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MTN describes LTE challenges

The “little guys” can  
make all the difference

The arrival of LTE comes with 
promises of simplified network 
architecture, low cost of service 
per MB, higher throughput and 
lower latency as well as higher 
spectral efficiency. But deploy-
ing LTE services in Africa is 
not without major challenges, 
as MTN South Africa’s CTO 
Kanagaratnam Lambotharan 
outlined on Day 1 at AfricaCom.

He explained that one of the 
major challenges that the operator 
faced when rolling out LTE servic-
es was the availability of the right 

spectrum. Lambotharan said that 
the 2.6GHz bands and 800MHz 
bands were most suitable for de-
ploying LTE services. However, it 
is currently unclear when 2.6GHz 
spectrum will be made available 
in South Africa, while 800MHz is 
currently being used for terrestrial 
television services; the wholesale 
switchover to digital could take 
three to five years.

In the meantime, MTN decided 
that the only viable option would 
be to refarm its existing spectrum 
to deploy LTE sooner rather than 

later. However, not only are there 
challenges in ensuring that the net-
work is future proof when 2.6GHz 
and 800MHz spectrum becomes 
available, it would also only be vi-
able in areas of the country where 
2x10MHz blocks could be re-
farmed; areas where only 2x5MHz 
spectrum blocks are available 
could only deliver services that are 
not as fast as HSPA+ 3G.

Another challenge facing MTN 
was where and how to market 
LTE services. In certain pockets 
of South Africa, there would be 

no demand for the services, as 
not enough of the population 
would be able to afford them. In 
these areas, it is not worth offer-
ing LTE as there would be little 
return on investment. This is also 
why Lambotharan said that it 
would be many a year before the 
operator switched off its 2G net-
work. While the quality of service 
for LTE benefits from shutting 
down 2G in networks, the opera-
tor still ships large quantities of 
2G handsets in less affluent parts 
of the country. 

Nigeria bans 
operator 
promotions
Nigeria’s Communications 
Commission (NCC) has banned 
all promotions offered by the 
nation’s mobile operators as 
well as lotteries being carried 
out on their networks.

The Commission said that 
in recent times it has been in-
undated with complaints from 
consumers about the sheer 
scale of the promotions that 
are being targeted at them.

It found that the promo-
tions which offered users an 
increased number of voice 
minutes to use, within a limited 
period of time, resulted in cre-
ating congestion for all users 
on the networks. Subscribers 
flocked in their attempts to use 
up the available minutes within 
the stipulated time.

The Commission also 
blamed the promotions for 
causing termination of calls to 
become increasingly difficult 
from one network to another.

“The overall consumer 
experience on networks has 
become very poor making it 
very difficult for subscribers to 
make calls successfully,” said 
Tony Ojobo, director of public 
affairs at the NCC. 
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Telecoms is just a means to an 
end and the industry really needs 
to start focusing on the means if it 
wants to get the end outcome cor-
rect. This is the advice from Alan 
Knott-Craig, an industry veteran 
and keynote speaker at yesterday’s 
opening address. 

Earlier this year, Knott-Craig 
came out of retirement after 
heading up Vodacom South 
Africa to take control of third 
placed operator Cell C, and use 
his knowledge of “working with 
the big guys” to make “the little 
guys” successful. 

He is largely regarded as the 
father of cellular in Africa, and 
the architect of a multi billion 
rand industry, acknowledged 
last night when he was given 
the industry personality of the 
year award at the fifth annual 
AfricaCom Awards (page 6).

Peppered with anecdotes 
from his career over the last 42 
years, Knott-Craig delivered an 
historical comparison of telecoms 

services then and now. From a 
time when less than four million 
fixed line customers were carrying 
70 per cent of Africa’s traffic and a 
mobile handset cost Rand15,000; 
to  2012, where South Africa has 
88.9 per cent mobile penetration 
and affordable handsets.

“And yet the cost to communi-
cate remains high,” he said. “We’ve 
built an incredible industry but 
we’ve missed the boat. It’s too 
expensive for a developing country, 
where much of the population is 

poor, to communicate. And you 
can’t look to big operators to give 
you a solution to this, as that would 
be working against their sharehold-
ers. So you don’t go to the big guys 
like Vodacom, you go to the small 
guys like Cell C instead.”

Using his experience to shake 
up the local market, Knott-Craig 
lambasted “interfering” govern-
ments for allowing incumbents to 
keep the price of communications 
high, even while acknowledging 
that he himself benefited from the 
situation in the past. 

According to the Cell C man, 
who is now fighting for market 
share against Vodacom, MTN, 
and Telkom’s 8ta, asymmetry in 
the market’s interconnect rates 
are slanted 400 per cent in favour 
of the incumbent, so calls con-
nected by Telkom would earn the 
carrier 4 cents, while calls con-
nected by its rivals would earn 
them just 1 cent.

“This is why we’re not getting 
costs down,” he said. “Govern-

ment’s introduce third and fourth 
carriers to bring the prices down 
through competition, but they 
don’t bring the price down or 
have much impact at all. The 
problem is that termination rates 
comprise 50 per cent of the cost 
of any off net call.”

As a result, the significance of 
off net traffic is disproportionably 
greater for challengers than in-
cumbents, the solution to which is 
to significantly further MTR cuts 
in order to lower the cost base 
and encourage more operator to 
operator traffic.

Knott-Craig also believes that 
consolidation down to three whole-
sale operators in the market would 
help “rationalise” infrastructure 
development and help make “the 
incredible technology we have avail-
able” more affordable to use.

“Infrastructure competition is 
dead. Competition should happen 
at the retail level,” he said. “Dif-
ferentiation will be first by service 
and second by price.” 

Alan Knott-Craig
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MOBILE operator Orange 
Niger has completed the fi rst 
phase of its mobile connec-
tivity deployments in remote 
regions of Niger to commu-
nities previously underserved 
by any form of telecommuni-
cations services.

The network rollout, which 
uses technology supplied by 
Altobridge, is entirely driven 
by sustainable energy sourc-
es. The operator said that 
the deployment has already 
demonstrated the signifi cant 
benefi ts of rural connec-
tivity through the delivery 
of mobile health services, 
improved mechanisms for 
money transfer and signifi -
cantly higher levels of trade 
within the newly connected 
communities.

So far, over 50 off-grid vil-
lage communities have been 
connected across Niger, 
allowing an average of 1,200 
people in each village to 
benefi t from mobile tel-
ecoms services for the fi rst 
time. In such remote areas, 
network connection was 
previously limited due to the 
impracticality of terrestrial 

backhaul, the cost of fuel 
transportation and the high 
costs of deploying traditional 
tower structures.

Connectivity to the Orange 
network in each village is 
provided via solar-powered 
radio base stations, each 
with advanced satellite 
backhaul optimisation tech-
nology built-in.

“What Orange Niger has 
achieved shows just what 
can be accomplished by 
combining advanced com-
munications technology with 
green-energy to deliver af-
fordable mobile connectivity 
to some of the world’s most 
remote communities,” said 
Marc Ricau, country director 
for Orange’s Africa and Mid-
dle East division.

“Mobile communications 
brings services and growth 
to these communities who 
previously had no other 
option but to travel huge 
distances to simply make a 
phone call. Using renewa-
ble, low-cost energy sources 
to address this issue is a 
key part of our corporate 
environmental policy”. 

Orange connects 
villagers in Niger

Cloud service providers 
need to think small

African operators must step 
up entrepreneurial support

THE African enterprise space may 
be in the nascent stages of devel-
opment, but its time has certainly 
come. A new stream, Enterprise 
ICT Africa, made its appearance 
at AfricaCom this year, putting a 
strong focus on the opportunities 
for cloud services in the region. 

As many of the industry’s 
thought leaders have advised, 
Africa is in a good position to 
generate opportunities where 
other more developed regions 
have failed. On the opening day 
Camille Mendler, principal analyst 
and head of enterprise verticals at 
Informa Telecoms & Media, called 
for new segmentation methods 
for the market in order to capital-
ise on contextual opportunities. 
In this case, Mendler believes 
there is a signifi cant opportunity 
for 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, 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 fi ts 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 busi-
ness models. So a plain vanilla 
offering for enterprises of all sizes 
is not good enough.”

In an emerging, as in a devel-
oped, economy, micro and small 
businesses are the biggest de-
nominator. These users may not 
be in an offi ce, because their offi ce 
is their mobile device, and so they 
need to be targeted with specifi c 
services for those on the move.

Most cloud-based as-a-service 
offerings are targeted at white 

collar workers in an offi ce 
environment, but tailored solu-
tions 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 
places like Africa. They might not 
be paying taxes to the government 
but they may still buy services 
from you,” Mendler told the audi-
ence. “These players will contrib-
ute more to the growth of the 
economy than large enterprises 
will in Africa.” 

OPERATORS in the region are 
not capitalising on an opportunity 
to foster entrepreneurial skills 
and provide opportunities to 
young people, according to Anne 
Shongwe, founder and CEO at ed-
ucational games developer Afroes. 
Speaking at the Entrepreneurial 
Incubator Hub at AfricaCom, she 
said that convincing mobile opera-
tors to support her business has 
proven to be challenging.

Afroes creates uniquely African 
mobile applications and tools for 
social development agencies and 
corporate enterprises addressing 
issues such as gender equality, 
child abuse and sustainability. 
The fi rm has seen success with 
games such as ChampChase, 
aimed to raise awareness about 
child abuse. The game sets the 
user a series of missions to locate 

and rescue children across South 
Africa using child protection 
resources such as the Childline 
number. It has already generated 
over 5,000 downloads and since 
its launch, the average number of 
calls to the childline number has 
risen 32 per cent.

However, despite seeing such 
success Shongwe feels that mobile 
operators have been risk averse in 
supporting such start up projects, 
when they could play a key part in 
their success.

“We have had a lot of support 
from Nokia, and now Blackberry 
too; we are having very interesting 
discussions with them, but with 
mobile operators, it has been a 
struggle,” she said.

“We are now beginning to 
receive some support from Safa-
riCom, but in general, with the 

operators it has been diffi cult.”
In her talk, entitled “Turning 

an idea into a business”, Shongwe 
outlined the fi rm’s business model 
and explained how it puts opera-
tors at the heart of the transac-
tion process. One of the payment 
methods for playing the game is 
by using premium SMS, another 
is a mobile payment subscrip-
tion service and although Afroes 
has experimented with adver-
tisement-funded free gameplay, 
it soon realised that this is not a 
feasible model as consumers in 
the region do not click on ads.

“By building operator rela-
tionships, we can create quality 
interactive content. Operators are 
important to businesses as they 
build the lines of communications, 
and they can help build entrepre-
neurial skills in Africa.” 

MOZAMBIQUE’S second 
largest mobile opera-
tor Vodacom has decided 
to implement a customer 
care solution from network 
monitoring solutions pro-
vider Astellia. The VIP Care 
CEM solution is intended to 
improve customer satisfac-
tion and customer loyalty, 
particularly among high 
value subscribers. 

The operator, which is 
majority owned by Vodafone, 

said that it implemented the 
solution in order to build 
trust and loyalty among its 
customers. Vodacom will be 
able to monitor the qual-
ity of experience of their 
subscribers, from a single 
subscriber up to a group of 
users. It added that VIP Care 
also helps Vodacom defi ne 
and monitor Service Level 
Agreements (SLA) with their 
customers based on key 
quality indicators. 

Vodafone Mozambique 
gets customer care solution
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Somaliland gets fibre  
through the air connectivity
In a bid to provide high speed 
broadband access to a million 
people in the regional market of 
Somaliland, Somcable has struck 
a deal worth over $3m to offer 
high speed access to subscrib-
ers, using fibre-through-the-air 
(FTTA) technology.

Somcable, traditionally a 
wholesale backbone operator 
deploying fibre across Africa, has 
moved into the market of provid-
ing network access to consumers 
as a result of the deal. The firm is 
using a multi-gigabit wireless so-
lutions provider Bluwan’s FTTA 
technology for the last mile of 
connectivity, providing down-
load speeds of up to 100Mbps. 
It is using LTE technology to 
provide upload speeds of up to 
20Mbps.

“Previously in Somaliland, 
internet speeds were very slow. 
Most people in the country could 
only use the internet during the 
daytime, quite often at peak times 
the whole system would just shut 

down,” explained Michael Cothill, 
Somcable CEO. 

“There was around 400Mbps 
throughput and providing this 
to a sizeable population was a 
challenge; the average person was 
experiencing speeds of around 
64Kbps.”

To provide broadband services 
to the market, fibre-optic cables 
are laid from the Northern re-
gion of Africa to nearby Djibouti. 
Deploying fibre-to-the-home 
(FTTH) access to customers in 
Somaliland from there presented 
a real struggle, as roads in the re-
gion are not constructed in a way 
that allows infrastructure provid-
ers to deploy a full fibre grid. 
Therefore Somcable had to look 
at an alternative technology to 
provide access speeds that made 
the most of fibre technology.

The Bluwan FTTA Access solu-
tion uses line of sight technology 
in the 12GHz spectrum. It is com-
prised of small outdoor antennas 
that receive wireless broadband 

transmissions from a central 
transmission hub. The solution 
will be delivered and integrated 
by Globecomm Systems, a global 
provider of managed network 
communication solutions.

The solution beams micro-
waves from the transmission hub 
wirelessly to antennae on the 
rooftops of premises, and then 
uses a cable connection from the 
antenna into the home through a 
Bluwan box. The Bluwan box de-
livers wifi and LAN connectivity 
within the home and also carries 
and native satellite TV signals, 
which can also be redirected to a 
satellite TV set top box

Each transmission hub is able 
to provide up to 8Gbps through-
put in a 360-degree 5km radius, 
delivering average constant 
speeds of 2Mbps, peaking at 
speeds of 100Mbps to thousands 
of consumers. This allows con-
sumers to experience advanced 
broadband applications such as 
HDTV. Business users will also 

benefit from the broadband ser-
vices by being able to work from 
home, use cloud applications, 
and exploit ecommerce and 
video conferencing opportuni-
ties, Somcable said.

 “We have set a target to provide 
one million subscribers with ac-
cess to high-speed broadband by 
2015, to help move Somaliland 
into the knowledge-based econ-
omy,” said Cothill. “The lack of 

high-capacity backbone networks 
in the Horn of Africa means that 
wireless technologies are an im-
portant part of our strategy.”

The delivery of next generation 
broadband in Somaliland will 
mean that the market surpasses 
many other countries and re-
gions in Africa and many places 
in the world, added Shayan 
Sanyal, chief commercial officer 
at Bluwan. 
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The brightest innovators in the 
industry were recognised for their 
efforts at the fifth AfricaCom 
awards dinner last night. The event 
packed out the Waterfront Look-
out as top South African comedian 
Nik Rabinowitz entertained the 
audience with hilarious insight.

Year on year the awards seek to 
recognise excellence and reward 
those responsible for making waves 
and changing lives in the region. 
In line with the stellar growth of 
this emerging market the awards 
have been expanded to reflect the 
developing ecosystem.

It was a night of fun and 
entertainment, continuing into 
the small hours at the awards 
after-party, but there is also 
a serious side to the event. 
Mothers2Mothers is the official 
charity of the awards this year—
an organisation with a mission 
to help eradicate mother-to-child 
transmission of HIV. The ap-
proach is simple and effective: to 
employ and train mothers living 
with HIV to work alongside doc-
tors and nurses, bringing critical 
information and support to preg-
nant women and new mothers 
living with the disease.

Demonstrating the evolution 
of the network, the award for best 
network improvement went to 
helios Towers Africa, recognis-
ing an eye-catching, successful 
initiative that has significantly 
improved a network in Africa. 
To date, HTA has invested $40m 
across its tower sites which, prior 
to this investment, consumed 27 
million litres of diesel and emitted 
over 70 million kg of CO2 pa. A 
hybrid power system not only 
reduces the hours generators run, 
but also decreases diesel con-
sumption by approximately 400 
litres per month per site.

There was creativity from 
Orange too, which picked up the 
award for most innovative service. 
This prize recognises a popular 
new offering which, from concep-
tion to execution, has been an in-
novation. In this case it was Deezer, 
a leading music on demand service 
with over 23 million users and 
1.5 million premium subscrib-
ers worldwide.  It was launched 
in Mauritius in May and in Ivory 
Coast in June. 

The best quality user experience 
award went to Sicap, recognising a 
successful initiative in Africa that’s 
offered a superior quality of user 
experience in the past year. The 
Mobile Money ATM – designed 
and developed by Sicap and lead-
ing ATM manufacturer Wincor 
Nixdorf, is an ATM specifically 
engineered to connect to mobile 
money systems and provide bank-
grade ATM quality at a fraction of 
the price.

The best cost efficiency initiative 
award was picked up by Chinese 
vendor ZTe, for its  solar solu-
tion for Airtel, which has enabled 
greater cost-efficiency in the 
provision of telecoms, media and 
ICT services in Africa. As expected, 
all Solar-DG hybrid sites have run 
smoothly and reduced opex, so 
from the ROI point of view, solar 
energy proves to be the ideal way 
to balance capex and opex with 
savings of 64 per cent on fuel costs 
and 54 per cent on maintenance 
costs compared to the traditional 
Dual-DG solution.

Viettel’s Movitel rural network 
scooped a prize, recognising an 
exceptional solution which has 
extended and improved telecom-
munications services in rural and 
under-served Mozambique. The 
parties invested in a network, 
service support and a number of 
social programs to enable rural 
Mozambicans to have access to tel-
ecom services, as part of improving 
their overall lives and becoming 
future Movitel customers.

The best backhaul solution for 
Africa went to Comtech eF Data, 
which provided Airtel with a satel-
lite backhaul strategy to cover rural 
areas of 11 African countries.

Orange was awarded a social 
venture prize for projects combin-
ing entrepreneurship and social 
implication. Vivus Limited won 
the honour, for an Ivory Coast 
implementation that tackled the 

problem of up to 20 per cent of 
food produce rotting as unsold in 
African cities.  Vivus is a mobile-
based sales system that enables 
street vendors to “crowd-purchase” 
food staples. It works by sending 
a daily “deal of the day” SMS to 
registered street vendors, offering 
staples at discounted wholesale 
prices. They then confirm their 
order by making a call. 

An inspiring and effective 
marketing campaign can achieve 
great results and the award for best 
marketing campaign was won by 
Prezence Digital for its  #Man-
delastory initiative. For Nelson 
Mandela’s 94th birthday, the Nelson 
Mandela Centre of Memory set out 
to create a tribute video using the 
essence of social media tools and 
platforms to help tell the story of 
Nelson Mandela and drive discus-
sions around a thought provoking 
question: ‘Would Nelson Mandela 
have spent 27 years in captivity if he 
had access to the same technology, 
social media tools and platforms as 
we do today?’

In line with that award, recog-
nition for the best smartphone 
device went to Etisalat Misr for a 
smart device that was launched 
in the Egyptian market as the 
first of its kind – a smartphone 
offered by and branded by an op-
erator. This is considered a bold 
marketing move to be taken in 
Egypt, especially with the current 
political events taking place since 
the 25 January revolution, as well 
as the economic implications 
from this period.

The Etisalat Nigeria Prize for 
Innovation seeks to promote the 
utilisation of mobile broadband 
in Africa, aimed at encouraging 
and celebrating valuable in-
novation in the African market. 
Mobile Maths Practice scooped a 
first prize of $25,000 for the most 
innovative product or service 
launched in the last 12 months 
and a second prize of $10,000 
went to TVPLUS.

The best pan African initia-
tive recognises an initiative taken 
by an organisation to improve 
telecommunications services at a 
regional or continental level and 
went to WIOCC for its seamless, 
high-capacity international con-
nectivity ring around Africa.

Bozza, a mobile application fo-
cused on quality local and hyper 
local African content scored the  

prize for mobile data and social 
media, highlighting mobile data, 
apps and online communities as 
the next growth areas in Africa’s 
mobile industry.

Following that, the best smart 
phone app recognises the next 
African ‘Angry Birds’, or interac-
tive smartphone application 
which show the most innova-
tion in engaging the content 
hungry consumer and went to 
Prezence Digital. The poster-
rich Ster-Kinekor mobile app 
was specifically designed for big 
screen movie fans, created by a 
team of movie fans and features 
interactive seating plans and 
quick toggling between Ster-
Kinekor and Nouveau cinemas. 
High-quality trailers can be 
viewed within the app. 

The best feature phone app on 
the other hand was picked up by 
biNu an app platform that runs 
on a wide range of mass market 
mobile phones, providing super-
fast and affordable access to web 
based apps and popular internet 
services.

The changing lives award 
recognises an inspiring initiative 
that has significantly impacted 
African telecommunications in 
the community and contributed 
to economic and social devel-
opment and was delivered to 
Safaricom for its Daktari initia-
tive. Daktari-1525 is a partnership 
with Call-a-doc, a company that 
manages medical practitioners, 
quality assurance and patient 
confidentiality.

Last but not least, industry per-
sonality of the year went to keynote 
speaker and conference opener 
Alan Knott-Craig, CEO of Cell C.

Knott-Craig is a true vet-
eran having worked in the ICT 
Industry for the last 42 years. By 
way of describing his impact, in 
a spontaneous tribute, the entire 
audience listening to Vodacom’s 
annual financial results in June 
2008, when he was CEO of 
the operator, rose to its feet to 
acknowledge the man regarded 
as the father of cellular in Africa, 
and the architect of a multibil-
lion rand industry. 

Rewarding and recognising 
the region’s greats

Mothers2Mothers is the official charity of the Awards

Nik Rabinowitz

Is Ster-kinekor the next Angry Birds?
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informa report

The Informa Telecoms & Media Af-
rica Industry Outlook Survey was 
conducted online in August and 
September 2012. The Industry 

Survey is intended to gauge perceptions of 
the outlook for the industry in 2013 and 
beyond and the potential for new revenue 
opportunities. 

Approximately 200 respondents from a 
wide range of companies completed many 
of the questions. About 70 per cent of the 
respondents are based in Africa; with the 30 
per cent of respondents from other regions 
showing the extent of interest in Africa as 
an investment opportunity. Within Africa, 
over three-quarters of respondents were 
based either in southern or west Africa. It 
should come as little surprise that South 
Africa was the best represented market, fol-
lowed by Nigeria with Ghana also figuring.

Scope of The Survey
The African telecoms market has reached 
a new phase of maturation. Changes in 

technology, evolving consumer demands 
and the growing intensity of competition 
all necessitate a shift to new CSP business 
models and more sophisticated customer 
segmentation. The danger is real: If com-
munications service providers (CSPs) do 
not evolve, they run the risk of failing to 
capture revenue from the fresh opportu-
nities that exist from cloud computing, 
machine-to-machine (M2M) applications 
and the connection of enterprise and 
vertical markets. In vertical sectors such as 
healthcare, utilities and the public sector, 
CSPs can provide solutions to enterprises 
and consumers that increase process ef-
ficiency and reduce transactional costs.

The transformation that is required by 
CSPs to capture new business opportuni-
ties means that they must build on their 
existing capabilities and combine those 
with a new strategy to unlock new revenue. 
In order to do this, CSPs need to under-
stand their customers better, and offer them 
services that match their individual needs 

and preferences, rather than trying to 
supply the masses with one-size-fits-all 
infrastructure products. While design-
ing new business models, the CSP 
must deploy networks with capabilities 
such as mobility, messaging, location, 
presence, profile and call-control, and 
combine these with internet-style ser-
vices such as social networking, search, 
advertising, direct marketing and 
mapping, thereby enabling richer, more 
compelling and more personalised 
services than the pure-play internet 
players can offer.

In order to test some of these 
thoughts with the market, this survey 
seeks to assess where the industry sees 
potential growth from Africa. 

New reveNue  
opporTuNiTieS
When asked to rank the importance 
of a number of themes in terms of 
revenue-generation potential in the 
short and long term, mobile broad-
band is seen as the biggest opportu-
nity. Service innovation, customer 
loyalty and network transformation 
are also important areas for CSPs. 

It is a sign that the operator commu-

nity understands the need to transform its 
business in terms of technology, segmen-
tation and business models. Good news 
indeed for the vendor community, and 
especially the increasingly crowded opera-
tions and business-support-service market. 

It is interesting to note that LTE, the 
enterprise market and cloud services are 
all seen as longer-term priorities (see fig. 
3). While Africa’s communications market 
still remains mainly consumer-facing, we 
expect to see enterprise revenues become 
increasingly important to the business 

strategies of CSPs. Enterprise mobility will 
play an important part in the future strat-
egies aimed especially at the SME market; 
in the case of the region’s more developed 
markets, the enterprise has already become 
a key target segment.

LTe: fiNdiNg The  
buSiNeSS caSe
According to respondents, 2013 will be 
an important year for LTE launches with 
nearly half answering that LTE will be 
launched before the end of next year. 
Interestingly, the number of respondents 
to this question was relatively low and 
it is possible that those not answering 
this question did not have a clear view 
on launch dates, which would suggest 

slightly less optimism towards LTE roll-
out than suggested. 

There is guarded support for the business 
case for LTE in Africa. Although only four 
out of ten agree that there is a strong busi-
ness case for LTE at the moment, two-thirds 
see a role for LTE as the technology matures 
and the demand for data continues to grow.  

But simply looking at the accounting 
costs of a network deployment scenario is 
not enough: Any investment in LTE needs 
to analyse the cost of losing an opportu-
nity by not being able to meet customers’ 

demands for bandwidth and service qual-
ity. The potential to optimise overall net-
work economics is inherent in 4G because 
of its all-IP architecture, spectral efficiency 
and bandwidth flexibility. The business 
case for LTE will become loud and clear if 
CSPs can improve management of their 
data traffic, locate new revenue streams 
and architect a more open environment 
for OTT applications.

SaTeLLiTe: SoLviNg The backhauL 
chaLLeNge?
Although the findings indicate that satel-
lite is not seen as a big revenue opportu-
nity by respondents, there is recognition 
– according to 63 per cent of them – that 
satellite is and will continue, in the short » 
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term at least, to be important for access to 
rural markets. 

Backhaul is the single biggest infrastruc-
ture challenge posed to operators trying to 
expand into rural areas cost effectively – 
microwave, multihop microwave and sat-
ellite all have their place. While economies 
of scale and competition have brought 
equipment costs to reasonable levels, 
leasing satellite capacity is still expensive 
for operators to consider in large-scale de-
ployments. Moreover, latency for commu-
nications is in the order of 500ms which 
makes voice potentially a major challenge 
if both ends of the call are using satellite 
backhaul (latency=~1sec). Despite this 54 
per cent of respondents agree that satellite 
is and will continue to be important for 
backhaul in Africa.

Mobile broadband:  
ensuring availability for all
Broadband has a significant role to play 
across African society: It provides small 
businesses with the opportunity to 
broaden their customer base and reduce 
overheads; it can help local farmers and 
fishermen with information on weather 
forecasts, sustainable farming techniques 
or pricing; and it can be a vital link in 
smart electricity grids facilitating locally-
generated electricity – including electricity 
from renewable sources – to be integrated, 
stored and shared as demand fluctuates. 
Ubiquitous mobile broadband is a big idea 
whose time has come.

And yet, according to the respondents, 
mobile broadband services are expensive 
and the investment required to launch 
networks is a constraint to growth. 

With mobile operators, as the main 
providers of internet services in Africa, it 

is imperative that governments and regu-
lators do all they can to ensure that mobile 
broadband services are widely available 
and affordable. Devices and services are 
still expensive – sometimes prohibitively 
so – for the poorest in Africa. Terrestrial 
cabling is under-developed and mobile 
network coverage is often sparse or non-
existent in rural areas.

enterprise: don’t forget the 
blue-collar workers and sMes
It is no surprise that broadband access 
comes at the top of enterprise services 
that most respondents feel will lead to 
revenue generation. Of more interest is the 
high number of respondents highlighting 
mobility (including mobile working) as an 
important revenue generator. 

 Empowering mobilised workforces 
with unified communications is a strategic 
goal for many enterprise departments 
but operators should not forget the needs 
of blue-collar workers and SMEs. Unlike 
the white-collar worker, who is largely 
restricted to his desk, blue-collar workers 
in sectors such as oil & gas and utilities are 
becoming increasingly knowledge-centric 
and expected to produce, assess, collabo-
rate and act on business-critical informa-
tion in their day-to-day activities.

The SME segment is also important: 
Not only is it the growth engine of de-
veloping economies but these companies 
also have a heightened dependence on 
mobility and are often lacking in signifi-
cant IT expertise.

cloud: not just a cost reducer, 
but an eMpowerMent tool
Seven out of ten of the survey respondents 
highlighted business applications as the 

biggest potential cloud-service-revenue 
generator. Cloud services are not simply 
about data storage and cost savings; they 
actually support business agility, especially 
for the SMEs.

To demonstrate this support for agility, 
MTN’s Mobile Fleet Management Solution 
has been designed to meet the needs of 
South Africa’s third largest sector – logis-
tics and transport. The focus of the solu-
tion is around business process improve-
ment and provides real-time reporting and 
workflow management, both of which are 
vital to the mobilised, fast-moving nature 
of the distribution sector.

content and service innovation: 
never Mind Mobile Money, what 
about the internet? 
Mobile money tops the list of potential 
revenue-generating services in Africa 
according to the results of the survey. 
Surprisingly, three-quarters of respond-
ents point to education services as being 
an important potential revenue generator, 
just ahead of entertainment (74 per cent). 

 And yet, there is little evidence to sug-
gest that mobile operators are doing much 
to launch new education services, accord-
ing to Informa’s content and applications 
announcement tracker. Within entertain-
ment content, Informa projects 42 per 
cent revenue growth for mobile operators 
in Africa over the next five years in the 
mobile gaming downloads market, which 
is set to be worth $340m in 2016. Informa 
forecasts the most prodigious revenue 
growth (120 per cent) to come from apps 
stores, which should generate in excess of 
$230m for mobile operators in 2016. To 
put this into context, Informa projects that 
the African mobile internet market will be 
a $5.6bn business for mobile operators in 
2016 with half the continent’s subscriber 
base browsing the internet via their cel-
lular device by 2016.

However, the service category that will 
experience the greatest increase in the 
percentage of total African cellular traffic 
that it accounts for will be video, which 
will increase more than five-fold, from 
two per cent of all traffic in 2011 to 12 
per cent by 2016.

Mobile Money: opportunity for 
banking to grow but this is 
still a Money transfer Market
Mobile transfers are considered to be 

the most important revenue generators 
within the mobile money ecosystem by 84 
per cent of respondents. Informa projects 
the mobile transfer market will be worth 
$700m to operators in 2016 and that 
there will be over 200 million users across 
the region. Compared with this, mobile 
banking and remote payments will be 
relatively small markets worth some 
$80m each in 2016.

 The branchless banking proposition 
could take off rapidly with both the opera-
tor and financial services communities 
taking the opportunity to tap into the un-
banked and under-banked populations in 
Africa, but this market still represents sig-
nificant regulatory, political, educational 
and operational challenges. While mobile 
banking is likely to continue to evolve, 
we are surprised to see the optimism 
around mobile payment services. Informa 
projections suggest there are fewer than 
30 million users of local mobile payment 
services across Africa, and yet 74 per cent 
of respondents assess this as an important 
revenue generator.

low-cost devices: call for  
operators and device  
Manufacturers to reach out to 
entry Market 
The response to the survey is loud and 
clear: It is the obligation of mobile opera-
tors and device manufacturers to make 
more low-cost devices available to more 
people. Nearly half of all respondents feel 
that even the cheapest mobile devices are 
still too expensive for a substantial num-
ber of people in the region.

 The success of low-cost devices is 
partly dependent on their price. But the 
popularity of these devices also depends 
on a number of specific characteristics: 
a superior signal strength; long battery 
life; torchlight and FM radio. And, just as 
important as the features, are the extent of 
distribution networks into rural areas, and 
the availability of training for first-time 
device users. 

custoMer loyalty: price is a 
driver of churn, but attractive 
offers do not spell satisfaction 
Whereas nearly half of the survey’s 
respondents agreed that customers are 
now less loyal to their operators than they 
were last year, one in five claims there is 
more loyalty to the operator brand than 12 
months ago. This is a surprising finding, » 
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but is perhaps a sign that prepaid loyalty 
strategies are evolving from more frequent 
top-ups to providing a better segmenta-
tion of offers. 

The fact that consumers buy credit more 
often is not a sign of service provider satis-
faction and should not be seen as a loyalty 
metric. However, identifying a number of 
key consumer segments (youth, data users, 
customers topping up with regular monthly 
value, etc.) is a way to understand a market’s 
dynamics and can lead to a strategy that does 
have an impact on customer satisfaction.

Customer segmentation is not just 
important in allowing operators to set up 
relevant plans. It has a role in assessing 
customer profitability and in evaluating 
the right approach for a diverse set of 
customer segments.

However, price is the single largest 
driver of churn according to our respond-
ents and, looking at the results of the sur-
vey, one might say that customer service 
is not significant as a cause for churn. But 
one cannot isolate customer service – it 
is more than a program or scheme, and it 

needs to be part of a central strategy. The 
only way to guarantee customer satisfac-
tion is to improve all touch points during 
the customer lifecycle.

 
Network traNsformatioN: a 
route to efficieNcy, but also a 
meaNs to busiNess iNtelligeNce
While the focus of the survey is on new 
revenue opportunities, throughout all 
the results there is an under-current of 
the importance of operational efficiency. 
Efficiency is one of the main factors 
behind the drive to increase customer 
satisfaction and reduce churn, and to 
launch LTE networks. Nowhere is the 
drive for operational efficiency more 
clear than when our respondents are 
asked to comment on the justification 
for network transformation: Eight out of 
ten regards operational efficiency as an 
important driver.

Given our view of existing network 
architecture and its overall inflexibility 
in integrating new applications, it is a 
little surprising that a relatively low 51 
per cent view network transformation 
as an important manner of meeting the 
challenges of new market disruptors. It is 
also a little disappointing that a third of 
respondents do not view understanding 
customer data as an important reason 
for network transformation. A lack of an 
integrated view of client data is a major 
own goal for CSPs as it prevents them 
from taking advantage of the great-
est asset they have – their direct client 
relationship.

coNclusioNs
The majority of the survey’s respondents 
see the mobile or converged operator as 
the type of company best-placed to take 
advantage from Africa’s new revenue op-
portunities. Just as interesting a view is the 
opposite: Not surprisingly, fixed operators 
are viewed as being the worst-placed, fol-
lowed by network equipment manufactur-
ers with one in four of our respondents 
agreeing that the likes of NSN, Ericsson 
and Huawei need to diversify their busi-
ness. Informa agrees with this sentiment, 
and these businesses are now changing 
their approach to market, albeit at a slower 
pace in Africa. 

What is interesting is the relatively low 
proportion of respondents that are pre-
pared to suggest that OTT players, device 
manufacturers and system integrators can 
maximise the revenue opportunities that 
do exist in Africa. 

If CSPs do not wise up to the needs of 
the modern consumer and make little 
effort to understand his or her needs, 
telcos do risk losing out on the revenue 
opportunities to OTT players. There are 
gaps in the device market both at the high 
and low end, and both the higher-profile 
manufacturers and newcomers have the 
opportunity to broaden device availability. 
System integrators have the chance to help 
CSPs build up their legacy architecture 
and really integrate their view of client 
data to make it intelligent.

recommeNdatioNs
Take notice of the changing demands and 
characteristics of your customers.

CSPs must build on existing capabilities 
and combine these with a new strategy 
to unlock new revenue. But to do this, 
they need to gain a greater insight into 
their customers and offer them services 
that match their individual needs and 
preferences, rather than trying to supply 
the masses with one-size-fits-all infra-
structure products. This means designing 
new business models that allow networks 
to be deployed with a mix of traditional 
capabilities (mobility, messaging and loca-
tion) and internet-style services (social 
networking, search, advertising and map-
ping). This will enable more compelling 
and personalised services than the pure-
play internet players can offer.

When analysing the business case for 
LTE, assess the cost of the losing an oppor-
tunity by not meeting customer demand 
for bandwidth and service quality

The potential to optimise overall 
network economics is inherent in 4G be-
cause of its all-IP architecture, spectral 
efficiency and bandwidth flexibility. The 
business case for LTE becomes loud and 
clear if its deployment contributes to 
an improvement in data traffic man-
agement, new revenue streams and the 
creation of a more open environment 
for OTT applications.

Prepaid loyalty must evolve from 
promoting more frequent top-ups into 
providing relevant benefits to different 
customer types in addition to pertinent 
offers and customer experience

Customers buying credit more often 
does not mean they are actually satisfied 
with the service provider and conse-
quently it does not help operators to 
build loyalty. There are relevant segments 
(youth, data users, SMEs) in prepaid 
markets that are worth investing in rather 
than just considering the whole segment 
as “low spenders”.

A truly customer-centric business 
requires a converged view of business 
intelligence over voice, data and content 
usage over circuit-switched and IP 
networks

Understanding the customer’s experi-
ence for all services, across networks, is a 
critical success factor for CSPs. Ultimately, 
the marriage of high-speed IP-based net-
work infrastructure and the new genera-
tion of IT support systems will lead to 
a greater focus on customer experience, 
business intelligence and innovative ways 
of dealing with network congestion. 

Informa Telecoms & Media is a provider of 
strategic insight, global market data and pri-
mary research. The Intelligence Centre is the 
single central source of all advisory analysis, 
primary research, market data and forecasts. 
This report was taken from the Informa 
T&M Industry Outlook 2013. Now celebrat-
ing its 11th anniversary, the theme of this 
year’s event was The Innovation Challenge 
– Telecoms and Media Innovation Strategies: 
Customers, Networks, Services.

 
www.informatandm.com/industry-
outlook-2013/
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Fig. 7: Rank the following as drivers for churn

Fig. 8: Rank the following justifications for investing in network transformation or convergence

Fig. 9:  Rank those types of companies that are best-placed to take advantage of new  
revenue opportunities in Africa’s telecoms market
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The growth of mobile technol-
ogy and new startups within the 
African markets will provide 
lucrative revenue streams for 

communication service providers (CSPs). 
Unfortunately, the complexity of legacy 
billing systems are preventing CSPs from 
being able to quickly capitalize on these 
opportunities or provide an advanced 
retail experience that will be pivotal to 
ensuring the success of these strategies. So 
what options do CSPs have in an environ-
ment where the need to accelerate time to 
revenue is at an all-time high, but with a 
contrasting low appetite to invest in large 
scale infrastructure deployments?

At Redknee, we believe that deploying 
a secondary converged end-to-end billing 
and customer management solutions are 
quickly becoming an alternative solution 
for CSPs that are looking to leapfrog their 
legacy challenges and successfully launch 
new business streams to the relatively 
untapped African markets.  

Today, Tier 1 and 2 operators are 
managing multiple legacy billing systems 
operating in silos by customer type – 
prepaid or postpaid – or by service type – 
such as fixed, mobile or ISP. CRM systems 
are also in the same situation where they 
have been pieced together over time and 
are not well integrated into the BSS layer, 
simply providing a skeleton interface. The 
result is a complex system whereby as 
each new service or device is introduced, 
a separate customer record with its own 
user interface has to be specially created 
and integrated. Issues abound – customer 
service representatives  do not have an 
overarching view of subscriber activity 
and these separate specialized systems are 
expensive to maintain and operate, costing 
millions in customization, and require 
costly training and teams of specialists to 
manage. Systems that are not pre-integrat-
ed are also often plagued with provision-
ing errors and billing mistakes, driving 
more people to the customer care center 
and increasing retention and customer 
care costs. Infrastructure based on mul-
tiple point systems also face integration 
issues on the technical side, which result in 
lengthy and costly deployment cycles pre-
venting CSPs from capturing new markets 
in a timely manner. 

For CSPs launching new, partner or 
sub-brands, implementing an end-to-end, 
pre-integrated billing and customer care 

system is an ideal strategy. This strat-
egy allows CSPs to target a new market 
without the legacy integration headaches; 
have flexibility as they grow their business, 
while minimizing the investment risk with 
low initial setup costs; and deliver a next 
generation experience. In addition, CSPs 
benefit from today’s flexible and agile bill-
ing and customer care solutions. Solutions 
that support data monetization strategies, 
such as the ability to launch tiered pricing 
plans, flexible billing options, or have 
integrated Business Intelligence and Ana-
lytics in order to personalize the customer 
experience and customer care facility. 
Strategies such as these will be vital to the 
success of launching a new, partner or 
sub-brand business line to the market. 

We recently announced a new deal that 
saw a Tier 1 communication service pro-
vider based in North America implement 
this strategy. By augmenting the existing 
infrastructure with a real-time converged 
billing and customer care solution, the 
service provider has reported that it can 
launch new services faster to the market, 
reduce capital expenditure, provide per-
sonalized and empowered customer care; 
all while benefiting from a low risk, com-
mercial model. Dario Talmesio, Principal 
Analyst with Informa Telecoms & Media, 
was impressed when he learnt more about 
the service provider’s strategy and imple-
mentation:

 “The ability to truly differentiate 
through innovative pricing models and 
customer care represents one of the 
most successful ways for service provid-
ers to gain traction in the market. In 
order to achieve this, next generation 
billing solutions that support a lean cost 
base will become a key asset for ser-
vice providers that want to launch into 
the market quickly or reenergize their 
multi-brand strategies. Across the globe, 
this Tier-1 service provider’s strategy 
to launch solutions for third party and 
multi-brand services places it at the top 
of the board in terms of innovation and 
market leadership.”

The African market is a prime market 
to take advantage of this strategy because 
of the growth the market is currently 
experiencing. The growing adoption 
of cheaper smartphones across Africa 
and new entrants in the communica-
tions market will continue to accelerate 
as CSPs seek to achieve the benefits of 
greater time to market, flexibility and 
lower risk, and cost. Competition will 
increasingly become more aggressive and 
the ability to differentiate will become 
all important. As CSPs consider how 
to launch and monetize new revenue 
streams, it will become imperative that 
they find viable solutions for the indus-
try’s competitive operating environment 
and fast-changing dynamic. 

Strategies to Effectively 
Launch New Revenue Streams

“At Redknee, we 
believe that deploying 
a secondary converged 
end-to-end billing and 
customer management 
solutions are quickly 
becoming an alternative 
solution for CSPs that 
are looking to leapfrog 
their legacy challenges 
and successfully launch 
new business streams.”
Issa Chini, Vice President of Sales  
Middle East and Africa, Redknee

New revenue streams require new pricing models and enhanced customer care capabilities
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‘Mobile Data’ is one of the 
most widely discussed topics 
globally, especially among 
telecom and Broadband 

service providers in African markets. The 
fact is that the mobile broadband market 
in Africa is moving from its nascent stage 
of development to a high growth trajec-
tory. Currently, demand for mobile data 
services exceed supply, and Service provid-
ers are struggling to cope up with the rapid 
evolution from a voice-centric market to 
one that relies on the provision of 3G and 
mobile broadband services.

Catalysts for this burgeoning growth 
include a relative lack of fixed Internet 
infrastructure, the growing highly avail-
able 3G, Wi-Fi and Wi-MAX networks, 
accelerated adoption of smart phones, 
tablets, laptops (dongles) and the influx 
of applications, Video traffic, P2P file 
sharing traffic, gaming and social net-
working sites.

Owing to this explosive data traffic, 
service providers in Africa are striving to 
provide high-performance networks to 
deliver rewarding user experience, faster 
access to content, encourage long-term 
customer loyalty, and support market 
differentiating service offerings. Sustained 
growth in traffic volumes has the potential 
to overwhelm network resources, intro-
duce higher latency on the network and 
negatively impact the overall quality of 
service delivered to subscribers.  The sheer 
rise in data volumes has also been due to 
the varied mix of traffic transiting through 
the network, which has altered the current 
approach that service providers have taken 
to manage this growth. Wireless networks 
must scale even further to support delay-
sensitive, real-time multi-play services 
such as interactive gaming, Mobile TV 
and streaming video which are bandwidth 
intensive applications. 

The profitability of service provider’s 
data operations depends on how they 
respond to the explosive growth in mobile 
data traffic. Simply augmenting the net-
work infrastructure is a capital intensive 
proposition.  As competition is fierce and 
there are limits to consumer data service 
charges, operators are faced with a trade-

off between the capex-to-revenue ratio 
and the quality of experience on offer — 
unless they handle traffic more intelli-
gently and smartly.

So far, service providers have depended 
on niche vendors offering point products 
addressing individual problems, which make 
their task extremely complex and difficult 
to manage. The onus to envision a compre-
hensive blueprint at the forefront and then 
orchestrate the implementation of the com-
plete infrastructure to manage the growth, 
falls on the service provider. Such a complex 
network requires deeper engagement from 
the service providers in handling end to end 
service delivery. It also limits the innova-
tion in service offerings, as multiple vendors 
cannot function in a cohesive manner. This 
in turn has a direct impact and leads to delay 
in marketing activities such as launching 
new plans, bundles, promotions, since there 
is increased dependency on multiple vendors 
and requires a long testing cycle.

Given this fact, today operators are 
looking at solutions that can seriously 
address their end-to-end needs to address 
the growth challenges that are centred on 
managing, optimizing and monetizing  date 
traffic from a single vendor. They are now 
looking at an integrated, consistent, unified, 
robust solution for data pipe management 
that delivers a hassle free and smooth experi-
ence to the subscribers and service providers. 
Acknowledging that data pipes will need to 
be controlled and shaped, service providers 
have increasingly begun to understand the 
need for data plans that are scaled to suit 
their market demands. 

Adopting effective traffic management 
techniques and suitable data plans will en-
able operators to control their data pipe ef-
fectively and offer differentiated service and 
charging offering. The Manage, Optimize 
and Monetize (MOM) strategy will address 
user expectations for an enhanced Internet 
experience, provide the flexibility to quickly 
launch new service plans, simplify charging 
and increase penetration, thereby having an 
overall impact on the increased ARPU. 

To address this MOM strategy, mobile 
data platforms - can offer a point solution 
to  overcome the prime concerns of  the 
service providers.

•	 Service Management:  
Granular, real-time control and alloca-
tion of bandwidth resources by defining 
and enforcing a broad set of policies at 
subscriber, service, device and protocol 
levels based on network status to manage 
and optimize use of existent capacity 
more effectively. Largely termed in the 
industry as “PCRF solution” 

•	 Service Optimization:  
Optimizes diverse traffic streams us-
ing tools such as caching, transcoding 
and adaptation. Largely termed in the 
industry as “Caching and Optimization 
solution”

•	 Service Monetization:  
Supports differentiated, tiered monetiza-
tion models based on multiple param-
eters - time of day (peak vs off-peak) 
destination, quota consumption and 
application type to monetize the value 
delivered to subscribers with a variety of 
new revenue models. Largely termed in 
the industry as “PCEF solution”
With this MOM strategy, more and 

more service providers are now convinced 
with the thought that a single integrated 
solution such as this is needed to address 
the upcoming challenge in managing the 
mobile data boom. The key is to drive bet-
ter and consistent user experience through 
effective and smarter traffic management.

Thus, it is imperative for the solution 
offerings to optimize operators’ spend 
on often exorbitant network infrastruc-
ture and thereby result in faster ROI. An 
integrated solution that incorporates the 
MOM strategy would positively result 
in reducing the operator capex and opex 
and at the same time offer flexibility to 
create differentiators in their competitive 
markets, in a timely manner. Furthermore, 
given the exponential growth already 
being experienced in mobile data and 
expected momentum in future, the solu-
tion offering should be scalable over time, 
capacity and functional dimensions with 
minimal disruption to service.  

The expansion of 3G, Wi-Max, Wi-Fi 
networks in Africa will push the mobile 
broadband market into a new phase of 
development. This phase will be character-
ized by an increase in network capacity, the 
development of local content and applica-
tions, and the increasing adoption of low-
cost smartphones, handheld devices such as 
tablets, laptops. 

Service providers must now prepare 
for the coming surge in data traffic, as 
there are number of distinct opportuni-
ties for them to deliver greater operational 
efficiency, commercial agility and a better 
customer experience by choosing the most 
effective strategy.  

Mobile Data –  
A Smarter Approach  
to Traffic Management

By Mayank Sharma, Vice President, Africa Region, Comviva

Mayank Sharma, VP, Africa Region
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There is a common belief within the 
mobile community that network 
expansion beyond urban conurba-
tions is a commercially ruinous 

distraction best kept within the bounds of 
Universal Service Obligations.

Perceptions of high truck-roll costs, lack 
of backhaul infrastructure, the absence of 
cost-effective power, low consumer uptake 
and fearfully low ARPUs, all fuel the fire to 
a widely held conclusion that the business 
case for rural connectivity simply doesn’t 
stack up.

But it’s time to think again. Delivering 
mobile connectivity to unconnected rural 
African communities should be embraced 
and not shirked or seen as a USO-only im-
perative, because there is now widespread 
evidence that, given the opportunity, rural 
communities actually deliver highly attrac-
tive returns on investment.

A RuRAl SoluTion To A RuRAl 
PRoblem
Mindset has been a significant barrier to 
rural network expansion globally. Too 
many rural expansion initiatives have failed 
commercially simply because standard, 
high-CAPEX, high-OPEX urban network 
solutions have been deployed to deliver 
rural connectivity. And the result? The 
combination of high capital costs and 
uncontrollable operating costs conspire to 
deliver a ruinous business case, despite the 
healthy ARPUs generated by grateful con-
sumers, enjoying the benefits of first-time 
mobile connectivity.

The problem is that urban network 
solutions have been specifically designed 
and engineered to deliver urban con-
nectivity. These solutions cannot be easily 
transposed, either physically or commer-
cially, into rural environments. In CAPEX 
terms alone, for instance, the total site 
costs to deploy a typical urban solution, 
e.g., micro base-station, 30+ metre tower, 
air-conditioning and housing units, etc., in 
an ultra-rural location, will often exceed 
US$250,000.

Yet many innovative operators have 
already embraced the strategic imperative to 
extend their coverage footprint to the edge 
of their networks. Using tower-less, passively 
cooled, outdoor, solar powered base stations 
and low-cost VSAT backhaul terminals, they 
have discovered a CAPEX model that deliv-

ers 2G or 3G connectivity to communities 
of up to 2,000 rural subscribers for less than 
US$50,000 per site, including all installation 
and commissioning costs.

The only WAy iS uP
Meanwhile, at an OPEX level, backhaul is 
a significant factor. In rural communities, 
where fiber is non-existent and microwave is 
too costly to deploy, satellite is the only prac-
tical and realistic backhaul option. However, 
satellite backhaul is inherently expensive 
if bandwidth is not optimised. For exam-
ple, the backhaul cost for a non-satellite 
optimised, 2TRX base station will typically 
exceed US$1,000 per month and, therefore, 
make any business case unpalatable.

However, this picture changes dramati-
cally when a bandwidth optimised, satellite 
backhauled base station is deployed instead. 
In this scenario, with only 4kbps bandwidth 
required per active call and with all local 
calls switch locally, backhaul costs drop 
dramatically to ~US$250 per month. This 
metric alone is the difference between com-
mercially viable and commercially ruinous 
network expansion into rural communities.

The vast majority of the rural population 
in Africa live in off-grid communities and it 
is estimated that 1.3 billion people globally 
will still be off-grid by 2030. Therefore, reli-
able and affordable power is the other criti-
cal OPEX factor for commercially achievable 
rural rollout. High-CAPEX and high-OPEX 
diesel generators are not an option for a host 
of reasons:  transport difficulties across chal-
lenging terrains, the volatility of global fuel 
prices and the risk of fuel shrinkage both 
en-route and on-site. As the CTO of one 
African operator said recently, “our biggest 
operational cost is the diesel that drives our 
Radio Base Stations. Our second biggest is 
the cost of the diesel used to transport the 
diesel to site”. Therefore, solar power is the 
only practical and feasible option in such 
circumstances. Beyond its green credentials, 
solar power has the virtue of being almost 
maintenance-free and, over and above pow-
ering the remote base station unit, surplus 
capacity can be used to provide an invalua-
ble means of power to off-grid communities.

The loW ARPu myTh
However, costs are costs, no matter how ab-
solutely or relatively low they are squeezed. 
A credible business case requires sufficient 

revenues,in the form of subscriber uptake 
and usage in order to outstrip those costs. 

There is a widely held industry belief 
that unconnected rural communities 
offer universally low ARPU potential. 
Furthermore, a rule-of-thumb calcula-
tion is often used to project rural ARPUs, 
namely, that rural communities will, at 
best, deliver ARPUs that will equate to 
half of the operator’s national ARPU. It 
will therefore surprise many that in our 
experience, in more cases than not, rural 
ARPUs typically match or exceed opera-
tors’ national ARPUs. We have repeatedly 
seen this phenomenon in rural deploy-
ments throughout Africa and Asia where 
USD$ 5.00 monthly ARPUs are the norm 
rather than the exception. It is also worth 
noting that these ARPUs are driven by 
voice and SMS traffic alone, on tariff 
plans which are on par with operators’ 
national / urban tariff plans. Now that 
cost-effective 3G-over-satellite mobile 
broadband is available and the cost of 3G 
handsets is becoming more affordable, 
rural community ARPUs will only climb 
further upwards.

This apparent irregularity, 
where rural community ARPUs 
match or outperform blended 
national ARPUs, can be easily 
explained. Firstly, thriving, liter-
ate and tech-savvy communities 
exist on the edge of every urban 
network and each one of these 
communities has its own micro-
economy. Where goods and 
produce were previously traded 
only in person and in igno-
rance of wider market pricing, 
each newly connected micro-
economy now has access to the 
wider macro-economy’s markets 
and pricing through mobile con-
nectivity.

Secondly, for network opera-
tors, there is a unique ‘first-in-
wins-all’ phenomenon in rural 
markets. It is driven by the fact 
that 1,500 subscriber-size com-
munities cannot commercially 
support more than one opera-
tor. As a result, the operator 
who first delivers connectivity 
to these communities, not only 
acquires all available subscrib-

ers, including the prized high-ARPU 
segment, but it builds a stronghold 
within that community which deters 
competitor entry. It also means that, 
while securing an optimal subscriber 
base at the lowest possible acquisition 
cost per subscriber, there is also zero 
churn within that community. 

The FuTuRe iS ‘liTe’
African operators are now beginning to see 
the market potential and the business case 
for following a rural connectivity strategy 
using Altobridge lite-site™ infrastruc-
ture, i.e., solar-powered, pole-mounted, 
passively-cooled, outdoor base stations, 
optimised for maximum satellite band-
width efficiency. Under these low-CAPEX 
and low OPEX conditions, network opera-
tors including Orange™ in Niger, Tigo in 
Ghana, Indosat in Indonesia, Maxis in 
Malaysia and Asiacell in Iraq, are already 
seeing a highly compelling business case for 
rural expansion. 

For further details, visit Altobridge at  
Stand C13, AfricaCom 2012.

The Profitable  
Reality of Rural

a ruraL sOLutIOn fOr ruraL markets Is the rOute tO prOfItaBLe ruraL expansIOn. 

By Mike Fitzgerald, CEO, Altobridge
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Broadband is vital for establishing 
economic viability in Africa; it 
fuels economic growth, em-
ployment and socioeconomic 

development. The first decade of the new 
millennium saw Africa focus on mobile 
infrastructure, recently overtaking Latin 
America as the second largest mobile mar-
ket in the world according to the GSMA. 
The next phase of Africa’s ICT revolution 
will undoubtedly be for widespread broad-
band access. 

ConneCting AfriCA
Across Africa, operators have been hindered 
by the operational cost of deploying broad-
band infrastructure. This is especially true 
in areas where physical geography repre-
sents a significant obstacle; rocky terrain, 
hills and valleys, changeable atmospheric 
conditions, and where low density rural 
areas do not justify a sufficient ROI. 

The proliferation of new submarine 
cables has been fundamental in enabling 
investments into overland fibre networks. 
However, providing affordable broadband 
access to the interior is a challenge. Recent 
estimates predict that reaching the last mile 
accounts for 45 - 60 per cent of the cost of 
broadband (Analysys Mason Report - In-
ternet global growth: lessons for the future 
- September 2012). 

Fibre networks are undoubtedly the 
preferred choice for ubiquitous broad-
band access. They have the capacity and 
speed to deliver a variety of services and 
applications to large populations and 
projects by fixed-line operators to expand 
geographical reach are currently coming to 
fruition. In the meantime VSAT satellites 
are playing a part connecting the last mile. 
Unfortunately satellite cannot match the 
large scale capacity requirements for pro-
viding widespread high-speed, low-laten-
cy, broadband access, even with newer Ka 
band satellite technology. 

Wireless – the WAy forWArd
The only technology capable of bridg-
ing the last mile that comes close to fibre, 
considering cost and ease of installation, 
is wireless. However, there are a confusing 
plethora of technologies available, all of 
which have different use cases.

Mobile broadband has seen the most 
success, but spectrum auctions for 3G, 
never mind LTE, are some way away 
across Africa. As such 2G and 3G are still 
being rolled-out with CDMA /WCDMA 

and GPRS technologies being deployed. 
GPRS has limited throughput, latency and 
quality of service and although CDMA450 
provides long-range high-speed voice and 
data connectivity, only a handful of devic-
es can use the 450MHz frequency (Making 
ICT More Accessible and Affordable in 
Rural Areas, September 2011, agropedia). 
On the whole, GSM technology is much 
wider spread.

WiMAX has helped increase broad-
band traction in Africa; in fact Africa has 
the biggest number of national WiMAX 
networks in the world with 117 networks in 
43 countries in May 2011, according to the 
GSMA. WiMAX, however, lacks capacity; a 
maximum of 35Mbps on a sector can only 
provide 2Mbps average speeds to about 15 
customers simultaneously.

LTE offers higher download speeds, 
up to 100Mbps, and upload speeds of 
50Mbps, making it a viable alternative to 
fibre. However, LTE deployments are only 
just beginning, with spectrum availability 
constraining wider rollout. 

Consequently, no single technology solu-
tion will prevail. Instead, hybrid wireless 
access solutions are presenting a compelling 
solution to extend last mile connectivity. 
They typically have much lower installa-
tion and operating costs, and are quicker 
to install - meaning operators can redeem 
profits faster, and they re-use existing 
infrastructure.

fiBre through the Air
Bluwan’s FTTA Access solution enables op-
erators to very quickly and cost-effectively 
complement fibre optic high speed broad-
band access.  The wireless transmission sys-
tem provides ultra-high bandwidth delivery 
and easy deployment, while keeping capital 
and operational expenses low.

Bluwan’s FTTA is comprised of small 
outdoor antennas that receive wireless 
broadband transmissions from a Central 
Transmission Hub. Each hub provides 
up to 8 gigabits per second capacity in 
a 360º, five kilometre radius, deliver-
ing average speeds of 2Mbps, and up to 
100Mbps peak performance to thousands 
of customers, over 80km2. This enables 
operators to offer other revenue generat-
ing services delivered through over-the 
top applications with reliable, high qual-
ity levels of service.

In addition, by utilising the 12 GHz (10.7 
- 12.7 GHz) spectrum, Bluwan’s FTTA is 
ideal for rural areas, tropical or humid cli-

mates. This is due to its cell coverage range 
of more than 5 kilometres. Because FTTA 
integrates with both newer (LTE, HSUPA) 
and legacy (WiMAX, 5 GHz) uplink 
technology, operators can  deploy very high 
speed broadband in low-mid density rural 
areas, or subtropical zones without increas-
ing fibre investments.

next generAtion BroAdBAnd 
ACross the horn of AfriCA
Somcable, Somaliland’s largest integrated 
communications solutions provider, is 
using Bluwan’s FTTA to deliver high capac-
ity broadband access across the Horn of 
Africa. The system, delivered and integrated 
by Globecomm Systems, complements 
Somcable’s multi-million dollar invest-
ment to provide next generation last mile 
connectivity. 

Using Bluwan’s FTTA, Somcable will 
provide high-speed internet, VoIP, IPTV 
and Video on demand services, enabling a 
whole new lifestyle experience in Somali-
land. With premium broadband service 
reaching speeds of 100 Mbps, consumers 
will now be able to download and watch 
movies and music videos, and enjoy TV 
over broadband. They will also be able to 
play games, access educational materials 
and information and receive medical help 
and diagnosis, revolutionising their qual-
ity of life. Similarly, with hub capacity of 
up to 8 gigabits per second, business users 
will benefit from the broadband services 

by being able to work from home, use 
cloud services, and exploit a host of other 
opportunities, including e-commerce and 
video conferencing.

ConClusion
Africa’s mobile revolution has already 
proven that it can embrace ICT on a 
massive scale. To facilitate the move to 
ubiquitous broadband access will be no 
mean feat. However, with new, innova-
tive technologies, the goals set out by the 
Connect Africa Summit may not be too 
far off. 

Wireless access technologies, such as 
Bluwan’s FTTA Access solution, are prov-
ing the effectiveness of enhancing fibre 
investments. With access to high-availa-
bility, high-capacity triple play wireless 
broadband, people across the continent 
can realise a wealth of new opportuni-
ties, from healthcare and education to 
enhancing their way of life with banking, 
e-government and e-commerce services. 
Overall, economies will continue to grow, 
making African nations powerful interna-
tional players. 

Bluwan have developed a positioning paper ex-
ploring these issues in more depth, it is available 
for download at: http://www.bluwan.com/blog/
solutions/accessafrica. 
To understand more about Bluwan and its 
solutions; visit the company at AfricaCom, 
stand P34.

Broadband Access for Africa 
– which horse to back?

By Shayan Sanyal, CCO at Bluwan

Bluwan FTTA in Hargeisa
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The word ‘backbone’, when used 
in telecommunications, refers 
to a thicker line that carries data 
gathered from smaller lines that 

interconnect with it. However, the non-telco 
expression of ‘having backbone’, means hav-
ing strength and determination, being able to 
hold your ground in challenging situations, 
and sticking to a task no matter how difficult. 
When it comes to telco infrastructure in 
Africa, it’s essential to have the latter kind of 
backbone in order to get the former.

The telecommunications boom in 
Africa means that literally hundreds of 
existing and start-up operators and service 
providers want optical fibre cable in the 
ground and base stations erected – now. 
There are markets to capture and extraor-
dinary profits to be made, if you can get 
your content and services to users before 
the next guy.

But infrastructure is just one of those 
things. It takes time. Because there are 
mundane things to be done, like the dig-
ging of ditches, sometimes by sophisti-
cated machines, but most often by people 
wielding picks and shovels as they perch 
precariously on mountainsides or roadside 
embankments. 

There are roads to be slit, without slicing 
through water and electricity mains. There 
are site surveys to be done and property 
and access rights as well as municipal per-
mits to be negotiated. 

There are concrete and steel girders to be 
carried up, for instance, Mount Kilimanjaro, 
so that a provider’s base station can serve 
two countries at the same time.

“One of our most interesting projects was 
carried out in the Western Cape’s famous 
fynbos biome, which also just happened to 
cover some of South Africa’s oldest historical 
sites,” says Howard Earley, COO of Plessey, 
Africa’s leading turnkey telecommunications 
infrastructure solution provider. “So while 
we were working against the clock and the 
budget, to bring the project in on time and 
on cost, we were also having to dig trenches 
without damaging lanes of ancient oaks or 
disturbing the foundations of 350-year old 
buildings. We did it, because that is what we 
do – and have been doing for more than fifty 
years. But it took some pretty nifty project 
management and all the intellectual and 
emotional backbone we had.”

CommerCial resilienCe
The Western Cape project connected 
South Africa to the West African Cable 
System and was, therefore, crucial to 
increasing the country’s bandwidth and 
enhancing the stability and reliability of 
that bandwidth. So, it created a special 
kind of project pressure in terms of 
serving a national interest. A different 
type of pressure arises when consortia of 
telcos are formed around infrastructure 
in order for the telcos to achieve econo-
mies of scale and, also, speed to network 
availability.

“South Africa’s National Long Distance 
cable, which runs from the country’s 
central commercial region to a subma-
rine cable landing site on the east coast, 
has three competing owners, all of whom 
wanted delivery on different infrastructure 
specifications at the same time,” Earley says. 
“That’s a management challenge both for 
the consortium members and for us as the 
infrastructure providers.

“Many suppliers have buckled under 
the strain. But, we’re one of the oldest 
infrastructure providers on the continent 
precisely because we have a reputation for 
staying with a project until it’s finished. 
And, if that means cleaning up a river while 
we’re laying a cable across it, or improving 
the civil engineering on a bridge because 
we’re ducting there, or helping a commu-
nity finish building a house for one of their 
needy residents, then that’s what we do. 

“In-house we have an unusual com-
bination of environmental, engineering, 
financial, business, telecoms, property 
management, procurement, supply chain 
management, project management, health 
and safety, and what, for most businesses, 
would be unlikely skills such as tower 
climbing and off-road driving. So, we are 
able to have both a holistic and a discipline-
specific view of any infrastructure issue 
and, therefore, are able to solve it quickly 
and cost-effectively.  

“At the same time, we can use that range 
and depth of skills into making ancillary 
contributions to the development of the 
continent – simply by looking around us 
to see how what we already do well can 
be extended a little to provide additional 
social and sustainability benefits to the 
communities we touch.”

Holding THe baby
In Africa, the question of having to have cor-
porate backbone in order to get telco back-
bone is a little more searching than in most 
regions, in part because of extraordinarily 
diverse geographic terrain as well as equally 
diverse regulatory conditions, and in part 
because of political and regional conflict.

And these issues not only affect infra-
structure build, they directly impact infra-
structure run and manage as well.

“What operators and service providers are 
looking for is an infrastructure partner that 
can build their infrastructure and then deliver 
managed services for the infrastructure’s 
full life cycle – in the same consistent, world 
class way, wherever the infrastructure partner 
touches their business in Africa and regardless 
of region-specific issues,” Earley says.

“That’s possible only if the infrastructure 
solutions provider has the finances and hu-
man and management resources to be able 
to roll out fully trained and equipped teams 
as well as state-of-the-art facilities, such as 
Network Operations Centres, pretty much 
on demand – in any country.

“And that’s only possible if the infra-
structure solutions provider has in-country 
offices, relationships with local and global 
vendors, established local sub-contractors 
who take ownership of service level agree-
ments, and a willingness to interact with 
local communities so as to provide ad hoc 
labour-based jobs wherever possible.

“In addition, where the solutions pro-
vider doesn’t have such relationships or 
offices, then it must have a standardised 
mechanism in place that enables it to very 
quickly replicate in a new territory the ca-
pabilities it has proven elsewhere in Africa.

“Again, we’ve been doing all of that for 
more than half a decade. So, our commer-
cial strength and our experience are our 
backbone. And we’re still successfully moving 
into new territories, to support clients as they 
roll-out their own strategies, saving them 
time and money and assuring them of the 
sustainability of their infrastructure.”  

QualiTy build ConverTs To easy 
mainTenanCe
As Earley points out, long-term sustain-
ability of infrastructure actually converts 
infrastructure into a pro-active contributor 
to a telco’s or service provider’s bottom line.

“Effective, appropriate infrastructure 
management is a continuum, from infra-
structure design to equipment and property 
purchase negotiations – all the way through 
to the ability of a repair technician to safely 
climb a tower. Complex as it sounds, it’s ac-
tually the shortest route to market-leading 
content and service delivery.

“Also, the way you build your infra-
structure has a direct impact on the 
amount of maintenance and management 
needed once you light it up. Everything 
from your choice of a base transceiver sta-
tion site, for instance, to the quality of the 
civil works, power provision, and security 
play a role in how robust and sustainable 
your infrastructure will be.

“Unglamorous as it sounds, the qual-
ity of the project management of your 
infrastructure build is key to your ability to 
cost-effectively run and manage it – or have 
it run and managed for you.

“Everyone recognises the need for capac-
ity building in Africa. However, it takes spe-
cialised skills to make your infrastructure 
build relevant not just to your immediate 
but to your evolving content and service 
delivery strategies.

“Site audits, site evaluation, contractor se-
lection and contract administration, health, 
safety, and environmental assessments, and 
quality control can’t be left to novices. That 
doesn’t mean, however, that your project 
manager shouldn’t also transfer knowledge 
to local contractors and labourers and build 
relevant, experienced capacity - and eco-
nomic backbone - in that way.” 

Telecommunications  
infrastructure in Africa  
is about staying power

Howard Earley

What operators and service providers are looking for is an infrastructure partner that can 
build their infrastructure and deliver managed services for the infrastructure’s full life 
cycle – in the same consistent, World class Way, Wherever the infrastructure partner touches 
their business in africa regardless of region-specific issues. 
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UbiqUitoUs coverage
From public transport networks to large 
public structures like stadiums, office 
buildings and residential blocks, the 
need for ubiquitous mobile coverage is a 
pressing issue. Subscribers now consider 
mobile connectivity an indispensable utility 
and demand instant access to a range of 
services. If such services are not available, 
operators not only miss out on revenue 
opportunities, but their customers may 
become frustrated by the lack of connectiv-
ity and potentially look elsewhere.

With approximately 75 percent of mobile 
calls originating or terminating inside 
buildings, effective in-building wireless 
coverage is essential. Unfortunately, the 
priorities for building developers are clearly 
aesthetics, efficiency and comfort and these 
same features are often the enemy of wire-
less technology, resulting in poor coverage 
due to the heavy use of thick concrete and 
steel during construction. This issue will 

become paramount as the African market 
moves to LTE, since - while its higher 
frequency (2.6GHz) offers more bandwidth 
- it penetrates structures less effectively. 
Similarly, for public transport systems the 
pure velocity of trains, their metalised win-
dows or track running through tunnels can 
dramatically reduce wireless signal penetra-
tion, resulting in spotty coverage.

The most effective way to ensure in-
building coverage is through a Distrib-
uted Antenna System (DAS), where radio 
frequency (RF) signals are routed through 
fibre or copper cabling from a single 
base station to multiple antennas located 
throughout the building. CommScope 
installed such a solution in all ten venues 

used in the 2010 World Cup in South 
Africa, and it proved to be a highly effec-
tive and efficient way to eliminate wireless 
‘dead zones’ and meet capacity demands. 
In public transport systems, the lack of 
connectivity can be overcome by fitting in-
train repeaters, which transmit and receive 
wireless signals to passenger’s handheld 
devices recovering the high penetration loss 
caused by the carriage’s metalised structure 
to the signal coming from outside.

Instead of waiting for capacity and cover-
age issues to present themselves at the most 
inconvenient and costly time, building 
owners, developers and transport managers 
must choose to safeguard their investment 
and provide the infrastructure necessary to 
solve the wireless problems of tomorrow, 
today. By engaging early, CommScope can 
significantly reduce the time and expense 
of deploying and managing a wireless DAS, 
thus simplifying and streamlining the user 
experience and ensuring minimal network 
disruption and maximum revenue.

UbiqUitoUs capacity
While in-building coverage is a challenge, 
it is essentially the extension of one which 

has faced operators worldwide for decades: 
the race to make coverage universal. But Af-
rican mobile networks are evolving to also 
require greater capacity. With every passing 
year networks must support a growing vol-
ume of data traffic thanks to increasingly 
sophisticated mobile devices and the arrival 
of LTE. Smartphone penetration rates in 
Africa now stand at around 18 percent and 
LTE is quickly gaining momentum with 11 
million customers predicted by 2015,  surg-
ing to approximately 40 million by 2017.

The increasing popularity of mobile data 
services is putting immense pressure on 
operators to physically expand networks to 
support more data traffic, either through 
the construction of new base stations or 
by adding additional antennas to existing 
towers, raising their total cost of owner-
ship. But a new generation of evolved 
and highly-integrated “active antennas” 
may hold the key for operators looking to 
migrate to new technologies and increase 
capacity – all while reducing their overall 
cost of ownership.

Active Antenna Systems (AAS) provide 
operators with a means to support larger 
volumes of subscribers (and thus gener-
ate more revenue) by providing the ability 
to sectorise coverage areas vertically. Most 
sectorisation is currently performed in the 
horizontal plane of the coverage area, but 
this opens up another avenue for capac-
ity efficiency. Currently, if an operator has 
a sector at maximum capacity the only 
option is to deploy additional antennas or 
build another cell site. With active antenna 
technology, operators can take that sector, 
split it again vertically and come close 
to doubling its capacity – improving the 
service for subscribers and generating more 
revenue.

Capacity of existing sites can also be 
increased by reconfiguring the antenna 
beam based on predictable customer traf-
fic load. Due to this unique capability of 
remote radio heads to provide adaptive 
coverage, flexible interference mitigation, 
and advanced load balancing, network 
capacity can be effectively doubled 
without a single new tower being built or 
antenna added. CapEx can also be slashed 
by half and OpEx can be significantly re-
duced in the long-term due to lower costs 
for tower leasing.

sUpporting the past and fUtUre
Coverage and capacity challenges are key 
for African operators as they deploy new 
technologies like LTE and WiMAX, but they 
also face a long list of legacy technologies 
that their networks must continue to sup-
port well into the future.

Introducing new technology into an 
existing network requires careful plan-
ning and excellent execution in order to 
protect the current network whilst rapidly 
deploying new capabilities.  Often times, 
considerations for migrating the RF Path to 
compliment new and existing technologies 
are under planned or not considered at all. 
This can lead to substandard performance, 
schedule delays and major cost overruns.

Supporting a variety of technologies 
across multiple frequency bands - while 
continuing to meet customer expectations 
for quality, speed and coverage - creates sig-
nificant challenges due to a more crowded 
RF path. As more carriers look to migrate 
to higher capacity LTE technologies, AAS 
once again has a crucial role to play. Active 
antennas enable operators to consolidate 
their physical footprint on the tower while 
providing greater control, pattern qual-
ity, and operational efficiency to ensure 
that the crowded spectrum does not cause 
interference.

Going forward, this trend towards mul-
tiple bands and new air interface standards 
will no doubt continue. Likewise, the AAS 
architecture is designed to evolve as well, 
advancing from single-band active arrays 
to active-passive antenna arrays in which 
the active array deploys new services and 
legacy standards are managed through the 
passive array.

conclUsion
African operators are now at a critical 
juncture. It will be those who squeeze the 
highest level of performance from their 
networks that will thrive well into the fu-
ture. This is especially critical in countries 
where ARPUs tend to be lower, and the 
price for making the wrong choice can he 
high indeed. 

Coverage and capacity: 
from the top of the tower  
to the bottom line

aS the afriCan teleComS market ContinueS down a path towardS next-generation teChnologieS,  
operatorS muSt introduCe the right teChnologieS to benefit both SubSCriberS and the bottom line. 
from SeamleSS in-building wireleSS ConneCtivity, to rapidly doubling CapaCity through  
aCtive antennaS, deploying the right SolutionS will be CritiCal.

By Vick Mamlouk, Vice President – Middle-East and Africa at CommScope, outlines why deploying new technologies that meet both coverage and capacity demands will be the main objective for African mobile operators in the coming year.

Vick Mamlouk

Join our workshops!
Give us 30 minutes and we’ll give you a new perspective on your RF path  
and show you how easy it is to gain a competitive edge with DAS technology

Best practices for implementation of new cell site technology
philip Sorrells – vp Site Solutions
11am – 3pm stand MR8

Overcoming Coverage and Capacity Challenges Associated with In Building 
and High Density locations
rafael marques – manager, engineering projects, Sub-Saharan africa
12pm – 2pm stand MR8
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YELLOWSAT is a Paris-based 
high-tech company specialising 
in providing dedicated broad-
band satellite links. They have 

developed a proven powerful technology 
that allows the large users to use a scarcely 
tapped satellite resource, the inclined-
orbit satellite capacities.

Based on that technological break-
through, the Company offers its services to 
companies, telecommunication providers, 
and government institutions in partner-
ship with major satellite communication 
providers such as SES.

YELLOWSAT has developed a technology 
to offer inclined-orbit satellite-based 
telecommunications that are both cheap 
and reliable.

7 to 10 years after launch, a fixed-orbit 
geostationary satellite cannot perform 
all the space stabilisation manoeuvres 
anymore because of fuel lack. The satellite 
operator can then decide to change the way 
it handles the resource, and in consequence 
the orbit becomes inclined. With half less 
manoeuvres (and hence fuel consumption), 
the satellite keeps its geostationary position, 
but its trajectory exhibits a gradual tilt vs. 
the equatorial plan, hence the ‘inclined 
orbit’. The advantage is that the satellite op-
erational life is increased significantly, even 
by 6 to 8 extra years sometimes. However, 
until today, inclined-orbit satellite trajec-
tory could only be tracked in a partial way 
and thanks to expensive investments with 
large dish station. Only large links (over 
20 Mbs) have been in use. “The operator 
generally only books 20% of the capacity of 
their inclined-orbit satellites” states Pierre 
GRENIER, Co-Founder and CEO of YEL-
LOWSAT, “the inclined orbit is mainly an 
untapped resource, especially for smaller-
sized links, from 1 to 20Mbs for instance”.

YELLOWSAT has developed a propri-
etary technology that enables the reliable 
continued use of the satellite in «inclined» 
mode thanks to a tracking system on 
the ground. That system is coupled with 
standard market products to make up for 
a complete satellite station. Tracking is 

achieved thanks to algorithms developed 
by YELLOWSAT, an approach which 
has proved to be extremely reliable and 
autonomously forecasting geostationary 
satellite trajectories, thus guaranteeing the 
same quality of service as a fixed orbit satel-
lite. “Everybody thought that reaching such 
results would be impossible, but we proved 
them wrong!” says Daniel TITS, Co-Found-
er and R&D Director at YELLOWSAT. Mr. 
TITS is a former EUTELSAT R&D and 
operations executive, with over 30 years of 
experience.

YELLOWSAT technology also enables 
any geostationary satellite, whether in 
fixed or inclined orbit, to be seamlessly 
and remotely accessed in maximum 4 
minutes, and satellite life to be extended.

The system has been thoroughly tested 
by industry expert public and private 
organizations. In particular, YELLOWSAT 
has been granted accreditation by ESA, the 
European Space Agency.

Thanks to that proprietary technology, 
YELLOWSAT can offer affordable dedi-
cated broadband links of any size to any 
organization, all over the world, and  
especially in countries where the fibre net-
work infrastructure is not fully developed, 
as well as backup for existing links.

Showcase: with their SES partner, 
YELLOWSAT provide Congo Brazza-
ville with satellite communications

Since 2011 YELLOWSAT have been pro-
viding the Republic of Congo’s Ministry of 
Infrastructure, Public Works & Recon-
struction with their service and system, 
which beams over the whole zone, and at 
a bandwidth price much lower than with 
existing fixed orbit.

“SES are constantly trying to cus-
tomise capacity for their customers. By 
providing inclined capacity over Africa, 
we are meeting our customers’ requests 
for affordable solutions», says Simon 
GATTY-SAUNT, VP Sales, Europe and 
Central Asia, at SES. «We are delighted to 
count YELLOWSAT among our customers. 
Their arrival reinforces our commitment to 
provide Internet connectivity to end-users 

on the African continent, and let us intro-
duce our orbital position of 47 °West”.

In partnership with the satellite operator 
SES, which provides the initial satellite com-
munication, YELLOWSAT also provides 
enterprises, governments and institutions 
in Africa with Internet connectivity.

Inclined orbit represents the future of 
African satellite telecom

YELLOWSAT has chosen AfricaCom 
as their first international trade fair to 
communicate. YELLOWSAT are provid-
ing an update on their activity, confirming 
that their system is perfectly operational 
and ready for sale. In 2012, the Company 
received equity backing from the Magellan 
Industries-managed funds, also share-
holders of the airplane manufacturer LH 
Aviation. Those financial resources will 
help YELLOWSAT launch their service 
internationally and industrially, and meet 
the market needs.

The Company targets in particular Afri-
can countries, which are perfect matches for 
their inclined-orbit offer. Compared to West 
European countries, they still suffer from a 
partial lack of ground infrastructures and 
thus from a higher bandwidth price. “Com-
munication is a universal human need, but 
inequality in infrastructures still remains” 
says Pierre GRENIER. For a number of years 

satellite has been an alternative to the heavy 
investment required by fibre use, especially 
in isolated regions. However the price of 
satellite bandwidth is still too high for some 
specific zones to be connected. “From now 
on, with YELLOWSAT and their partners, the 
satellite can beam over any area affected by the 
digital divide in an economically viable way, 
whether sparsely populated or not. Our goal is 
to help mind the digital gap in Africa” says 
Pierre GRENIER. 

YELLOWSAT are the ONLY ONE that can 
help you safely use satellites via in inclined 
orbit at an affordable price: 50% less cost, 
100% performance.

YELLOWSAT full system (dish + monitor-
ing, based on standard hardware) is easy to 
deploy, easy to maintain, and autonomous.

With YELLOWSAT, you can connect the 
last mile to backup links.

YELLOWSAT’s main partners are SES, 
INTELSAT, MEASAT, ABSAT, CASTOR 
NETWORK, and the European Space 
Agency (ESA).

Please meet us at booth P73, or visit our 
website at www.yellowsat.com. You can also 
ask for more specific information at info@
yellowsat.com. 

YELLOWSAT, French supplier of 
inclined-orbit-satellite capacity 
an exhibitor at AfricaCom
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FREE ATTENDANCE 
FOR OPERATORS, CIOS, 
BROADCASTERS & APP DEVELOPERS

www.informatm.com

SEE YOU NEXT YEAR!
SEE YOU NEXT YEAR!

Visit: www.comworldseries.com/africa

JOIN OUR ONLINE 
COMMUNITIES FOR 

YEAR-ROUND NETWORKING

AllAboutCom
Follow us @allaboutcom

Join our Africa Telecoms, ICT & Media 
Group at www.linkedin.com

Join us at AllAboutCom
www.facebook.com/AllAboutCom

Com World Series Blog
www.comworldseries.blogspot.com

www.youtube.com/user/comworldseries

2013 EXHIBITION ALREADY SELLING 
CONTACT CORRIE THOMPSON TO SECURE YOUR PLACE:

EMAIL: CORRIE.THOMPSON@INFORMA.COM TEL: +44 (0)20 7017 5249

16TH ANNUAL16TH ANNUAL

WHAT NOT TO MISS:

CREATING A BRIGHT 
FUTURE FOR AFRICA’S DIGITAL 
ECONOMY

12-14 NOVEMBER 2013
CTICC, CAPE TOWN, SOUTH AFRICA

8000+ 
ATTENDEES

300+ 
SPEAKERS

700+ 
AFRICAN 

CXO’S

14 
CO-LOCATED 

EVENTS

• Visionary keynotes where Africa’s digital 
leaders share their views on the future of 
the digital sector

• Specialist conference streams so all parts of 
the ecosystem can enjoy sessions focusing 
on their needs

• The co-located AfricaCast event for the 
broadcasting industry in a digital age

• AfricaCom Masterclasses: presentations 
and mini workshops for all exhibition visitors 

• The stimulating AfricApps gathering for 
local developers to maximise the success of 
their apps

• The glitzy AfricaCom Awards ceremony, 
celebrating Africa’s best achievements of 
the past year

• 

• 

• 
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