator for us, there is no car 
company that is manufacturing a full commercial model 
that has opened up their product development process to 
complete strangers.”

In terms of the business models behind connected car 
services, from the outset, it appears that the largest op-
portunity for mobile operators is to work with car OEMs 
on embedded connectivity in cars. For an operator, by 
teaming up with a car manufacturer it stands to benefit 
from providing connectivity to a new stream of devices; 
internet-embedded vehicles. »
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While smartphone integration and tethering 
will lead to greater data consumption in the car, 
according to the GSMA’s research, it will effec-
tively restrict the value of telecom operators to 
selling more data. The association argues that 
embedded telematics, however, provides telecom 
operators with a much broader opportunity to 
provide more advanced M2M support to vehicle 
manufacturers. Fourgeaud says his firm has 
chosen to adopt the built-in approach.

“We’ve seen the adoption rate of smart-
phones and more and more people are using 
smartphones every month,” he admits. “But 
out of the smartphone users, how many of 
them understand the full functionality of the 
phone and how to use Bluetooth? As much 
as you want to make things simple in the 
car, using the brought-in approach you must 
rely on other devices and you need to educate 
people on how to use their own phone; that’s 
not an experience we’re interested in. We’d 
rather go up front and find a good partner 
in the telco world.”

Peugeot is another car manufacturer tak-
ing the embedded approach. In France, it has 
teamed up with national operator Bouygues 
Telecom and is providing connectivity through 
a 3G USB ignition key that powers its Peugeot 
Connect Apps system. When the 3G key is 
plugged into the vehicle, it enables touch-screen 
access to the Peugeot Connect Apps service. 

“It is not necessary to buy connectivity as a 
factory option inside the car, instead we decided 
to make the connection through the 3G key, 
which is provided to the customer when they 
decide to subscribe to Peugeot Connect Apps,” 
says Pierre Yves Etienney, technical and product 
press attaché at the car manufacturer.

“Once they have the touchscreen inside 
the car, which is standard on 90 per cent of 
Peugeot 208s, the car is compliant with the 
service and it is possible for us to connect it.”

However, vehicles roam by their nature 
and OEMs ship cars all over the world, so 
the ability to provide global coverage, with-
out incurring roaming fees, is an important 
attribute that OEMs are looking for in an 
operator. Scarlet Motors says that for this 
reason, it is leaning toward teaming with an 
operator with global reach.

“There are two options: Teaming with an 
operator that has all the networks in place 
—such as Telefónica or Orange—which un-
derstand the project and what it can bring to 
them on a global scale. We’ve had some good 
conversations with this type of operator,” 
explains Fourgeaud. “Or the alternative is to 
partner with a small one that is really hungry 
and wants to make a difference.”

Sheridan Nye says that she does not really 
see a lot of opportunity for national opera-
tors in embedded connectivity, beyond being 
roaming partners. She believes that the global 
operators will “sew up the market” because 
car OEMs do not want their customers to be 
at risk of bill shock. 

Ford is one car manufacturer that has taken 
a different approach to its competitors, and 
opted for the ‘bring-your-own’ approach. 
Rather than embedding a modem device for 
communication, the US car maker chose to 
allow users to use their own smartphone, iPad 
or MP3 player for its Sync service. 

The service uses voice recognition technol-
ogy from software provider Nuance to allow 
users to use their smartphones hands-free 

while driving. The smartphone interacts with 
Ford’s on-board computers using Bluetooth 
connectivity. Ford has developed its own set 
of APIs called App Link as part of the Sync 
offering and made it available to developers.

“The advantage of brought-in devices is that 
there is no separate voice plan or data plan, you’re 
relying on the same plan you use with your phone 
on a daily basis,” explains Jim Buczkowski, a 
Henry Ford Technical Fellow and director in 
Ford’s research and innovation centre.

“We refer to it as the democratisation of 
technology. We say: ‘This is a great feature, 
something that the average person would 
appreciate having, so how do we make it af-
fordable for everyone to take advantage of it?’” 

He adds that the affordability of the service 
is not the only benefit of taking a brought in 
approach, it also alleviates risks associated 
with the evolution of technology. Customers 
can benefit from 2G services until they up-
grade to 3G and then to LTE, at their own pace.

“We insulated ourselves from those tech-
nology changes of networks by relying on 
the phone. We knew we could rely on people 
upgrading their phones and we would not have 
to upgrade the modem and hardware in the car,” 
Buczkowski adds.

Ford prices its Sync service at a $295 one-off 
up-front cost with the car, having seen a price 
drop from $395, when the service was first 
launched in 2007. Additional charges are paid 
straight to the operator in accordance with the 
price plan that the customer is on. However, 
for embedded connectivity in cars devising a 
pricing model is a more complex task. 

“Whenever you talk about consumers, 
you have to take into account that they’ve 

Vehicles roam by their 
nature and OEMs ship 
cars all over the world, 
so the ability to provide 
global coverage, without 
incurring roaming fees, is 
an important attribute that 
OEMs are looking for in an 
operator.
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only got so much disposable income—and 
not only is that not changing in Europe, it’s 
coming under increasing pressure—so the 
revenue has got to come from somewhere 
else,” says Nye.

“It looks unlikely that consumers are going to 
want to pay more for services that they already 
get on their smartphones that they use in their 
everyday lives and then pay more because they 
happen to be in the vehicle.  It’s going to have to 
be more imaginative pricing than that.”

The situation becomes more complex for 
OEMs because charging for communication 
is a completely new area for them. And a chal-
lenge lies in the fact that being new entrants 
to the telecoms market, ascertaining value for 
money is no easy task.

According to Toyota’s Williams: “We can 
only pick operators to work with based on the 
tenders that they bring to the table. We select 
operators based on the offers they submit, so 
at this stage, we don’t really know whether 
we’re getting value for money.”

A further hurdle facing the future connected 
cars is the fact that some of the major areas 
that cars travel are lacking cellular coverage. 
Motorways, country roads and dual-carriage-
ways are areas that often lack coverage, but are 
arguably some ofthe areas where connected car 
services will be used most prevalently. There-
fore, operators need to work to extend coverage 
in these areas for connected car services to 
evolve, despite the return on investment not 
making it viable at this stage.

“I think you will see gaps in major roads 
being filled in for sure,” explains Informa’s 
Nye. “Cars do go into rural areas, so there will 
a matter of managing customer expectations 
around that, because at this stage we’re not 
talking about the kind of revenues that will 
make it worthwhile to deliver blanket cover-
age in rural areas.”

Ford’s Buczkowski agrees and admits that 
the car manufacturer’s brought in approach 
does not allow it to have much influence over 
how operators build their network. However, 
some operators have spotted the potential 
opportunity in connected cars.

“We’re investing in expanding our cover-
age,” says KPN’s strategic partnership man-
ager Alan Beveridge. “Covering the population 
is one thing, but cars go to places where 
people don’t live and we need to ensure that 
we can provide coverage in these areas.”

How well these services make use of an 
operator’s network without causing signal-
ling problems is another concern. Consider-

ing the number of cars on the road and the 
amount of voice and data traffic operators 
are already carrying during peak times, it 
becomes hugely important that networks can 
cope with the strain without it impacting the 
quality of service.

While connected car services are making 
their way onto the market, discussions are 
already being held about the potential of 
self-driving cars. The Institute of Electrical 
and Electronics Engineers (IEEE) anticipates 
that by the year 2040, driverless cars —oper-
ated using M2M technology—will account 
for up to 75 per cent of cars on the road 
worldwide.

Driverless cars operate through use of 
communicating sensors to ensure safe and 
efficient travel. Through vehicle-to-vehicle 
(V2V) and vehicle-to-infrastructure (V2I) 
communication there may be no need for 
traffic lights and stop signs when all of 
the cars on the road are driverless. Web 
giant Google became the first company in 
the world to obtain a licence for driverless 
cars, after the US state of Nevada passed a 
law in June 2011 to allow the operation of 
driverless cars in the state.

However, it will take a long time for driver-
less cars to make an appearance on our roads. 
Firstly, all car manufacturers have to be on 
board in order to have awareness of each 
other for the concept to work. Linking these 
vehicles up with traffic systems is also going 
to take a very long time. 

According to Sheridan Nye, there are clear 
benefits of driverless cars in terms of safety 
and convenience, but it takes a strong busi-
ness model to make it worthwhile to invest 
in the vision.

“This is more likely to happen with ‘road 
trains’, or freight deliveries. You may have a 
fleet of trucks that carry cargo which people 
do not drive, you just have a driver at the front, 
and the others follow.”

However, Ford is one company working to-
wards this vision for the consumer segment. 
The firm already incorporates tools in its 
vehicles such as active cruise control; using 
radar technology to lock in on the vehicle in 
front and maintain speed and the distance 
from it; lane keeping assistance; and traffic 
jam assistance, which is similar to cruise 
control but at low speeds.

“Gradually we are moving in a direction 
that provides more driver assistance to our 
customers,” says Buczkowski. “We refer to it 
as automated driving and we are keen on the 
vehicle to vehicle (V2V) and vehicle to infra-
structure (V2I) vision; there’s an opportunity 
to reduce accidents,” he adds.

Scarlet’s Fourgeaud opposes the idea of 
driverless cars, and as perhaps would be 
expected from a sports car manufacturer, 
believes that such technology would take 
the fun out of driving. He says that people 
would not trust a completely pilotless 
plane, so why trust a driverless car? Those 
people who are not interested in driving 
their own car should “just take the bus”, 
he argues.

Informa’s Nye agrees and says that for con-
sumers, there are all kinds of “psychological 
warm fuzzy feelings” that people have about 
their cars.

“The luxury brands and sports cars adver-
tise about how a car is about your personal 
freedom, but the idea of driverless cars causes 
one to question, what exactly are cars? Do 
they need a steering wheel? Will we begin 
to travel around in our own personal pod? It 
would mark a drastic change from what the 
car actually is today, which is a personal, 
status thing. It’s all a little bit futuristic at 
this stage.” n

While connected car 
services are making their 

way onto the market, 
discussions are already 
being held about the 

potential of self-driving cars.
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Children in their connected classroom in the village of Suruacá

On the up
Brazil’s economy is growing fast, with 40 million people making the transition to the 
new middle class in the last ten years. But while there is visible wealth in certain areas 
of big cities like Sao Paulo and Rio de Janeiro there is still huge poverty, both urban and 
rural. Against this backdrop, communications services are being deployed to change the 
lives of millions of people. 

By Mike Hibberd
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Just over ten years ago I went backpack-
ing in Brazil for a month with some 
friends. We arrived in Rio de Janeiro, 

one of the world’s great party towns, at 
nightfall and found, to our dismay, that we 
couldn’t get a caipirinha for love nor money. 
It turned out that we’d landed on the day of 
the presidential elections and there was a 
blanket ban on sales of alcohol because the 
authorities were concerned that violence 
might erupt if politics mixed with booze. 

Eventually we managed to persuade 
a man running one of the street food 
outlets on the Copacabana beach to sell 
us a beer. He told us that the winner of 
the election would be a man known as 
Lula. Lula, leader of PT, the worker’s 
party, went on to become perhaps the 
most popular president in the history 
of Brazil, introducing sweeping social 
reforms designed to lift millions of 
Brazilians out of poverty. 

Ten years on, 40 million of the country’s 
people have been brought above the pov-
erty line into a new middle class thanks to 
the creation of a welfare programme, the 
taxable population has been increased, and 
there is rising demand for a wide range of 
consumer products and services. 

Brazil will host the FIFA World Cup and 
the Olympic Games in the next four years 
and many of the people you speak to in 
the cities today project a sense of great 
optimism about the country’s upward 
trajectory. Of course the corporate ex-
travagance of Sao Paulo, now surely one of 
the most expensive and traffic-congested 
cities in the world, and the carefree glitz of 
the Copacabana are only part of the story. 

Socio-economic diversity in Brazil is on 
the scale of the country itself and it is in the 
poorer communities that you can perhaps 
see the changes most visibly. Communica-
tions services are central to these changes 
and, from the Favelas of Rio to the remote 
communities of the Amazon River, access to 
the internet, and to one another, is changing 
people’s lives. It is a reminder that the Con-
nected World is about more than machine-
to-machine communications. 

The current president of Brazil, Dilma 
Roussef, is alive to the importance of these 
services, something that Communications Min-
ister Paulo Bernardo said she stressed to him 
when he was appointed in 2010. Bernardo was 
speaking at Ericsson’s Business Innovation Fo-
rum, which took place in Sao Paulo in November. 

“One of the missions of the [communica-
tions] ministry was that we had to make 
an effort to give widespread access to 
ICT,” Bernardo said. “The new middle class 
had buying power now and was willing to 
buy services and devices like tablets and 
smartphones. We are working with these 
goals,” he said. 

A 2010 census revealed household internet 
penetration of 27 per cent, Bernardo said. 
That figure rose to 38 per cent as 6.3 million 
homes came online in 2011 and the govern-
ment is aiming to have broken the 50 per cent 

barrier by the end of 2012. The number 
of 3G devices—smartphones, tablets 
and wireless modems—grew by 99 per 
cent in 2012 and the expectation is that 
growth will be in the region of 70 per 
cent this year, he said. 

Meanwhile there are ambitious plans 
in place for the digitisation of domestic 
power meters which will be internet con-
nected and enabled as access points for 
the homes at which they are sited. The 
energy ministry is currently working to 
install 70 million such meters. 

Bernardo said that the government 
has pledged to connect more than 
80,000 schools that are currently with-
out internet access by 2015, alongside 
a programme that will supply tablet 
computers to teachers. “The internet 
is a means,” he said. “Access to these 
technologies will improve our perfor-
mance in education and health, and it 
will connect rural areas where there 
are large agricultural businesses, small 
fishing communities and Indian tribes.”

The private sector, inevitably, has an 
important role to play, as Bernardo was 
at pains to stress. But the government is 
keen to ensure that at least some of the 
benefits that private sector companies 
derive from investing in the country 
remain in Brazil. 

Bernardo explained that the govern-
ment will continue to require that a 
significant portion of telecoms network 
equipment is manufactured locally as it 
seeks to harness the sector’s growth to 
create jobs and local wealth.

He said that, in Brazil, the state is 
responsible for over 50 per cent of 
investment in innovation and was 
committed to creating the right en-
vironment for continued private sec-
tor participation. In return, he said, 
the government expects technology 

developed locally to be available at a low 
enough cost to make connectivity across 
some of the most challenging geography 
in the world truly viable.

“The treasury has been removing taxes 
from equipment and civil construction 
works because two reach our objectives, and 
our national broadband plan next year, we 
need infrastructure available at fair prices,” 
he said. “We have policies that will demand 
products made in Brazil because it helps 
create jobs and trade. In my opinion this » 

The government has pledged 
to connect more than 80,000 

schools that are currently 
 without internet access by 2015, 
alongside a programme that will 

supply tablet computers  
to teachers.

The view from the Connect to Learn installation in Vila Cruzeiro

16-21_MCI178.indd   17 07/12/2012   16:50



18 Mobile Communications International | First for news, best for business

FEATURE BRAZIL

is a policy that is here to stay; it is reason-
able for companies to invest to develop 
here in Brazil.”

He added that Brazil is “betting on LTE 
from the beginning”, as the performance 
of WCDMA networks reaches its limits. 
Sergio Quiroga da Cunha, Ericsson’s head 
of Latin America, said that the Brazilian 
government had originally suggested that all 
LTE technology deployed in the country be 
locally produced. But while the vendor does 
manufacture equipment and conduct R&D 
locally, and is the only large network vendor 
to do so in its own factories, he said, many 
components have to be imported. Instead 
the firm gets tax breaks for guaranteeing 
that its products contain up to ten per cent 
of locally produced hardware.

But investment alone cannot guarantee 
that Brazil’s targets will be hit. Quiroga 
da Cunha said that a fund for the univer-
salisation of telecoms in Brazil, created by 
collecting 0.4 per cent of operator revenues 
since 1998 currently sits at almost $5bn but 
is not being tapped because “nobody is sure 
how to use it”.

One thing is clear, he said: greater density 
of mobile networks is essential in Brazil. Cur-
rently there are only 60,000 cell sites in the 
country and, while much of Brazil is sparsely 
populated or uninhabited, this number needs 
to have more or less doubled before the kind 
of coverage and capacity that the market 
requires is available.

One problem is that the aims of the com-
munications ministry are not always in 

tune with other government departments, 
he said. “Site acquisition is a nightmare. 99 
per cent of the time you can be guaranteed 
a refusal for planning applications for a 
new cell site.” 

It was a point echoed by Minister Ber-
nardo, who said he was constantly battling 
with regional and municipal governments 
whose planning legislation made it impos-
sible to expand and densify the network. “We 
have many cities where they say we cannot 
have antennas near schools. But how can 
I connect a school if not with an antenna 
nearby? We need to change this, the law 
has to help us.”

Up in the Amazon this is much less of a 
problem. Here the challenge lies in convinc-
ing Brazil’s mobile operators that there 
is value in connecting the remote region’s 
inhabitants to the mobile network. Such was 
the operators’ resistance to the idea that it 
was Ericsson that undertook the region’s 
first deployment. In 2009 the Swedish vendor 
installed a base station site in the small town 
of Belterra, bringing 3G connectivity to the 
Amazon for the first time. » 

The lives of the children who live in the favela of Vila Cruzeiro, which is in Rio 

de Janeiro’s Zona Norte (north zone), could not offer a starker contrast to that of 

their counterparts in the Amazon village of Suruacá. They have language and 

poverty in common but not much else. 

Vila Cruzeiro was previously renowned as one of the most violent of the Rio 

favelas; just two years ago, according to the Rio Times, it accounted for one 

third of the city’s murders. Stray bullets from the frequent exchanges of gunfire 

between gangs were one of the most common causes of death. Today, in the 

wake of the ‘pacification programme’ that saw the army sent in to confront 

gangs and suppress the drug trade, it has improved somewhat. 

The Connect to Learn project, founded by the Earth Institute at Colum-

bia University, the Millennium Promise and Ericsson, is working in Brazil to 

create communication channels between the children of Vila Cruzeiro and 

those of Suruacá, providing education services to both communities using 

cloud technology, thin client laptops and a reliable wireless broadband 

connection.  

In the past, according to the directors at Projeto Atitude Social, a commu-

nity centre that offers educational, arts and sporting facilities to more than 

8,000 children in Vila Cruzeiro, there were only two cultures; football and 

gangs. By connecting children in the favela to schools in other parts of Brazil, 

it is hoped that wider cultural exchanges can be created that will enable 

them to see beyond the own immediate confines. 

There are obvious potential downsides to giving internet access to chil-

dren who have never had it before. But the Connect to Learn project allows 

for their online behaviour to be monitored. And the video connections that 

are available to both sets of children enables remote education in internet 

usage to be delivered. There is no attempt to restrict the access that the 

children have, according to Carla Belitardo. Rather the emphasis is on teaching 

them about the benefits that are available to them beyond the doubtless appeal-

ing worlds of social media and online gaming. 

Despite the dense population of the favela, social workers in the area talk in 

terms of the children being just as isolated as their opposite numbers in remote 

villages. Indeed, prior to the Connect to Learn initiative arriving in the favela 

there was no more awareness among the children of what life was like in the 

Amazon than there was in the Amazon of life in the city slum. They may be 

3,500km apart but now they are connected. 

Town and Country

The government expects 
technology developed 

locally to be available at a 
low enough cost to make 
connectivity across some 
of the most challenging 
geography in the world 

truly viable.
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Twenty years 

ago the Brazilian 

Government de-

creed that health 

services should 

be available to all 

of the country’s 

inhabitants. In 

Southern Brazil, 

the wealthier, 

more developed 

and heavily popu-

lated part of the country, this pledge was compara-

tively easy to address. In the dense rainforest of the 

Amazon its fulfilment is altogether more difficult. 

There the communities are remote, and separated 

from one another by great distances. 

There are four people to every square kilometre 

if you set the overall population against the overall 

geographical area. When you consider that vast 

swathes of the region are uninhabited, the difficulty 

of providing blanket healthcare to the population 

starts to become clear. The people that live in the 

Amazon are still largely dependent on barter econo-

mies—and on catching and cultivating their own food. 

“The final challenge of healthcare in Brazil is 

delivering care to the riverside communities where 

there are no roads and no money,” says Fabio 

Tozzi, a medical doctor who leads the team on the 

Abaré, a hospital boat that travels up and down the 

waterways of a section of the Para region in the 

Amazonian rainforest, taking medical services to 

the people who live in these isolated villages. 

The Abaré—which in the indigenous Tupi language 

means ‘care-giving friend’ (the boat was named by 

the villagers)—has been bringing healthcare services 

to 15,000 people in 73 villages and small towns 

for six years. In total there are more than six million 

people living in the Brazilian Amazon’s riverside 

communities, including some 60 tribes with which 

contact has not yet been established. 

The Abaré works on a cycle of 20-day voyages 

around its coverage area, each trip focusing on a dif-

ferent medical issue. These range from vaccination, 

dentistry and gynaecology to child develop or hyper-

tension (a particular problem in a region that, lacking 

refrigeration, relies heavily on salt curing). The boat 

has a fully equipped surgical theatre and emergency 

room and its team are able to resolve 93 per cent of 

the medical problems they encounter. The remainder 

are referred to the nearest city, Santarém. 

In the municipal region covered by Santarém 

there are 150 doctors responsible for 1.5 million 

people. “This is the reality for the whole of the 

Amazon,” says Tozzi. “There are no doctors.”

Connectivity is essential to the success of the 

project. The Abaré is 3G-enabled, linking to masts in 

the small town of Belterra and the riverside village 

of Suruacá. It also has signal amplifiers that allow 

remote dwellers to access communications services 

when it visits their community. “Connectivity is very 

important,” says Tozzi. “The doctors can ask for help, 

for second opinions or specialist analysis of blood 

tests or x-rays and remote diagnoses. They have ac-

cess to vital information from the internet.” 

But a link to the world beyond the rainforest is 

important for more than medical information, he 

says. “It is very difficult to get qualified doctors and 

nurses to come and work on the boat. Having con-

nectivity stops them feeling so isolated.” As well as 

remaining in contact with friends and family, he says, 

doctors are able to check their fears that, so far from 

the advanced environment of the cities where they 

trained, they might make a wrong decision.  

A visit to the Abaré, and the communities that it 

serves, is an effective illustra-

tion of the benefits of the 

connected world. People living 

in these remote communities 

are not keen to visit the city 

for medical attention, because 

of the amount of time they 

inevitably have to stay away 

from their community and 

their responsibilities. 

There are two boats a week 

available to these people if 

they want to go to the city. 

When they get there they 

have to find somewhere to 

stay and, if they have to have 

medical tests, they must wait 

until the results are available. 

It is not uncommon, Fabio 

Tozzi says, for people who 

make the trip to the city for 

medical reasons to be away 

for a month. Part of the 

problem is that they will often 

delay seeking help until the 

problem becomes so acute 

that lengthy hospitalisation 

is necessary. Sometimes they 

are too late even for this. 

The boat was purpose 

built with funding from 

Dutch non-profit organisation 

Terre des Hommes and is 

operated by Brazilian NGO Projet Sáudi e Alegria 

(which translates as Health and Happiness). But 

funding is in the process of being moved over 

to the state, which has judged the project suf-

ficiently successful to want to replicate it. 

The boat runs at an annual cost of around 

US$500,000, 80 per cent of which is now provided 

by a combination of federal and local government. 

There are now plans to introduce a further 100 

boats to deliver services to riverside communities 

throughout the region. Public funding has been 

secured for 32 of them and the challenge now will 

be to see how the project can scale. 

The team working on the Abaré is fortunate 

enough to have reliable 3G access but boats servicing 

even more remote communities will have to depend 

on satellite connectivity. Eugenio Scannavino, who 

leads Projet Sáudi e Alegria, says the NGO hopes that, 

as services are delivered to ever more communities, 

Brazil’s mobile operators will be motivated to provide 

cellular connectivity more widely across the region. 

Fabio Tozzi

One of the medical rooms on the Abaré(below)

Healthcare to go
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The site was attached to the Vivo network, 
owned by Spain’s Telefónica, but Vivo did not 
contribute to the cost, which was in the region 
of $300,000. It began to generate traffic im-
mediately, according to Carla Belitardo, head 
of sustainability in Latin America for Ericsson, 
at a rate that led the firm to forecast that RoI, 
had it been paid for, would have been delivered 
inside six months. 

A significant number of Belterra residents 
already had mobile devices, which they would 
use when travelling to Santarém, a far larger 

city 50km to the north. When connectivity 
reached their town, they were ready to take 
advantage immediately. 

“We demonstrated that there was hidden 
demand,” said Belitardo. “One year after the 
site was deployed, 43 per cent of students in 
the town were using it to access the internet. 
This was about finding ways for [companies 
in] the private sector to invest in areas that 
they would never think about.”

Sufficiently convinced of the opportunity, Vivo 
and Ericsson deployed a second Amazonian site, 
across the river in the remote community of 
Suruacá. This installation was complicated by 
the fact that riverside villages such as Suruacá 
are off-grid. The river is 18km wide at this point, 
preventing any connection to the grid at Belterra 
on the opposite bank, meaning that Ericsson 
and Vivo had to install large numbers of solar 
panels to power the base station. 

The same power source also enabled charging 
points for laptops and mobile devices, although 
regulations prevent Vivo from charging for this 
energy. In other markets, however, telecoms 
operators can also provide energy services and 
off-grid base stations can present more than just 
a communications opportunity to the companies 
investing in the installations, Belitardo said. 

Technology and innovation can solve prob-
lems like remote installation, although Beli-
tardo conceded that there have been a number 
of instances of downtime when there has 

Carla Belitardo is 

head of sustain-

ability for Latin 

America at Erics-

son. She oversees 

projects across the 

region that focus 

on connecting 

people isolated by 

poverty, geography 

or both. Well-

meaning as these 

projects may be, 

Belitardo is insistent that they are not driven by 

charity or philanthropy. 

“Most people think sustainability and corporate 

social responsibility is something to do with green 

activities or charity. But our view is that it must be 

aligned to the business. Everything we do has to 

demonstrate a positive impact on what we call the 

‘triple bottom line’; People, Profit and Planet,” she 

says. “In our view we’re creating a positive business 

impact with technology, and the more balanced 

that impact is across the three elements of the 

bottom line, the better. ”

Ericsson’s position in the value chain means 

that it is dependent on its customers to provide 

the link to end users. “We can’t do anything on our 

own because we do not have a relationship with 

consumers,” she says. “So the only way I can have 

a positive impact on the triple bottom line is by 

partnering with operators. So I work with our sales 

organisations, our account managers, who have 

the relationships with operators. Operators have 

foundations for social activities.”

Vendors like Ericsson can provide human re-

sources, though, and Belitardo has created a ‘Virtual 

Volunteer’ programme that sees employees deliver-

ing educational classes over video links to teachers 

in remote or impoverished areas. The programme 

covers traditional academic subjects like maths and 

science, as well as best practice for internet usage.

“We are starting a revolution, helping to teach 

the teachers. Sometimes the call quality isn’t that 

good but everybody is eager to make it work. What 

we really want to do next is connect our volunteers 

to the children in the village so that, whenever they 

have a question to ask, we have someone trained 

to answer it.”

Not every project is successful, she says. 

Two years ago Ericsson tried to deploy a remote 

health solution that used connected health 

devices to chart metrics such as weight, blood 

pressure and insulin levels in diabetics. The 

solution had met with success in Croatia but did 

not travel well. “It was a bit too much, too soon,” 

says Belitardo. “We learned a lot but healthcare 

is an area where you’re required to involve a lot 

of stakeholders and they didn’t really need that 

solution at that time.”

Carla Belitardo

What’s in it for Ericsson?

The mast at Suruacá

It is impossible to imagine 
what it must be like to 
go from almost complete 
information isolation to a 
window on the world with 
the switch of a button. 
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been insufficient sunlight to power the base 
station. The impact of the internet on such 
an isolated community—with all the positive 
and negative experiences it can bring—is a 
far more subtle and complex issue to address. 

Eugenio Scannavino, who heads up a Brazil-
ian NGO, Projet Sáudi e Alegria, that partners 
with Vivo and Ericsson on a number of projects 
in Brazil, said that some time after the Suru-
acá site went live and the village got its first 
glimpse of the internet, he found the village’s 
female elders huddled in a group. When he 
asked them what they were doing they told 
him they were holding a discussion about 
the problems of the world—the wars, famines 
and social issues that they had discovered 
online—and what might be done to solve them. 

For those of us who have grown up with 
ready access to information from around 
the world it is impossible to imagine what 
it must be like to go from almost complete 
information isolation to a window on the 
world with the switch of a button. For this 
reason, said Scannavino, it was very impor-
tant that internet access arrived in Suruacá 
before television. 

Television would have offered the com-
munity visibility of the outside world with 
no opportunity to participate. It is very im-
portant, Scannavino said, that the people of 
these communities are empowered to share 
their own views as well as absorbing those 
of the outside world. 

“Connectivity gives [the villagers] visibil-
ity,” he said. “They can understand what’s 
happening outside but they also have a 

voice to be able to let other people know 
that they exist. They can become citizens 
and get respect from the rest of the world. 
Our biggest aim is to empower them to 
become citizens. “

He continued: “With the internet they 
discover that they have just as much culture 
to offer other people as other people have 
to offer them. They can connect with people 
globally but they don’t lose their identity. 
Now they are proud of themselves and their 
culture and they can communicate that to 
other people.”

An impulse to travel outside of the com-
munity is bound to result from a sudden 
awareness of the wider world, but Scan-
navino said this is not something that 
the NGO necessarily wants to encourage. 
Wherever there are communities living in 
the rainforest, he said, the ecosystem is 
more likely to remain healthy. “They are the 
guardians of the forest,” he said. Instead one 
of the aims is to foster a manageable level 
of eco-tourism that will generate further 
economic benefits to the locals. 

It is unsurprising that a group of inter-
national journalists visiting the commu-
nity of Suruacá should, en masse, produce 
smartphones and begin filming the welcome 
ceremony laid on by the locals. But the fact 
that the villagers were filming us arriving on 
their own handsets was truly unexpected. 
That footage is now on their blogs and social 
network profiles; the visitors to their com-
munity a part of their story as well as the 
other way around. n

“Now the villages are 
proud of themselves 
and their culture and 
they can communicate 
that to other people.”
eugenio Scannavino

Card operated phone booths in the village never functioned
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Big pipe, small focus
The competitive pressures of the crowded network operator space are breeding new 
innovations in business. When it comes to M2M, the long tail and niche applications are king.

Millions of connections are 
coming online every month 
and the types of devices 

being connected extend into realms 
far beyond the telecoms ecosystem, 
including (but not limited to) energy, 
healthcare, transportation, retail, IT, 
security, banking, industrial and the 
connected home.

Almost all products that use elec-
tricity, from cars to white goods, now 
possess inherent data processing ca-
pabilities and with them the potential 
to become network-enabled. But in 
order to connect these increasingly 
diverse and critical assets, the reli-
ability, security and performance of 
the networks used to carry this traffic 
takes on new level of importance. A 
dropped call is rarely life threatening, 
but loss of connectivity to a heart 
monitor is a different story.

An operator’s traditional portfolio 
of services and products tends to be 
horizontal and relies on price as a key 
differentiator, but the ecosystem for 
M2M applications is very focused on 
specific needs for vertical markets. 
The need for specialist capabilities 
is driving a diverse community of 
vertically-focused players and the 
question now is where the carriers 
fit in the value chain.

There are some big numbers fly-
ing around. Ericsson is predicting 
an Internet of Things in the region 
of 50 billion connections by 2020, 
whereas other estimations are more 
reserved. Informa Telecoms & Media 
is forecasting just over 145 million 
global M2M connections by the end 
of 2012, based on a quarterly increase 
of nearly five per cent and generating 
revenues of around $1.5bn worldwide. 
By the end of 2014, the number of 
connections is expected to grow to 
217 million, with revenues of $2.5bn 
worldwide.

The biggest opportunities for end 
user services are in the long tail niche 
applications backed up by value added 

services. That’s not a territory that 
many operators want to get involved 
in, which is what makes the wholesale 
model so appealing. 

Gösta Kallner is CTO of Net1 and 
Ice.net, Nordic-based operators with 
networks in Denmark, Norway and 
Sweden that specialise in M2M con-
nectivity. In Kallner’s own words the 
focus is “Less about numbers and 
more about profitability.” 

The markets Net1 and Ice.net 
operate in are relatively small, one 
with a population of ten million and 
two at half that. “So in general we 
don’t look at the potential of millions 
of subscribers, instead we look at 
getting up to a couple of hundred 

thousand,” Kallner says. “But we’re 
looking at expanding the business 
to other markets around the world.”

Net1 doesn’t do any integration 
of M2M apps and services. It pro-
vides access and devices only and 
caters almost exclusively to non-
urban markets with its CDMA450 
network. Whereas other operators 
are focusing on smartphone and 
handset connectivity, Net1 focuses 
on M2M and portable fixed wireless 
broadband. 

“We leave the cities to our rivals 
and focus exclusively on the rural 
areas. There’s too much competition 
otherwise. In urban areas we have 
below one per cent market share, but 
in rural areas we have around 30 per 
cent of market,” Kallner says. 

“Around 70 per cent of our user 
base is consumers (wireless broad-
band) and 30 per cent is businesses, 
but the business side is growing fast-
er than consumer. About 20-30,000 
Swedish businesses that operate 
outside of cities have no alternative 
but to buy service from us. And about 
another 50,000 see the potential for 
getting a better service from us than 
from our rivals.” 

As the smallest operator in a mar-
ket of five licensees, Net1 has had to 
be pretty innovative to find its niche, 
but there are unique characteristics 
to Sweden and other Nordic markets 
that make the business model vi-
able. In Sweden alone there are more 
than 500,000 second homes as well 
as 200,000 boats that act as holiday 
homes, 150,000 caravans and a popu-
lation of around two million that live 
in remote and rural areas, all of which 
form a target audience. 

The company itself is only around 
60 people, outsourcing as much of 
its business processes as possible, 
so it can focus solely on connectiv-
ity. “You’ve got giants like Apple now 
taking lots of market share from the 
operators in terms of value added 

Gosta Kallner 
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services. So we are probably more 
prepared in that we don’t have any 
value added services to lose. We’re 
already the bit pipe that many car-
riers are thinking about becoming in 
the future.” 

Kallner says that what the opera-
tor actually provides to its customer 
segments isn’t so different. It’s the 
apps that run on top of the network 
that provide the diversity. Net1 
already has about 25 different CPE 
devices for M2M purposes that it will 
lease, €4-5 per month is a typical 
rate, but many customers bring their 
own and simply require wholesale 
connectivity. 

“We are mainly looking at quality 
of service and priority of traffic as 
the service part of our portfolio, as 
well as closed networks that use our 
transport infrastructure,” Kallner 
says. “There is a really strong ecosys-
tem of companies providing services 
and applications on top of the access 
network. So if you look at the spread 
of different markets where we play 
with M2M, if you are going to learn 
about every different business seg-
ment and their requirements you are 
going to need a lot of people. R&D 
is the part of our operation we keep 
on low expenditure. I think it’s bet-
ter that we are humble and provide 
just what we provide best.”

In terms of use cases, Net1 caters 
to lots of device monitoring as well 
as backup applications where a 
device might be wired but will have 
wireless backup for redundancy. 
Security, traffic priority, data us-
age tend to be the pecking order 
for M2M pricing, Kallner says, 
with Net1 basing its own tariffs 
on security levels such as offering 
a closed network to a utility for its 
smart grid. Especially seeing as 
that on LTE still cannot prioritise 
certain bitstreams as of yet. A typi-
cal rate is about €30 per month for 
the broadband connection and then 

an additional €5 for a QoS layer. 
In Sweden about 70-75 per cent of 

energy meters are already ‘smart'. 
They are currently based on GPRS 
although all are about to be upgraded, 
because the sheer volume of devices 
is beginning to weigh on the network. 
Kallner sees this upgrade as a clear 
opportunity. Meanwhile in Norway, 
government legislation states that 
by 2014, all public utilities have to 
be ‘smart’. 

Aside from the smart meters, 
Net1 already counts all the major 
utilities as customers, as typically 
power companies use fibre to con-
nect up big stations with wireless 
as a backup, while in small sta-
tions wireless is the prime and the 
backup. The key benefit being that 
with private networks, customers 
can supply their own dumb end user 
devices, and let the modem handle 
all the encryption.

Forestry is a big deal in the 
Nordics and SCA is Net1’s biggest 
customer in Sweden, with over 1,000 
access devices supported. The for-
estry firm connects everything from 
several hundred harvesters to a fleet 
of trucks, enabling employees to 
know where to offload, where to pick 
up and how much to carry. The aim is 
to help the SCA prevent lost timber 
as well as avoid under-capacity truck 
rolls. All of this can be achieved with 
less than a 1Mbps connection, and 
so far Net1 has helped SCA increase 
productivity by 25 per cent. 

Sweden also has around 16 large 
mines and, as with forestry, the 
mining industry connects all their 
machines such as big trucks to 
monitoring solutions. Such machines 
might be manufactured in Japan 
and the monitoring software will 
have a client where the end user can 
get remote assistance via the web 
direct from the manufacturer. There 
are also a lot of consultants going 
into mines during the weekday who 

need connectivity, as well as those 
workers who may be at the mine for 
extended periods and need to have a 
connection back home.

Air and sea transport also forms 
a large part of Net1’s user base. The 
company has a deal with a Norwe-
gian ferry company worth £2m that 
offers wifi on board and therefore 
consumes a lot of data but not many 
subscriptions, while the Swedish 
coastguard has a fleet of about 50 
boats equipped with QoS connectiv-
ity and VoIP. There’s also a significant 
helicopter fleet, of over 100 machines, 
with use cases ranging from weather 
reporting to the air ambulance. 

Farmers, fishermen, broadcast-
ers, independent petrol stations and 
public safety services all form the rest 
of Net1’s subscriber base, whereas 
M2M providers in other markets have 
carved niches in areas like healthcare 
and consumer telematics like the 
DriveCam.

As the cost of enablement falls 
and end-users realise new benefits 
from M2M applications, the market 
for services will grow on top of the 
market for connectivity. Kallner is 
seeing more dual mode routers, with 
two radios  HSPA+ and CDMA Rev B  
to provide redundancy, in markets 
of critical connectivity like public 
safety where long time incumbent 
technology Tetra doesn’t provide the 
necessary bandwidth. 

The ecosystem is then big enough 
to support lots of specialist com-
panies that aggregate connectivity 
across devices to provide backup 
and failover. “We just concentrate on 
selling M2M connectivity modules 
and bit pipe access as we find that 
enterprises would rather have the one 
provider of M2M services,” he says. 
“We don’t need to bring the manage-
ment layer or the application, other 
companies bring this as a value add.” 
And the connected world, it seems, is 
big enough for everyone. n
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Once upon a time, when most of the 
industry still knew GSM as Groupe 
Spécial Mobile and Nordic Mobile 

Telephony was the big success story, another 
digital cellular operation was finding its feet. 
The CDG (CDMA Development Group) was 
formed to push the adoption of a technology 
that would become CDMA2000 in what many 
perceived as bitter rivalry against the 3GPP’s 
UMTS standard. 

Fast forward two decades and with so many 
CDMA flag bearers migrating to LTE, the CDG 
has changed its focus to stay relevant. NMT 
finally disappeared from the landscape earlier 
this year and it’s actually these low frequency 
bands, such as 450MHz, once popular in 
many parts of Northern and Eastern Europe 
for analogue telecoms services, where the 

organisation is now heavily pushing its 
technology for spectrum– and capacity-poor 
mobile carriers.

It is well documented that one of the big-
gest problems facing an operator today is 
spectrum availability. So when the world’s 
last NMT network was switched off, in 
Poland, in June of this year, local licensee 
Orange found itself with a swathe of unused 
spectrum and a golden opportunity to offer 
something its rivals couldn’t.

The operator swapped out NMT equipment 
for CDMA450 and, exploiting the frequency’s 
natural efficiencies, was able to get a 12x 
increase in coverage versus 1800MHz or 
2100MHz. Poland is a country with a popula-
tion of around 40 million and around 40 per 
cent of those live in rural areas. As the only 

operator with a 450MHz licence, Orange has 
the monopoly, and while EDGE covers 99 per 
cent of the territory, WCDMA deployments 
are only focused on major urban areas. Less 
cells meant that the carrier was able to deliver 
‘wireless broadband’ to 90 per cent of the 
Polish geography, with CDMA450 users now 
delivering an ARPU of around $18 per month.

It is the relatively low ARPU of the rural 
regions as well as the challenging territory 
for network buildouts that make the 450MHz 
spectrum so well suited to this application. 
As Piotr Stepniewicz, manager of strategic 
projects for Orange Poland puts it, there is 
simply no incentive for any of the local car-
riers to invest in LTE or even 3G outside of 
dense urban areas, even if they were to col-
laborate. “10MHz of LTE spectrum delivers 

A new lease of life
As many of the world’s operators contend with the capacity 
crunch, some carriers are finding new purpose and a potential 
goldmine of use cases for legacy spectrum licenses.

By James Middleton
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the same experience to a user as 5MHz of 
CDMA spectrum, so it doesn’t make sense to 
invest,” he says. As a result, Orange is serving 
the rural Polish market alone.

Orange Poland shares certain similarities 
with Triatel’s operation in Latvia. The 100 
per cent privately-owned carrier achieved 98 
per cent geographic coverage of the 64,000 
square kilometre territory, playing home to 
two million people, with just 160 CDMA450 
basestations. 

According to Viktors Topors, technical director 
at the Latvian operator, the average CDMA450 
base station on the Triatel network offers a 
coverage radius of 46km, extending up to 100km 
off the coast. By his calculations it would be 
“impossible” for HSPA+ to provide the same 
level of coverage even with “a few thousand” 
basestations. 

Cranking the theoretical 3GPP deployment 
up to LTE would improve the coverage map by 
an order of magnitude but still not put it in the 
same ball park. Again Topors estimates that 
an LTE900 deployment would require more 
than 600 basestations to provide a similar 
level of coverage—a rollout plan that would 
no doubt struggle to find investment. 

One of the key factors pointed out by Joseph 
Lawrence, VP of marketing at the CDG, is that 
an LTE carrier needs a site deployment that is 
guaranteed to cater to around 500 people per 
basestation, in order to justify the buildout. 
“This is why there are no cellular installations 
in places like upstate New York or Vermont. 
It just doesn’t make economic sense to cover 
these areas as there are not enough people 
there. And if a carrier won’t put HSPA+ or 
CDMA2000 in these places then why would 
they put LTE there?” he said. 

Triatel can get away with between 50 to 
100 customers per base station, depending 
on location, but Topors acknowledges that 
some rural regions are slim pickings. “There 
are some areas where there is only one police 
station or a single post office in the coverage 
area of a basestation, especially in the Russian 
border areas,” he says. To this end, Triatel is 
actually considering shrinking its coverage 
area when the mandate on its 450MHz spec-
trum licence requirements expires in June of 
next year. The company could relocate some of 
the basestations it has in areas where deploy-
ment doesn’t make economic sense, and then 
perhaps coverage in some of the borderlands 
would be provided by Russian operators. 

“It’s commercially viable that we could 
shrink coverage by five to seven per cent or 

about six base stations,” Topors said, “with-
out making any difference to our subscriber 
numbers or revenues.” The economics make 
CDMA450 a niche, but attractive play for those 
that have the opportunity. 

“African operators I have spoken to, say 
they have to do business on ARPU of less than 
$5 per month, and 450 means operators can 
still be profitable on that kind of ARPU,” says 
Lawrence. “Economically, 450MHz is maybe 
three times more effective at coverage than 
900MHz and around twelve times more ef-
ficient that 1800MHz or 2100MHz cells. But 
it also helps breach the digital divide. 

“450MHz spectrum is the best solution for 
the connected world. In fact it doesn’t even 
matter what technology is used really, just that 
if you can make use of the 450MHz band you 
will be able to economically connect schools, 
businesses, communities and emergency 
services. And when you can do that with one 
basestation instead of 12 then the economics 
are dramatic. All the same services on 3G and 
4G are enabled on the 450MHz band,” he said. 

Statistics from the CDG show that there 
are 116 450MHz networks in operation today 
across 61 countries, with new deployments 
still popping up. All of these installations use 
CDMA, and 12 new CDMA450 networks were 
launched in 2011, with two more upcoming 
deployments in Georgia and Serbia. 

A quick look down the list of countries 
supporting 450MHz cellular deployments 
underlines the historical association with NMT 
in Northern and Eastern Europe, with the rest 
being soaked up by Central Asia, the Middle 
East, Africa and Latin America—emerging 
markets almost every one. 

In other parts of the world the 450MHz 
band is used for trunking systems such as 
emergency services radio installations, mili-
tary deployments, or even sits unused. Brazil, 
for example, took almost ten years to clear the 
450MHz spectrum for use as it was being used 
by the federal police, so it’s not always easy to 
make the spectrum available for reuse. In the 
US it is used for trunking services and in the 
UK for wireless microphones and broadcast 
equipment. But in much of Western Europe, 
the 450MHz band is an untapped resource 
that has not even been auctioned yet. 

The point, according to the CDG, is that 
lots of regulators don’t realise they are sit-
ting on this potential gold mine, which could 
potentially even be used for LTE deployments.

The remit of the CDG (which has renamed 
itself as the acronym and dropped all » 

According to the CDG,  
many regulators don’t 
realise they are sitting on 
this potential gold mine, 
which could potentially 
even be used for Lte 
deployments.
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reference to CDMA) now, is to educate the 
industry on the importance of 450MHz 
networks for people and machines (M2M), 
given the understanding that LTE will 
not deliver broadband coverage for whole 
regions, leaving 3G and other technologies 
to pick up the slack as demand for wireless 
service grows.

To further explore Joseph Lawrence’s 
point about technology agnosticism in the 
450MHz band, we spoke to Igor Virker, direc-
tor of business development at the CDG, who 
revealed that the group is working with LTE 
stakeholders to specify LTE for 450MHz using 
non-contiguous spectrum. Virker warned this 
will likely be an arduous process, as stand-
ards bodies like the ITU and 3GPP need to 
be involved, but nonetheless, there is strong 
interest from operators in Brazil, as well as 
the local regulator, Anatel, and Sky Link, the 
Russian CDMA450 player.

“We could be there in about five years with 
input from Brazil,” he says, “but the challenge 
for new licensees is always coverage obliga-
tions, so maybe the operators don’t want to 
wait for LTE450 to mature.” 

The vendors face a similar dilemma. While 
CDMA450 makes up a good chunk of Alcatel-
Lucent’s portfolio at present, Brahm Parasher, 
network strategy manager at the vendor says 
that vendors are understandably reluctant 
to develop a solution without a standard in 
place, as they don’t want customers to be left 
with a proprietary offering. 

In the meantime, CDMA is really the only 
solution for the 450MHz band, and with 
only 34 EV-DO Rev. A commercial networks 
and four EV-DO Rev. B commercial networks 
in play, there is plenty of headroom in the 
technology roadmap. 

“Because it’s at the bottom of frequency 
pile, 450MHz offers the greatest range and 
covers the most distance. It means less cell 
sites and less backhaul and it also has good 
building penetration, making it a great choice 
for talking to smart meters in homes,” says 
Joseph Lawrence.

“It was licensing conditions that forced 
CDMA 450 into being the defacto standard 
globally for fixed wireless because of tough 
competition from GSM. The country of Geor-
gia, which has three CDMA450 operators, has 
50 per cent of its broadband subscribers on 
fixed wireless, and achieved that in just a 
few years. Then with Orange in Poland, once 
you leave the metro areas you are into CDMA 
coverage because as soon as you go out of 

urban areas the economic model becomes 
weaker,” says Lawrence. “You will never see 
a single technology used all over the world 
comprehensively.” 

As both Orange Poland and Triatel Latvia 
attest, fixed wireless offers a great opportu-
nity mainly due to a sheer lack of competi-
tion. Orange’s Stepniewicz says that many 
suburban new builds in the country have 
no fixed line access, so the operator offers 
a variety of consumer end point devices 
from nomadic routers to multi-mode don-
gles supporting WCDMA, GSM and CDMA 
in one unit. 

In Latvia, there is a government sponsored 
project to close the Digital Divide by taking 
fibre out to 169 points of presence in the 
country and then letting local entrepreneurs 
extend those connections out to villages and 
other remote areas. Of course Triatel is there 
already with a wireless offering that delivers 
pretty good in building coverage, something 
that drives down the attractiveness of the 
state’s ‘middle mile’ project.

The other thing about rural and developing 
regions is that user expectations tend to be 
quite low. The majority of ex-NMT customers 
were either fishermen or farmers using the 
devices for work purposes, and the newer 
CDMA450 deployments are catering to much 
the same demographics from Poland to Indon-
sia. Operators like Orange say their user base 
is happy with the experience, with Alexsander 
Jakubczak, wireless access division director, 
Orange Poland, claiming that users can’t see 
any difference with most apps, “except maybe 
with video streaming.”

In Poland, Orange only guarantees down-
link speeds of 1Mbps, but while testing in 
a rural, woodland area, MCI got an average 
throughput of 3.6Mbps and streamed high 
definition video with little buffering. 

Orange’s CDMA450 network has so far been 
upgraded to Revision B Phase One only, which 
was a software upgrade to the network. A 
second phase hardware upgrade is planned 
over the next year, where the network cards 

are swapped out in the base stations, pumping 
the network downlink peaks up to 14.7Mbps.

Jakubczak said that Revision B Phase 2 
would increase throughput and improve 
network QoS, with the carrier offering pack-
ages supporting 45Mbps peaks for HSPA+ in 
urban areas and 1-2Mbps for EV-DO Rev. A 
in rural areas. With Rev. B Phase 2 this will 
jump to about 9.6Mbps in the rural regions. 
“But considering the alternatives, our us-
ers don’t have very high expectations,” he 
says. “So there is still scope for much of the 
countryside.”

All Orange Poland’s SIMs are multi stand-
ard by default, allowing access to all networks, 
regardless of device or terminal. Users have 
to switch network manually, but the only 
real issue is finding a supply of attractive 
devices that actually support both CDMA450 
and HSPA+. 

In Latvia, Triatel is competing against mar-
ket incumbent LMT which has a licence for 
2100MHz as well as DSL operators offering 
up to 10Mbps links. But Topors believes his 
company is competitive with average down-
link speeds of 5-7Mbps with Rev. B Phase 2 
and peaks of 14.7Mbps, while upload speeds 
average at 2-3Mbps and peak at 5.4Mbps. 
The company is also targeting a mid-price 
point compared with fixed line, selling its 
fixed wireless service for Lat19 or around 
€25 per month. From next year the company 
will also start an education programme to 
push capped offers based on usage bundles 
as Topors believes most people don’t need 
unlimited data. 

The defining factor among these markets 
is that there are clearly some areas that 
don’t have fixed broadband because it’s not 
economical to deploy—some don’t even have 
narrowband, because the demand simply 
isn’t there. But what the CDG argues is that 
regulators don’t realise the potential of the 
spectrum they are sitting on. It comes down to 
an education issue, Joseph Lawrence believes. 
And while the potential of that spectrum is 
somewhat limited by technology at present, 
this may not always be the case. 

“CDMA is the only technology working in 
the 450MHz band today but we are work-
ing with stakeholders to develop specs for 
LTE. Spectrum aggregation can allow you to 
expand bandwith with non contiguous spec-
trum,” he says. And bear in mind that CDMA 
2000 operators are actually responsible for 
much of LTE’s initial growth, especially those 
based in the US. n

What the CDG argues is that 
regulators don’t realise the 
potential of the spectrum 

they are sitting on. It comes 
down to an education issue

24-26_MCI178.indd   26 06/12/2012   15:49



Untitled-2   1 04/12/2012   14:34



28 Mobile Communications International | First for news, best for business

the informer

time for a tidy up
it’s the end of another year and what better time than this to de-clutter. So 
says nokia Siemens networks as it continues to jettison non-core assets. 

“Darling, can we please get rid of 
this BSS unit? You never use it and 
it’s covered in cat hair.”

“My mum gave me that!”
“Yes, darling, but we both know you’re never 

going to take it up seriously.”
“But it’s got 1,200 employees! Look at their 

little faces!”
“They’ll be ok, someone else will look after 

them.”
“Well if that’s going then we’re getting rid of 

your optical networks business too!”
Nokia Siemens has now divested seven of 

its non-core units (although the optical 
business had not previously been identified 
as such) since this time last year, as part 
of its restructuring plan. There are three 
more to go, the firm’s VoIP business and 
it’s Narrowband and Carrier Ethernet 
units. These businesses are apparently in 
“maintenance mode”. 

NSN is betting the farm on specialisation 
in networks; the exact opposite of 
Ericsson’s strategy to build strength in 
breadth. Whether the firm’s self-styling as 
a “mobile broadband specialist” makes a 
more convincing story than Ericsson’s one-
stop shop remains to be seen; but NSN’s 
competitors would doubtless take umbrage 
at the implication that diversity leads to 
mediocrity. All of this divestment is quite 
possibly a bid to make the firm a more 
attractive acquisition target, of course. Because 
the parents aren’t exactly living the high life at 
the moment. 

Nokia took the non-core assets argument to a 
new level in early December by embarking on an 
HQaaS strategy. The firm announced the sale of 
its Espoo headquarters to a real estate outfit this 
week as part of a deal that will see it lease the 
site back. It may make financial sense for now 
but how must it feel to have to flog your home 
to an estate agent and then pay them so you can 
carry on living there? Sad times. 

“When good opportunities arise we are 
willing to exit these types of non-core assets,” 
said Timo Ihamuotila, Nokia’s CFO. The 
Informer’s chum and ITM analyst Malik Saadi 
had some words of encouragement to offer: 
“The situation is getting critical. Nokia cannot 
afford another bad quarter, it’s now playing 
for its survival over the next two quarters,” he 

said. “I don’t think investors will afford Nokia 
another bad quarter and Q4 is going to be very 
tough, the competition is very intense.” Sorry, 
did the Informer say ‘encouragement’? He 
meant ‘doom’.

Can you imagine the awkward moment when 
Nokia’s new landlord has to turn the firm out 
onto the street so a Chinese family can move in? 
A Chinese family with a $20bn credit line from 
the state bank? This, of course, is the alternative 
to asset stripping and selling your shoes. What 
you do is, you go to the bank and ask for twenty 
billion dollars. ZTE is hoping that it will work. 

According to Hou Weigui, the firm’s chairman, 
ZTE will use this financial support to “grasp 
the opportunities in the markets for 4G, fixed 
broadband, enterprise networks and terminals, 
consolidate our advantages and migrate to the 
higher value solutions, as we aim to achieve a 
global top-3 position before 2015.” Condense 
all this and you get the posh girl’s catchphrase: 
“Daddy pays!” 

But casting itself as the Veruca Salt of the 
telecoms industry might not help ZTE, according 
to Matt Walker, an infrastructure sector analyst 
at Ovum. “Accepting this support will make it 
harder for ZTE to further penetrate western 
European and North American markets, where 
policymakers are concerned about unfair 
competition from Chinese suppliers,” Walker 
warned. “This news will not go unnoticed by 
ZTE’s opponents, both those in the marketplace 
and the political sphere.” D’oh. n

Join the debate
A round-up of recent reader comments from 
the industry leading website Telecoms.com. 
Get involved in the discussion at  
www.telecoms.com/join-the-debate/

The revelation that Apple is vetting 
operators LTE networks for the iPhone5 
has raised much debate in the industry. 
Here are some of the comments from our 
story on p3.

The way people are talking, you’d think 
that either we are fated to be stuck with 
a scenario in which the carriers bully 
us and the handset manufacturers, or 
we’re stuck with a scenario in which the 
handset manufacturers get to bully us 
and the carriers. These aren’t the only 
two options. How about we divorce the 
sale of handsets from wireless network 
subscriptions entirely?
Nathan Anderson

I’ve been trying to contact Apple to find the 
right person who deals with mobile carriers, 
but no luck. We have the network, we have 
a reasonable subscriber base, and we 
are eager to provide our customers using 
iPhone5 the best experience using our fast 
and reliable high speed internet access.
Babilon

Why would I buy Apple’s 3G to use for the 
next two years when I can get a Samsung 
with LTE today? We’ve come a long way 
from the AT&T-only days. Apple, get over 
yourself!
Jackie

I think it’s important to remember that 
Apple doesn’t only sell products, they sell 
you an entire “user experience” for lack 
of a better term. Everything about Apple’s 
products are about the look and feel and 
how it just works. I see this as just another 
way of Apple protecting or ensuring a 
positive user experience. If only other 
vendors and wireless providers cared half 
as much for their customers.
Joel
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