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Mobile Data

This issue of MCI is an exciting one for 
everyone on the team, as we’re present-
ing the fi ndings from the fi rst Telecoms.

com Intelligence Annual Survey. We launched 
the survey in December last year in the hope 
that we would get 1,500 respondents. 

In the event 1,931 of our readers across MCI 
and Telecoms.com completed the survey. Some 
600 of them work at operators around the world 
and 260 individual opcos were respresented. 
Given that it took on average 20 minutes to 
complete, this is quite an achievement. 

From the outset the intention was to discover 
what the industry as a whole thinks about a 
range of issues but we were naturally keen to 
see how mobile operators in particular would 
respond. And there were indeed a handful of 
notable disagreements between operators and 
their industry peers, particularly when opera-
tors were asked to rate their own performance 
in certain key areas.

What really struck us about the results of the 
survey, however, was how closely the isolated 
operator responses matched those of the wider 
industry—vendors, consultants, systems inte-
grators and analysts, among others. This was 
even true on contentious issues like roaming 
pricing regulation. 

Perhaps this refl ects the fact that the indus-
try has aligned in the face of the threat from 
external players and newcomers that threaten 
to disrupt the status quo for all concerned. A 
more mischievous interpretation might be that, 
in these tense times, operators are increasingly 
taking their lead from the vendor community 
anyway… 

Whatever the explanation, our survey of the 
market has yielded a wealth of information 
about the issues that are most exercising the 
industry. Some of the numbers are truly sur-
prising: who would have predicted that 35.7 per 
cent of respondents would believe that single 
network markets, in which operators compete at 
the service layer only, are commercially viable? 
Never mind that operators themselves buy into 
this model with greater enthusiasm (albeit only 
just—36.1 per cent) than the wider industry. 

And then there are the contradictions. While 
more than a third of the industry believes in a 
single network market model, network quality 
was rated as the most effective competitive 
differentiator for operators. 

These kind of discrepanices are what makes 
surveys interesting, though. What they highlight 
is that the industry as a collective, just like the 
individuals that make it up, can at times be self 
contradictory and indecisive. 

I hope you enjoy digesting the results of the 
survey and fi nd them as interesting as we have 
here. Please don’t hesitate to get in touch if you 
have any comment to make. 
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Towards the end of 2012, with a deft move that left 
its competitors fuming, Everything Everywhere 
became the first UK operator to offer LTE services. 

In January, as Ofcom’s LTE spectrum auction got underway, 
EE became—rather less auspiciously—the first UK operator 
to slash its LTE retail charges.

Most notable was the special promotion that offered 
customers 500MB of LTE data, and the standard unlimited 
domestic calls and texts for £31/month over 24 months with 
a handset for less than £30. 

At the high end, consumers that EE profiles as “super 
users” were offered a tariff of £46/month for 20GB of data 
with a SIM-only plan if they signed up before the end of 
February.

EE said that these were time-limited special offers but 
history shows that price-cutting tends to be a one-way 
journey. Even if these tariffs were in the future to revert 
to more significant premiums, other offers will take their 
place. Especially when Vodafone, O2 and 3UK deploy their 
own offerings.

EE’s price cuts were clearly designed to wring the most 
out of the firm’s first-mover advantage in LTE, which is 
soon to expire. They also reflected the wider economic 
environment; money is tight and the market is price 
sensitive at the moment. 

It was interesting that EE cut its prices in the face of 
no LTE network offering from any of its competitors. The 
industry is well used to price cuts because of intense 
competition; price cuts in a monopoly are somewhat less 
common.

The reality, of course, is that EE’s LTE network has plenty 
of competition, from the UK market’s 3G HSPA networks 
(EE’s own included). Indeed, the third conclusion that can 
be drawn from EE’s price cuts is that operators know that 
faster network speeds are not enough to justify increased 
spending from consumers.

Why should a UK consumer pay even EE’s reduced rate 
of £31/month for 500MB of LTE data and a limited range of 
handsets when they can pay £26/month for 1GB of data at 
HSPA+ rates and get the Nexus 4 for free? This makes more 
sense financially to the consumer because, unfair as it may 
be on the operators, consumers value the device more than 
they value the network.

The smallest of the UK operators didn’t wait to actually 
deploy its LTE network before setting out its own stall, 

Pound for pound
With Ofcom’s LTE auction running in the background, UK operators 
began to make pre-emptive pricing strikes in January in a bid to 
get consumers’ attention. 

meanwhile. The UK arm of Hutchison’s 3 announced early in 
February that it will not price LTE services at a premium to 
its existing offers. In a statement released before the end of 
the UK LTE auction, 3 said that the technology will be added 
to its network “later this year”.

But it will not be any more expensive than the firm’s 
current offering. “Unlike some other UK mobile operators 
[LTE] will be available across all existing and new price 
plans without customers needing to pay a premium fee to 
‘upgrade’,” the firm said.

3UK CEO Dave Dyson said: “As we add the next wave of 
technology to our Ultrafast network, we’ve listened to our 
customers and thought long and hard about the right way to 
do it. We don’t want to limit Ultrafast services to a select few 
based on a premium price and we’ve decided our customers 
will get this service as standard.”

If EE or 3UK were thinking about hiking their prices 
down the line, once customers are tied in to 24-month 
contracts, they could find themselves thwarted by 
another Ofcom initiative. The regulator has launched 
a consultation into methods of protecting consumers 
from mid-contract price increases for fixed, broadband 
and mobile services. The consultation came on the 
heels of a review in which Ofcom studied more than 
1,600 consumer complaints in a six-month period about 
changes in tariffs for what consumers believed were 
fixed-price contracts.

The regulator is proposing that customers should be 
allowed to walk away from their service contracts without 
penalty should their service provider decide to raise the 
price of the contract during its term.

Vodafone was not happy, complaining that operators are 
sometimes forced to adjust their prices to reflect changes in 
charges set by other operators for services such as premium 
rate or directory enquiries. The firm said that Ofcom’s 
proposal risked “generating significant confusion and 
potentially increasing the cost of getting a mobile phone 
contract for millions of people.”

In a statement released in the wake of Ofcom’s 
announcement, the UK’s third-placed operator, suggested 
Ofcom did not understand the difference between prices set 
by mobile operators and those set by other players.

“We simply do not control many of the charges faced 
by consumers. They are set by third parties and mobile 
phone companies have to pass those costs on or they 
will be subsidising other companies,” the operator said. 
“Ofcom appears resolved to introduce measures that would 
effectively prevent any rises in these prices being recouped 
while customers are still in contract.”

The firm went on to suggest that, if Ofcom’s proposals 
were put into action, UK mobile operators would build 
headroom into their tariffs to accommodate any changes 
in third party pricing that might occur during the length 
of a contract, increasing the cost of service to the 
consumer.

The UK LTE auction is open-ended, but should conclude 
well before the end of the first quarter. Seven firms qualified 
to bid in the auction, including three new entrants. Joining 
EE, 3UK, O2 and Vodafone are HKT—a subsidiary of PCCW; 
MLL Telecom; and Niche Spectrum Ventures—a subsidiary 
of BT. n

The third conclusion that can be drawn from 
EE’s price cuts is that operators know that 

faster network speeds are not enough to 
justify increased spending from consumers.
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As traditional, and even more modern, network 
architectures struggle to cope with more dynamic 
applications and services, another acronym has 

emerged as a possible answer to operators’ challenges. 
But ask ten different industry pundits what SDN (software 

defined networking) means and you will likely get ten 
different answers. At the time of writing, telecoms.com 
had just published a poll offering a variety of definitions, 
the clear leader of which was “other”—effectively meaning 
something else not on the list.

To some it’s a concept, a system architecture or even an 
implementation of technology, to others it merely means the 
OpenFlow protocol used to configure the forwarding plane of a 
network switch or router over the network. Then again, some see 
it as a process of virtualisation—the creation of an abstraction 
layer between software and hardware in the network.

This last point is one many can agree on. Telecoms networks 
typically contain a variety of proprietary hardware solutions 
that have grown in number over time, as new network 

services often require additional kit, and the integration 
and deployment of these appliances is getting harder to do. 
Meanwhile hardware life-cycles are becoming shorter as 
innovation accelerates, reducing the return on investment of 
deploying new services and constraining innovation.

SDN and the virtualisation of network functions aims to 
address these problems by evolving standard technology 
to consolidate many network equipment types onto high 
volume servers, switches and storage—essentially running 
the virtual applications on commodity hardware.

This is the task standards body and industry specification 
group ETSI set out to undertake in January, when it 
proposed to develop an architecture for the virtualisation of 
various functions within telecoms networks.

The initiative is led by seven operators; AT&T, BT, Deutsche 
Telekom, Orange, Telecom Italia, Telefónica and Verizon; which 
have been joined by 52 other network operators, telecoms 
equipment vendors, IT vendors and technology providers to 
create the ETSI Industry Specification Group (ISG) for Network 
Functions Virtualization.

ETSI will focus on implementing network functions in 
software that can run on a range of industry standard 
server hardware, and that can be moved to, or instantiated 
in, various locations in the network as required, without the 
need to install new equipment.

Potential benefits include reduced operator CAPEX 
and OPEX; reduced time-to-market; improved return 

A defining moment
Software-defined networking (SDN) is the latest acronym to 
save the day, promising more flexible, scalable and intelligent 
networks. But what does SDN actually mean?

on investment from new services; greater flexibility to 
scale up, scale down or evolve services; openness to the 
virtual appliance market and pure software entrants; and 
opportunities to trial and deploy new services at lower risk. 
The first specifications are expected before the end of 2013.

When we spoke to Ulf Ewaldsson, CTO of Ericsson, 
in October 2012, he said the explosive growth in cloud 
technology was spurring the requirement for SDN 
specifications—a view reinforced by a recent Ovum report.

As the three-tier hierarchy (access, aggregation, and core) of 
network architecture is being replaced by flatter architectures, 
virtualised application software is replacing network appliances, 
and network infrastructure is becoming more ‘programmable’.

Ovum believes that SDN provides an opportunity to 
completely re-examine network architectures, introduce 
virtualisation, and provide truly innovative solutions, with 
more of a focus on the intelligence inherent in the network, 
rather than the feeds and speeds of data. 

With SDN the network will dynamically adapt to provide the 
connectivity services that best serve the application and a better 
approach will eventually produce networks that are much more 
flexible in providing new services and monetising the network, as 
well as being more efficient in their use of resources.

Yet hype is an ever present threat in the world of technology 
and Informa senior research analyst Dimitris Mavrakis expects 
some observers to say, “this feels like 2006 all over again.” 

The thing is that telco SDN essentially promises the same 
thing that IMS promised six years ago: horizontalisation 
of the network without clear revenue opportunities. 
However, he states, “telco SDN has serious advantages over 
IMS: SDN is already being implemented in the IT domain 
and operators and vendors will have learned from their 
involvement in IMS. Also, SDN is attempting to enter the 
market by converting practices and technologies from 
the IT domain so that they can be applied in the telecoms 
environment. Contrary to this, IMS was a completely new— 
and very optimistic—concept.”

This won’t necessarily stop vendors creating fanciful 
and colourful presentations about SDN, nor stem the talk 
about how operators need to move from silos to horizontal 
platforms and networks.  

Addressing the cacophony of different definitions for 
telco SDN is ETSI’s Network Functions Virtualization (NFV) 
forum. The NFV believes Network Functions Virtualisation is 
applicable to any data plane packet processing and control 
plane function in fixed and mobile network infrastructures, 
although NFV sees itself as complementary to Software 
Defined Networking in that the topics are mutually 
beneficial but are not dependent on each other. 

But although SDN and NFV are arriving at an appropriate 
and interesting time for carrier networks, as telco and IT 
environments are merging, prompting a requirement for 
clear definition, Mavrakis believes telco SDN currently has 
some serious challenges to overcome.

“Each vendor has a different definition of SDN, but 
hopefully NFV will force vendors to align to its vision. NFV 
compatible (or standardised) elements will not arrive in 
the market for at least one to two years from now. And 
NFV elements may require forklift upgrades for existing 
infrastructure, where there may not be a clear revenue 
opportunity, but only cost savings,” he says. n

Telco SDN essentially promises the same 
thing that IMS promised six years ago: 

horizontalisation of the network without 
clear revenue opportunities.
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In a bid to extend its geographic footprint, Nordic 
carrier TeliaSonera entered into Central Asia’s former 
USSR nations in the late 1990s. The countries had 

only just become independent at the time, but, rather 
than going on to become democracies, some of those 
nations became dictatorships, marked by corruption and 
allegations of human rights breaches. But TeliaSonera is 
now present, either directly or through operators in which 
it has a stake, in 12 of those 15 former USSR states. Yet 
maintaining a distance from authority figures in those 
nations is no easy task. 

Five of those 12 states are classified as ‘not free’ by 
Freedom House, a US-based NGO that conducts research 
and advocacy on democracy, political freedom and human 
rights. A ‘not free’ country is one where basic political 
rights are absent, and basic civil liberties are widely and 
systematically denied, according to the NGO.

TeliaSonera’s presence in these markets has presented 
numerous issues to the operator. In April 2012, the firm 
was forced to respond to media criticism and concerned 
shareholders after the operator group was accused by a 
Swedish Television programme of helping authoritarian 
regimes spy on their citizens.

In response, the operator launched an action programme 
pledging to handle issues related to protection of privacy in 
non-democratic countries in a more transparent way.

Anders Narvinger, chairman of TeliaSonera’s board 
of directors, said that the firm “takes distance from all 
violations of human rights and wants to send a clear signal 
that we have taken the criticism seriously and are prepared 
to support efforts to increase the openness in society in the 
countries where we operate.”

Meanwhile, The Committee on Industry and Trade of the 
Swedish Parliament was undertaking an investigation into 
TeliaSonera’s purchase of a telecom license in Uzbekistan 
from Gibraltar-based company Takilant. The firm served as 
the operator’s local partner when the Nordic firm established 
operations in 2007, but is alleged to have close ties with the 
daughter of Uzbekistan’s dictator Islam Karimova.

Law firm Mannheimer Swartling was assigned to 
make an assessment of allegations and, after doing so, 
published a review that did not find that TeliaSonera had 
been involved in bribery or money laundering. But at the 
same time the law firm criticised TeliaSonera for failing to 

Travel advice
When entering foreign markets operators must learn about the local regulatory landscape, sometimes 
unfamiliar business culture and local partners they may not have worked with before. A task that is not often 
a walk in the park.

conduct a sufficiently in depth analysis into the identity 
of the local partner in Uzbekistan before investing. It was 
criticism accepted by the TeliaSonera board and CEO Lars 
Nyberg personally, who said: “Even if this transaction was 
legal, we should not have gone ahead without learning 
more about the identity of our counterparty. This is 
something I regret.”

An investigation by the authorities was ongoing at the 
time of writing and the law firm’s findings do not mean 
TeliaSonera is off the hook. Futhermore as a result of the 
internal investigation, the board of TeliaSonera withdrew 
their support for Nyberg, prompting him to resign. 

“In order to continue as chief executive I need a 
functioning board and their explicit support,” he said. “I 
was informed that as a result of the pending changes to the 
board they were not prepared to express that support. At 
that point I made up my mind that I would leave my position 
as chief executive.”

The series of events highlights the dangers operators can 
face when expanding their horizons to enter new markets. 
By acquiring spectrum licences in foreign countries, 
operators can find themselves exposed to a range of 
companies and goverment requirements that may well not 
have been anticipated.

Bengt Nordström, CEO of Swedish-based consultancy 
NorthStream, believes that part of the problem is that the 
telecoms industry is one that requires the full commitment of 
an operator—it is not one that is easy to enter and exit from.

“We had a big debate in Sweden when it was noticed that 
Telia had licences in Azerbaijan and a few other places in 
the former Soviet Union,” he said.

“It struck me then that it was a complete unknown. 
When Telia entered the market, the prospect of the former 
USSR becoming a democratic nation was quite promising. 
Unfortunately it did not go that direction—but no-one could 
see that coming, not even Telia.”

TeliaSonera is not alone in fighting a battle to prove 
its integrity in tricky markets. Uzbeki dictator Islam 
Karimova’s daughter, Gulnara, also had personal 
investments in Uzbek telco Uzdunorbita, which was 
later sold to Russian carrier MTS. In January 2013, MTS 
announced that Uzdunrobita had filed a petition to declare 
bankruptcy in the Tashkent Commercial Court as criminal 
charges were brought against four of its employees in 
relation to tax evasion charges.

Norwegian operator Telenor also found itself in a 
compromising situation further East in India, after having 
partnered with real estate firm Unitech to set up a business 
in the country. Their joint venture lost the 2G spectrum 
licences that it won in 2008 when the government found 
that corruption had marred the sales process. 

These tales go to show the importance to operators of 
understanding the new markets that they enter into and 
of carrying out due diligence on the firms they choose to 
partner with. As Nyberg found out, naivety is not a good 
enough excuse. n

Criticism was accepted by the TeliaSonera 
board and Nyberg personally, who said: 

“Even if this transaction was legal, we should 
not have gone ahead without learning more 
about the identity of our counterparty. This 

is something I regret.”
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Much has been made of the perceived spectrum 
shortage in the US. While operators will arguably 
never be satisfied with the amount of spectrum 

they possess and will always welcome more, in terms of 
MHz available per subscriber in the market, the US does 
look as though it is lacking in comparison to other major 
markets. 

“US operators see that within a few years, they could be 
in trouble with regards to spectrum if they don’t act now,” 
warns Mike Roberts, principal analyst and head of Americas 
at Informa Telecoms & Media.

Help is on hand though, as US regulator the FCC 
has ambitious plans to make more spectrum available 
to the market. The regulator aims to make 500MHz 
of additional spectrum available within ten years, 
predominantly through freeing up spectrum used by 
television broadcasters in the country. While the plans 
have gained approval, they will take time, and operators 
will seek out short term solutions in the meanwhile. 

Each carrier is going about boosting their spectrum 
portfolios in different ways, using different bands, strategies 
and even different technologies to deploy 4G services.

“Advanced Wireless Spectrum (AWS) is one of the big 
bands here, for sure,” says Roberts. “Another big band is the 
700MHz band, which is being deployed with LTE.” 

Verizon is leading the race to reach full nationwide 
LTE coverage, deploying it in the lower band of 700MHz 
spectrum that it recently acquired. At the end of 2012, 
Verizon’s LTE network covered 260 million people, and there 
are around 300 million people in the country.

The operator is reaching remote rural areas by 
partnering with regional providers, as part of its Rural 
America programme. In November last year, Verizon 
announced that it had entered into an agreement with 
regional carrier Cellular One. Under the agreement, Verizon 
Wireless is leasing its 700MHz upper C block wireless 
spectrum in parts of Texas.

Using the spectrum, Cellular One will construct and 
operate an LTE network serving its own customers, Verizon 
Wireless customers, and customers of other LTE networks 
that are Rural America participants. Cellular One customers 
will also have access to Verizon Wireless’ 4G LTE network 
throughout the United States.

In January 2013, Verizon also signed a deal with 
rival AT&T to sell its excess 700MHz spectrum licenses 

Tricks of the trade
Some trailblazing US operators are close to providing nationwide 
LTE coverage, but at the same time, they’re also coming close to 
using up all spectrum available to them. 

for $1.9bn in cash plus AWS licences in several states. 
The 700MHz licenses cover 42 million people in 18 US 
states including California, Florida, New York, Texas and 
Washington.

According to AT&T the acquisition complements its 
existing holdings in the 700MHz B band and will allow the 
operator to quickly expand its 4G LTE services to meet 
demand. The company announced that it plans to reach 
300 million people in the US with its 4G LTE network by 
the end of 2014.

AT&T has been aggressively pursuing more spectrum 
after its bid to take over T-Mobile USA failed last year. Not 
only was the transaction blocked by authorities, AT&T had 
to pay its rival $4bn as a consequence. In response, AT&T 
has looked to acquire smaller firms for more spectrum, such 
as the retail wireless operations of Atlantic Tele-Network, 
which operates under the Alltel brand, which it bought for 
$780m in cash.

Under terms of the agreement, AT&T acquired wireless 
properties, including licenses, network assets, retail 
stores and approximately 585,000 subscribers. The move 
took AT&T’s subscriber base to just over 107 million, 
putting it about seven million customers behind market 
leader Verizon.

The operator does not plan to stop there though, and in 
November, AT&T announced plans to expand its LTE network 
over the next three years in an initiative dubbed Project 
Velocity IP, or VIP. It will spend $14bn over the course of 
the project, with $8bn going on wireless connectivity and 
$6bn on wireline. It said the aim was to enhance its network 
to support the growth of mobile applications and cloud 
services.

Meanwhile, Sprint has also expanded its LTE service in 
the country, as it continues to develop its Network Vision 
project. The operator introduced its 4G LTE network in July 
2012 and in late January 2013 it extended its coverage to 
include Austin and Bryan/College Station in Texas; Columbia, 
Tennessee; Emporia in Kansas; Fort Wayne, Indiana; 
Gettysburg, Pennsylvania and Framingham and Boston in 
Massachusetts.

The operator has also significantly improved its 3G 
service in Puerto Rico and expanded 4G LTE to reach more 
regions in the country, including Aguadilla, Isabela, Cabo 
Rojo and Mayagüez.

Sprint also looked close to sealing an acquisition of 
Wimax player Clearwire; after it gained ownership of a 50 
per cent stake in the firm and made a bid of $2.2bn for the 
remaining shares. However, the deal is now up in the air 
after US satellite player Dish Network Corporation  made a 
competing bid at a higher price than Sprint’s offer.

T-Mobile USA, the last of the four major national carriers, 
announced in January 2013 that it would switch on its LTE 
network in Las Vegas very soon. But the carrier will not 
officially offer any LTE enabled devices at launch. 

“There will be a period when networks are up but 
we don’t have devices yet,” T-Mobile’s CTO Neville Ray 
admits. The firm has been making do without LTE thanks 
to a widespread HSPA+ network offering up to 42Mbps 
downloads, which is faster than LTE in some areas. However, 
the operator said it hopes to cover a population of 100 
million with LTE by summer 2013. n

The regulator aims to make 500MHz of 
additional spectrum available within ten 
years, predominantly through freeing up 

spectrum used by television broadcasters in 
the country.
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Jaco Fourie

Mobile operators need to know how to innovate in mobile broadband pricing and transformation 
is needed both in outlook and systems to make this happen, says Jaco Fourie, senior BSS expert 
at Ericsson. 

chasing change

In January this year the Global 
Mobile Suppliers Association (GSA) 
pronounced LTE a “mainstream” 

technology, citing 145 networks in 
commercial operation in 66 countries. 
By the end of this year GSA expects the 
figure to have risen to 234 networks in 
83 countries. The rate of deployment 
has been impressive—there were just 
17 live networks at the close of 2010, 
and 47 at the end of 2011. 

The global LTE subscriber base 
grew ten-fold in the year to September 
2012 but still represented a tiny frac-
tion of the world’s total, at 44 million. 
Informa has estimated the end-2012 
figure at 63.2 million, more than half 
of which are accounted for by US 
operators and the great majority of 
the remainder by South Korean and 
Japanese players. 

It seems reasonable to conclude that 
LTE is simpler to deploy than it is to 
sell. Indeed the monetisation of mobile 
broadband networks is probably the 
greatest commercial challenge that 
today’s operators face. Those that fail 
will not survive. 

For many years after its commercial 
debut mobile telephony was a premium 
product, billed at a premium price. Even 
as the wider consumer market opened 
up prices stayed high, kept aloft by a 
combination of scarcity, cost of provi-
sion and no small amount of chutzpah. 
Today, while traces of the premium 
mindset remain—visible in the charges 
operators levy for some international 
roaming services—the prestige has been 
steamrollered out of mobile by the sheer 
weight of its ubiquity. 

Nowhere is this truth more bluntly 
apparent than in the challenge of pric-
ing and monetising mobile broadband 
services. In many markets 3G net-
works were deployed in the belief that, 
because the technology was superior 
to 2G, customers would pay more to 
get it. That belief proved baseless for 
3G more than a decade ago and it 
makes no morse sense for LTE today, 
says Jaco Fourie, senior expert in BSS 
at Ericsson. 

“If the price of a service is well 
above a consumer’s income or dispos-
able spending levels then they are 

simply not going to buy it,” Fourie 
says. “You might get a bump from 
the early adopters when you first 
launch but when  the market is fully 
penetrated you’ll grow at GDP, end 
of story.”

In the face of this challenge, 
he says, his customers have two 
questions: How should they evolve 
their pricing for mobile broadband, 
and what do they need to change 
in their billing systems to make 
that evolution possible? “We are 
literally inundated with requests 
for workshops on how to monetise 
mobile broadband,” he says. “There 
is a constant discussion around how 
to structure broadband offerings, 
how to create different packages and 
which ones work in different places 
around the world.”

Operators have to start by being 
realistic about what the customer can 
afford, he says, and they have to be 
prepared to move beyond the familiar 
comforts of a bucket of minutes, a flat 
rate tariff and overage charges. 

“We are seeing quite a lot of speed 
differentiation now, as not everybody 
requires 4G levels of speed,” he says. 
“But eveyone wants connectivity, even 
people in lower disposable income 
brackets. Operators need to segment 
to address these people, using specific 

service packages that allow them ac-
cess only to the services that they need 
at a price that fits their pocket.”

Operators can also use third party 
content to differentiate new tech-
nology like LTE, he says, bundling 
services such as Spotify or Netflix. 
At all times, though, operators must 
give their consumers real-time ac-
cess to exactly how much money they 
are spending, particularly when they 
own devices that consume data in the 
background, possibly without the user 
even being aware that it is happening. 

Many operators still have the mind-
set that all data is user initiated, 
he says. This can be compounded 
if those operators still view service 
consumption in terms of the time it 
takes for an action to be performed 
over the network. “This is a culture 
shock for operators,” he says. “On an 
LTE network, with the speeds that 
many operators around the world 
are now offering, you could consume 
two gigabytes of data in a really short 
amount of time. The marketing depart-
ments  of  many mobile operators are 
recognising the needs caused by this 
massive change in behaviour and the 
urgent need to inform the user about 
what they’re doing.”

Even when operators fully grasp the 
concepts of billing for mobile broadband 
services they will still face challenges 
putting them into practice. Mobile net-
work billing environments are notori-
ously complicated, having been expanded 
piecemeal, often on a service-by-service 
basis. The immense complexity often 
renders them inefficient, Fourie says, 
adding that he had “one hundred times 
more” discussions with operators about 
evolving their billing architectures in 
2012 than he did in 2011. 

The more technologies and services 
operators launch, the more appealing 
the idea of a single billing system that 
can support them all becomes. Unhap-
pily for operators there is never a good 
time to undertake a transformational 
project that threatens to disrupt ser-
vice and (in the case of large interna-
tional players) internal relations. The 
upshot is that the complexity simply 
increases, as Fourie explains:
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“More and more customers are ask-
ing for a quotation for an end to end, 
fully integrated B/OSS environment 
that they can user for new services, 
and that wasn’t happening two years 
ago,” he says. “But does this mean that 
they are going to transform towards 
that environment or is this just the 
same old approach of putting in a 
new system to deal with a new issue? 
I can’t answer that but I do believe the 
mindset has shifted.”

As it must. Fourie suggests that the 
acquisition and installation of B/OSS 
systems in the past were, “with all 
due respect to operators, somewhat 
careless”—because the industry was 
enjoying double or even triple digit 
growth and moving at great pace. To-
day the growth has receded dramati-
cally, meaning operators simply can’t 
purchase with the kind of abandon 
they once did.  But the pace of devel-
opment, as we’ve seen, has actually 
accelerated, placing greater pressure 
on them to upgrade and evolve. 

It will almost always be extremely 
difficult, operationally, psychologically 
and financially, for operators to simply 
discard the legacy billing solutions 
that they have amassed over the years. 
Despite this reality, isn’t it always the 
ideal—from a functionality perspec-
tive—to look to a full transformation? 

This is a loaded question for a 
vendor of billing systems, and Fourie 
shows due deference to operators’ 
need to retain and maximise their 
legacy installations. 

“One would always look at what 
you can do to augment the existing 
environment to make it capable of 
dealing with the immediate business 
needs—that will always be the cheap-
est approach,” he says. “But there are 
certain things that you just will not 
be able to do efficiently with legacy 
environments.”

What he describes as the “nirvana” 
of full service segmentation, which 
allows operators to offer users access 
to specific data applications such as 
social networking, requires a level of 
integration from different elements 
of the overall architecture that is all 
but impossible to derive from legacy 
systems, he says. 

Increased service sophistication 
and the bundling of third party of-
ferings represent a wider problem. 
“Traditional B/OSS systems were 

designed for a retail business model 
in which operators sold phones and 
telephony to individuals and enter-
prises. Now operators are selling ICT 
to enterprises, which is a completely 
different thing, and selling consumers 
connectivity to a range of services. 
With these services you suddenly 
have a whole hoard of content and 
service proivders as partners that 
you actively onboard and allow to 
sell through to your customers. Tradi-
tional systems were just not designed 
for that.”

The notion of segmenting down to 
the individual is difficult enough to 
make reality in a single market. For in-
ternational operators with a presence 
in multiple countries that are looking 
to leverage their scale by consolidat-
ing their various billing installations 
it can be even more difficult. 

For these operators centralisation or 
standardisation are attractive options 
but there are serious hurdles. Data 
protection legislation often requires 
that customer data be stored in the 
customer’s home market, for one thing, 
which blocks any move to centralise. 
But internal politics could be even 
more problematic, with individual 
opcos feeling that standardised or 
centralised systems might rob them 
of the ability to tailor servies to their 
specific market. 

Fourie says that his unit of Ericsson 
has been working on standardisation 
projects for customers for over a dec-
ade. And the learning suggests that 
individual opcos’ fears about their 
ability to operate with independence 
and flexibility may be unfounded. 

“Every individual opco thinks that 
their market is special. But when you 
look at all these markets there are ac-
tually only a few very small things that 
are truly unique,” Fourie says. “These 
are things that can be configured to 
be allowable or disallowable market 
by market.”

Data protection legislation is less 
easily circumvented. Ericsson has 
installed systems for customers where 
operation is centralised but systems 
are distributed, Fourie says, which 
does offer some savings. This is par-
ticularly attractive in developing mar-
kets where operators have high staff 
turnover, he says. 

The firm is also currently implement-
ing a centralised billing system for 

an operator group in three European 
countries, with a fourth to be added 
this year. Fourie doesn’t reveal which 
countries, but he stresses that the ease 
with which such systems can be de-
ployed depends on how good relations 
are between the countries in question. 

All of which leads, inevitably to a 
discussion of outsourcing and the 
cloud. “B/OSS has to run on cloud 
infrastructure because operators will 
stand up datacentres and consolidate 
their hardware to minimise cost,” 
Fourie says. “Over time the focus might 
move to outsourcing and XaaS but the 
initial drive to cut IT spending has to 
be in the cloud.”

Operators need to approach the no-
tion of outsourcing their billing function 
with caution, he says. Anything that can 
be effectively standardised and made 
configurable can be outsourced, he ar-
gues, but operators need to understand 
that their commercial “identity” resides 
within their B/OSS systems. The pack-
ages they offer and the way in which 
they interact with their customer base 
should not be relinquised. 

“There is a school of thought that 
we will move to outsourcing BSS,” he 
says, “but I don’t think it will happen 
yet, it won’t happen for every element 
and certainly not in the part where 
the operator creates and maintains 
its identity.”

Ericsson, of course, has a substantial 
managed services business on the net-
work side. There have been suggestions 
from some quarters that big network 
vendors with a billing play, Ericsson 
and Huawei being the most obvious, 
are able to leverage network sales to 
undercut specialist BSS providers on 
price. Fourie rejects this outright. 

“That was common in the 90s when 
everyone did it, including Ericsson. 
Whenever there was a new greenfield 
operator the VAS, the SMS, the voice-
mail and the prepaid billing system 
were bundled in. That just doesn’t hap-
pen any more, because operators don’t 
buy network and B/OSS together. And 
if we did that we would be a bankrupt 
support solutions unit.”

Nonetheless, he says, there are 
benefits to breadth of offering. “Our 
solutions run from the network all the 
way to CRM and that’s not something 
all providers can offer. We see a lot of 
pull from operators because of this 
end to end connectivity.” n
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OPERATOR LANDSCAPE

Mobile operators are not 
having an easy time of 
it. Here we reveal how 
the industry views their 
prospects and the choices 
ahead of them. 

The Big Picture
By the end of 2012 a number of 

truths relating to mobile opera-

tors and their lot were moving 

towards universal acknowledge-

ment. They are saddled with 

the burden of data traffic that is 

showing explosive growth. Con-

tinued investment in the network 

is essential yet the compensation 

operators derive for delivering 

this traffic is dwindling fast, in 

relative terms. Meanwhile their 

noses have been bloodied in the 

service innovation space by OS 

developers and internet players 

who between them are generat-

ing much of the traffic that the 

operators must transport.

Despite the centrality of the 

network to the performance of 

the applications and services 

so beloved of the smartphone 

generation, it enjoys none of 

the adulation they inspire. 

It is given short shrift by 

consumers frustrated when 

their experience doesn’t pass 

muster, despite being by far the 

most complex element of the 

end to end service, and often 

when the network itself is not 

at fault. 

Beset from the outside by 

these competitive assaults 

things are no easier within the 

operators’ own community, 

as inter-operator competition 

gets fiercer every year. More 

consolidation is needed in many 

markets as operators battle one 

another for territory in what 

has become a scale game. 

These are the messages 

we’ve been hearing from the 

market watchers but how are 

mobile operators perceived 

by themselves and the wider 

industry? 

Two thirds of respondents to 

our survey believe as a starting 

point that mobile operators are 

simply too numerous, with just 

under 65 per cent saying that 

further consolidation in the op-

erator community is necessary. 

Asked how many operators 

their own domestic market will 

be able to support in two years’ 

How many 
separately owned 

and operated 
national mobile 

networks will 
your country of 

residence be able 
to support in two 

years time?

11.3%
1.7%

40.2%

29.4%

17.3%

time, they set on the middle 

ground, with just over 40 per 

cent identifying three as the 

magic number.  A further 29.4 

per cent felt their market could 

sustain four operators, while 

17.3 per cent boldly asserted 

that there were pickings rich 

enough for five or more players. 

For some years now provoca-

tive voices—some in high plac-

es—have been heard to suggest 

that each market really only 

needs one physical network, 

upon which the companies we 

know today as operators could 

compete at the service layer. As 

you might expect, rejection of 

this notion was firm, with 44.3 

per cent of respondents saying 

they disagreed or strongly 

disagreed that this was a com-

mercially viable model. 

More interesting, however, 

was just how many respondents 

came out in favour of the idea. 

More than 35 per cent of survey 

respondents said they agreed 

(7.2 per cent strongly) that a 
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44.3% 20%35.7%

A single network mArket with  
operAtors competing At the service 
lAyer is A commerciAlly viAble model

of respondents believe that more 
consolidation is needed among mobile 
operators

single network market could be 

made to work. And when you 

consider that one fifth of re-

spondents took a neutral stance 

on the question, respondents 

who actively dismiss the idea of 

a single network market are in 

the minority. 

Network sharing is blurring 

the lines between collaboration 

and consolidation and one of 

the drivers towards this ap-

proach to reducing the number 

of individual networks per 

market is clearly the move to 

LTE. 63 per cent of respondents 

agreed (17.9 per cent strongly) 

that network sharing is “essen-

tial” to the profitability of LTE. 

That is a remarkable statis-

tic. The industry isn’t saying 

that network sharing will help 

to achieve profitability for LTE, 

or to enhance what profit-

ability operators might derive; 

it is deeming network sharing 

essential. This throws down 

a gauntlet to regulators and 

national governments to priori-

tise the success of the mobile 

markets under their gover-

nance over auction revenues 

and the perceived competitive 

benefit of maintaining high 

numbers of independent net-

work operations. 

So how are the regulators 

themselves perceived? Our sur-

vey suggests their performance 

is seen as middling. While only 

6.4 per cent of respondents 

scored the regulator in their 

home market one out of five 

in terms of the regulator’s suc-

cess in supporting its mobile 

sector, even fewer, 4.7 per cent 

awarded top marks. The aver-

age rating was just over three, 

with 20.5 per cent scoring their 

regulator as a two and 30 per 

cent as a four. 

When asked what they 

believed regulators’ highest 

priorities should be in relation 

to mobile markets, the clear 

leader was maximising the 

potential of available spectrum. 

Just shy of half of all respon-

dents said that this ought to be 

top of the regulators’ to-do list, 

compared to just 9.8 per cent 

of respondents who thought 

instead it should be maintaining 

the number of mobile network 

operators. This was the lowest 

score of all options. 

In second place, with 28.5 

per cent of respondents ranking 

it as the highest priority, was 

improving coverage in rural 

and unconnected areas. This 

was closely followed (at 24.9 

per cent) by improving the at-

tractiveness of the sector as an 

investment opportunity.  

There was little support for 

further regulatory interven-

tion on pricing, wholesale 

or retail and, despite a clear 

support for consolidation 

in the operator space, only 

13.7 per cent of respondents 

felt that creating the right 

environment for further 

consolidation ought to be the 

top priority for their national 

regulator. This perhaps sug-

gests that respondents felt 

regulators’ contribution to a 

more consolidated operator 

landscape should be to refrain 

from intervention as much as 

possible. 

Even the most operator-

friendly regulator in the world 

can do nothing to protect 

them from the gains being 

made by internet, device and 

OS players in customer rela-

tionship and service revenue. 

And mobile operators should 

perhaps be worried that less 

than half of our respondents 

believe that they are capable 

of competing with these 

disruptive players in terms of 

service innovation. 

While 48.9 per cent of 

respondents agreed (8.3 per 

cent strongly) that operators 

can compete, 30 per cent felt 

that the battle was lost. The 

remaining 21.1 per cent came 

down on neither side.

More than a quarter of 

respondents opted to keep out 

of the debate over whether or 

not OTT players should subsi-

dise the cost of transporting 

the data that they are generat-

ing. But among the remainder 

feeling was strongly in favour. 

54.2 per cent of respondents 

felt that these players should 

subsidise their own traffic 

and, surprisingly, 48.7 per 

cent of respondents said they 

felt that the OTT community 

could be persuaded to do so. 

We have seen nothing from 

these players to suggest that 

they are willing to contribute 

to transport costs so perhaps 

this statistic reveals con-

1 - disagree
2 - Agree
3 - neutral
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OPERATOR LANDSCAPE

For some time the mobile industry 
has looked to vertical sectors for 
enhanced revenue streams. In some 
of these sectors operators are able 
to offer little more than connectiv-
ity and a solution (hosted or not) 
to manage that connectivity. But in 
others some operators are looking at 
more in-depth participation. 

It was interesting to note that, 
despite its relative high profile in 
the connected device arena—and 
despite significant momentum 
gathering within this sector—the 
automotive industry was ranked 
as offering mobile operators the 
least potential for incrememental 
revenues. Just ten per cent of respon-
dents scored this sector full marks 
for potential, and it got an average 
rating of 3.16 out of five. 

Equally interesting was the fact 
that the industry has continued 
faith in the ability of mobile opera-

tors to derive decent revenues from 
payment and banking services. 
This was the highest scoring sector, 
reflecting moves than many opera-
tors are already making to create a 
presence of their own in this space, 
rather than working as an enabler 
to established players. 

Confidence remains  high in 
opportunities for operators in the 
media and content space, which was 
close behind payment and banking. 
Bridging these two sectors in third 
place was advertising and marketing, 
which scored 3.7 out of five. Also re-
lated, and in fourth place, was retail. 

It was something of a surprise to 
see health and transport somewhat 
off the pace, as a number of opera-
tors have made moves in e-health 
and ticketing services. And despite 
the widespread attention given to 
smart metering, expectations were 
relatively low for the utilities space. 
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than both the
smart device 
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Strongly
disagree Disagree Neutral Agree Strongly agree

8.3% 5.1%

24.9%

21.1%

40.6%

11.4%
3.9%

15.5%

26.0%
43.2%

16.8%
3.3%

16.9%

15.7%

47.3%
29.7%

29.2%

7.5% 3.4%

30.2%

To whaT exTenT do you agree 
wiTh The following sTaTemenTs 

regarding mobile operaTors and 
oTT players?

siderable optimism as much as 

anything else. 

Opinion was split fairly evenly 

on the question of whether or not 

OTT players have defeated network 

operators in the battle for brand 

loyalty. 37.7 per cent of respondents 

said that they had, while 32.6 

argued the reverse. Certainly there 

is a feeling that consumers don’t 

love the network as much as they 

should, or might. 64.1 per cent of re-

spondents agreed that the network 

is perceived as lower in value than 

the device and the application. 

But for all the tensions between 

operators and the new wave of 

competitors, pragmatism rules. 

A whopping 83 per cent of re-

spondents believe that operators 

can and should parther with OTT 

players to their mutual benefit. 

Only 4.3 per cent felt that this was 

neither desirable nor possible.

of respondents believe that network sharing  
is essential to the profitability of lte

raTe The following non-Telco 
secTors for The poTenTial service 
revenue opporTuniTies They offer 

mobile operaTors
(ranked 1-5, where 5 - the greatest opportunity)
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Competitive levels

Over the last 24 months or so much 
of the focus on mobile operators’ 
competitive travails has been on the 
threats posed by external players, 
from Apple, Facebook and Google to 
network independent communica-
tions service providers like WhatsApp. 
But the battle between the operators 
themselves remains intense, despite 
a number of collaborative initiatives 
designed to shore up their defences 
against external invaders. 

At times of stress human beings 
often seek out the familiar and it seems 
that mobile operators are no different. 
Asked what the most effective competi-
tive differentiator for operators is today, 

respondents voted overwhelmingly in 
favour of service price and network 
quality. These trusty old weapons 
scored 4.1 and 4.09 out of five when 
respondents were asked to rank the 
effectiveness of a range of compeititve 
differentiators. 

The popularity of the network as 
a differentiator is somewhat at odds 
with the drive towards network shar-
ing and the increasing willingness of 
the industry to consider the concept 
of the single network market. Its high 
ranking is surely due in part to the fact 
that the industry is in the midst of a 
shift to a new network technology and 
therefore focused more on the network 

itself than it would be in the middle of 
a technology cycle. But the fact that 
customer service also scored high, at 
3.92, shows an understanding that 
the softer side of the business remains 
important against a backdrop of rough 
parity in network performance.

It was interesting to note that 
device pricing is losing traction, scor-
ing 3.35 as an effective differentiator. 
This perhaps reflects the fact that 
device vendors are asserting much 
more control over the channel, leaving 
operators less room for manouevre 
and differentiation. 

And two of the Big Ideas for new 
competitive advantages—contextual 

charging options like turbo boosts and 
third party tie-ups and promotions like 
O2’s More offering—have yet to set 
hearts racing. They scored 3.12 and 
2.75 respectively.  

We then asked respondents to tell 
us how they think these things might 
evolve over the next 24 months. The 
only shift in the rankings saw contex-
tual charging overtake device pricing in 
terms of perceived effectiveness. Device 
pricing was the only option judged 
likely to decrease in effectiveness, 
while all othersare expected to become 
increaseingly effective, with the same 
differentiators leading the way in two 
years’ time as today.

2.75
2.92

Device pricing

16.3%5.9%

Service pricing (eg. monthly or prepary tariff)

Customer service

Contextual charging options (eg. turbo boost)

Network quality

Third party promotions

Device pricing

15.9%8.7%

6.5%

5.2%

11.4% 23.9% 33.3% 24.3% 7.1%

16.3% 35.1% 42.5%

15.8% 33.5% 30.8% 14.7%

17.8% 35.8% 38.2%

12.6% 41.2% 39.7%

Service pricing (eg. monthly or prepary tariff)

Customer service

Contextual charging options (eg. turbo boost)

Network quality

Third party promotions

27.3% 31.9% 16.2%

1 2 3 4 5

which will be the most effective  
in two years time?

(ranked 1-5, 1-least effective, 5-most effective)

Rating  
Average 

3.35

4.10

3.92

3.12

4.09

Rating  
Average 

3.31

4.12

4.02

3.34

4.12

what are the most effective 
competitive differentiators for 

operators today?  
(ranked 1-5, 1-least effective, 5-most effective)

of respondents believe that ott players can be 
persuaded to subsidise the cost of the traffic 
that they generate 



percentage of 
respondents who saw  

high potential for these  
sectors

rate the following in 
terms of their importance 

as areas of investment 
over the  next 24 months

(ranked 1-5,  where 5 has the highest importance)
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19.6% 38.6% 30.6%

25.8% 35.3% 22.8%

32.1% 36.3% 16.2%

25.8%

13.4% 47.5% 29.3% 7.1%
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31.9% 50.7%
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OPERATOR LANDSCAPE

In line with their mobile counterparts, fixed operators are 
facing significant investments to bring their infrastructure 
up to scratch. 

Fixed Opinions

For 2013, FTTx, cloud computing, 

and Software Defined Networks 

(SDN) emerged as the key topics 

that these operators are focus-

ing on. In the cloud sector there 

is a global land-grab underway 

as some operators rush to take 

control of physical assets such 

as data centres in order to resell 

virtual services through an on-

demand model. 

Just as this approach 

depends very much on scale, 

and the ability of the service 

provider to dimension resource 

in line with customer require-

ments, a similar concept is 

forming in the transport net-

work layer. Here we are seeing 

moves to commodity hardware 

and software that can adapt to 

network demands on the fly, 

introducing flexibility and cost-

efficiency where once there was 

only rigidity. 

There was little doubt about 

the segment that respondents 

to the 2013 Telecoms.com 

Intelligence Industry Survey 

felt offered the most revenue 

potential for fixed operators. 

The enterprise sector was 

ranked as having high or very 

high potential over the next 

24 months by 70 per cent of 

respondents. IPTV / Video was 

in second place, with 64.6 per 

cent of respondents ranking it 

high or very high. 

Interestingly, however, IPTV / 

Video had the best score when 

the very high potential rankings 

were taken in isolation, despite 

its rating average score placing 

it second overall. 

In third place was Cloud, 

judged as having high or very 

high potential by 61 per cent of 

respondents. Both Cloud and 

Video services are applicable to 

the enterprise sector, reinforc-

ing the strong showing for en-

terprise as a revenue generator. 

Content and media came in 

surprisingly high as a revenue 

generator over the next 24 

months, with 54 per cent of 

respondents seeing high to very 

high potential. But Content Deliv-

ery Networks themselves make 

for a less convincing prospect. 

Almost one half of respondents 

remained sitting on the fence, 

with 46.9 per cent unsure as to 

whether they offer potential or 

not within 24 months.

Asked about the most 

important areas for investment 

for fixed operators, respon-

dents to the survey displayed 

similar judgements. As you 

might expect given the focus on 

enterprise, fibre is high on the 

investment agenda. A whopping 

83 per cent of respondents 

rated it as an important to very 

important area for investment 

over the coming two years. And 

this is clearly a forward-looking 

sector: Almost 70 per cent of 

respondents judged investment 

in legacy network infrastructure 

of low to middling importance. 

Reflecting the potential rev-

enue streams identified in the 

previous point, both cloud and 

IPTV/video are tipped as strong 

investment areas. Again CDN is 

in no man’s land, with operators 

apparently unsure as to whether 

it will make for a sensible invest-

ment in the near future. 

Perhaps this reflects a feeling 

that operators should not have 

to invest in networks to carry 

traffic that generates revenues 

for other players; an argument 

similar to that bouncing around 

the mobile market. On the other 

hand, more than 52 per cent of 

respondents said that content 

and media would be important 

investment opportunities for 

fixed operators over the next 24 

months, with 16 per cent identi-

fying it as a very important area. 

As with the mobile sector, 

we asked respondents to rate 

the regulator in their domestic 

market. The split was even: 

Almost half of respondents (46 

per cent) do not believe that 

regulation in their home market 

does enough to support the 

fixed line telecoms industry. The 

other 54 per cent judged their 

regulator’s efforts sufficient. 

Rating Average 
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3.25

3.49
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vendorS

The vendor community  
is under just as much  
pressure as the operators 
it serves. With disruptive 
newcomers, shifts to new 
technologies and an  
ever-more demanding  
customer base, the  
industry’s vendors have 
their work cut out. 

Maker’s Marks
Whatever pain is being felt by 

telecoms operators, you can be 

reasonably sure, will soon find 

its way to the industry’s supply 

side. Of the big seven Western 

vendors that once had the mo-

bile infrastructure market more 

or less sewn up, only three 

remain—two of which are joint 

ventures that have never looked 

entirely at ease. 

The disruptive influence of 

Chinese vendors Huawei and, to 

a lesser extent ZTE, has been 

significant in terms of price, 

competition and innovation—and 

the responses of the incumbent 

vendors have been varied. 

Ericsson has looked to build 

strength in breadth, beef-

ing up its portfolio through 

acquisition, while defending 

the leadership of its sector-de-

fining services operation. Nokia 

Siemens has stripped itself of 

non-core assets to focus on be-

coming the industry’s “mobile 

broadband specialist” and has 

duly established the lead in LTE 

contract wins. 

Alcatel Lucent, meanwhile, 

has looked to leverage its Bell 

Labs heritage and focus on 

innovation across wireless, 

fixed and optical. It was the 

only one of the three Western 

incumbents to make the MIT 

Technology Review’s list of the 

50 most disruptive companies 

in the world in 2012. 

But there are other players 

gravitating towards the mobile 

network space as we converge 

on an all-IP world; Cisco and 

Samsung among them. The 

network supply sector hasn’t 

been stable for a long time and, 

while the eventual winners are 

all in the mix, it seems likely 

that there are still difficult 

times ahead. 

Indeed almost 68 per cent 

of respondents to the survey 

agree (16 per cent strongly) that 

the transition to all-IP networks 

will spark a shift in the relative 

standings of infrastructure 

providers. And the industry 

is upbeat—perhaps surpris-

ingly so—about the prospects of 

companies looking to break into 

the space. Almost 60 per cent 

of respondents felt that relative 

newcomers have a reasonable 

chance of success. 

This view, that the market 

has room for more contenders, 

was also reflected in responses 

to the suggestion that the infra-

structure sector is too crowded. 

32.4 per cent of respondents 

disagreed with this suggestion, 

mirrored almost exactly by the 

32.8 per cent who agreed. More 

than one third of respondents 

remained neutral. 

The outlook is less promising 

for smaller, specialist vendors. 

While almost one quarter of re-

spondents were neutral on the 

prospects of lower-tier players, 

46.1 per cent felt that they will 

struggle to succeed because of 

operators’ supportability and 

maintenance requirements. 

The lot of these vendors is 

also made more challenging 

by the portfolio expansion of 

the bigger players, whose scale 

Chinese vendors
are being unfairly

restricted outside of
their domestic market

on security grounds

Network vendors
have to have a

healthy services
business in order to 
remain competitive

The move to 
LTE/All-IP networks

will change the
relative standings of

infrastructure
suppliers

Smaller/
specialist vendors 

will struggle to succeed 
because of operators’ 

supportability and
maintenance
requirements

14.3%

26.5%

31%

21.1%

7.1% 5.8%

16.0%

56.8%

0.6%

20.8%

0.9%

7.1%

24.4%

51.6%

15.9%

2.3%

15.7%

23.5%

46.5%

12.0%

Strongly
disagree Disagree Neutral Agree Strongly agree

to what extent do 
you agree with these 
statements about 
the telecoms vendor 
landscape?
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vendorS

can enable them to bundle 

products and services at very 

attractive prices. 

Attractive pricing, of course, 

is how Huawei and ZTE entered 

the market. This is no longer 

their only differentiator and 

their contract wins in more 

mature markets with higher 

tier operators reflect a greater 

willingness among operators 

to judge them side by side with 

their Western counterparts. But 

they have had some high profile 

problems in some markets, in-

cluding India and the US, where 

they have been viewed with 

outright suspicion. 

Some 28.2 per cent of 

respondents felt that Chinese 

vendors are unfairly restricted 

outside of their domestic 

market, while 40.8 per cent 

disagreed. What is not clear 

of course is whether those 

who disagreed felt that Chi-

nese vendors are not being 

restricted, or that restrictions 

are not unfair. 

One criticism often levelled 

at the Chinese pair is that they 

have underdeveloped services 

plays. A substantial majority of 

respondents—77.6 per cent—felt 

that a healthy services business 

is essential to vendors wanting 

to remain competitive. 

In slight contrast, 46.1 per 

cent suggested that the vendor 

market will separate out along 

Supply + Service and Pure 

Supply lines, which might free 

some vendors from having to 

build that important services 

business.

Yet for all the talk of services 

and breadth of offering, price 

remains the most important 

factor for operators choosing 

network suppliers. 85 per cent 

of respondents rated price as 

an important or very important 

influencer for operators when 

spending with an equipment 

vendor, followed by around 70 

per cent for the technical perfor-

mance of the product.

Outsourcing and service 

offerings were rated as one of 

the lowest influencers, perhaps 

suggesting that operators are 

indeed seeing sales relation-

ships as increasingly separate 

from services. 

Past performance is not 

necessarily an indicator of 

future success, with market 

share ranked lowest out of all 

influencers. Legacy relationship 

was also down the table, with 

breadth of offering and vendor 

financing fractionally ahead. 

We then asked respon-

dents to rate a number of 

technologies in terms of their 

importance to operators over 

the next two years, in a bid to 

discern where vendors might be 

best placed to put their invest-

ment. Small cell offload is set to 

be the most significant technol-

ogy for operators over the next 

24 months, with around 60 per 

cent of respondents rating is as 

important or very important. An 

associated technology, carrier 

grade wifi, was close behind.

Software defined networking 

(SDN) a contender for 2013’s 

hype term of the year, ranked 

of respondents rated ongoing cost reduction as an 
important area of focus for vendors. only 44 per cent 
felt the same about expertise in broadcast networks 

WHAT ARE THE BIGGEST INFLUENCERS IN  
OPERATORS’ SELECTION OF NETWORK  
VENDORS? 
(ranked 1-5, 1-lowest influencer, 5-strongest influencer)

Vendor financing

Technical performance of kit

Legacy relationships

Product roadmap

Market share

Breadth of offering

Outsourcing

Price

12.3% 41.8% 43.0%

13.8% 35.5% 35.2% 13.1%

12.1% 34.6% 39.4% 12.0%

18.3% 39.6% 30.1% 8.4%

5.6% 26.6% 46.1% 20.4%

12.7% 36.6% 35.6% 12.6%

23.1% 47.7% 24.6%

11.5% 32.9% 37.8% 15.1%

Rating  
Average 
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3.51

3.91

3.43

3.79

3.21

3.41
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alongside carrier grade wifi. 

A couple of rungs down the 

evolutionary ladder from SDN 

and a technology that has been 

widely discussed for some time, 

SON (self organizing network), 

actually garnered the least inter-

est from respondents. But self-

healing networking technology, 

which is where SON is headed in 

the future, was of importance to 

more than half the respondents. 

Joining SON towards the bot-

tom of the list were IPX/Diameter 

and MIMO. 

For vendors, technology must 

be complemented by skillsets 

so we then turned our attention 

to the kind of skills and areas 

of expertise in which vendors 

should be investing. Internal 

of respondents rated small 
cell offload as important or 
very important over the next 
24 months

efficiency and cost reduction 

strategies scored the highest, 

with just under 73 per cent of 

respondents marking this out 

as important or very important, 

despite all the downsizing we 

have already witnessed. 

Managed services placed 

second, with B/OSS expertise 

and innovation around datacen-

tre deployment and manage-

ment also near the top of the 

table. Expertise in broadcast 

networks, touted by at least one 

big vendor CTO as the next im-

portant area for development, 

scored lowest of all, while acqui-

sition and intellectual property 

portfolio development were also 

seen as less important areas 

for focus.

60%

proportion of respondents who 
ranked the following technologies 
as important or very important
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bIllIng

Large multinational 
mobile operators have 
often struggled to fully 
exploit the benefits of 
scale and yet, as our 
survey reveals, there 
is clear enthusiasm 
for centralised or 
standardised billing 
systems. 

Standard Issue
Success for mobile operators is 

increasingly dependent on scale. 

It is broadly accepted that, from 

network infrastructure deploy-

ment to handset procurement, 

the bigger you are the more 

benefits are available. And the 

drive for greater scale seems 

set to continue for some time to 

come: Two thirds of respondents 

to the Telecoms.com Intelligence 

2013 Industry Survey believe 

that further consolidation within 

the mobile operator community 

is necessary. 

But the benefits of scale are 

only as great as the operator’s 

ability to leverage it; size in itself 

is only the starting point. All op-

erators that have expanded their 

footprints over the last 15 years 

have struggled at one time or an-

other to truly reap the rewards. 

Some have failed outright. 

More often than not there is 

huge diversity in the systems 

installed at different opcos, 

meaning that it is difficult to 

bring them all into aligment. 

Meanwhile cultural and political 

barriers to progress are just as 

difficult to negotiate as techni-

cal problems, with frequent 

disagreements between group 

HQ and the national outposts. 

Nowhere are these issues 

more likely to prove disruptive 

than in billing strategy. Different 

markets vary in terms of pric-

ing, bundling and the creation 

and marketing of new offers. 

Individual opcos have far greater 

awareness of their own markets 

than the corporate management 

team at HQ and are likely to 

resist any attempts to mandate 

new billing systems. Beyond this 

there is the very real danger of 

service disruption and revenue 

leakage that comes with any 

large system swap-out. 

Despite all of these concerns, 

greater alignment of interna-

tional operators’ billing systems 

is seen by the industry as a pri-

ority. Respondents were asked 

about standardisation and cen-

tralisation, two approaches to 

introducing greater consistency 

in billing, with standardisation 

emerging as both more attrac-

tive and more achievable. 

More than two thirds of 

respondents said they believed 

international operators should 

look to standardise their BSS 

systems across footprints, while 

just over half as many felt the 

same way about centralisation. 

Reduced Opex was perceived 

to be the greatest upside of a 

centralised strategy, with a rat-

ing average of 3.79 out of five. 

Expressed another way, 65.7 per 

cent of respondents felt it was 

highly beneficial. Close behind, 

with 63.1 per cent of respon-

dents voting the same way was 

the ability that centralisation of 

the BSS gives operators to offer 

consistent services to interna-

tional enterprise customers. 

Reduced Capex and the abil-

ity to offer consistent products 

across different opcos were also 

seen as important upsides.  Standardise NeitherCentralise

Do you believe  
international  
operators shoulD look 
to centralise anD/or 
stanDarDise their bss 
systems across their  
footprint?
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It is not surprising that re-

spondents should identify these 

benefits to centralisation. The 

more important question is just 

how achievable it is for operators 

to implement. For group-wide 

centralisation of BSS opinion 

was evenly split. Exacly one third 

judged it achievable, while 38.8 

per cent said it would be difficult. 

For standardisation, where 

each opco manages its own 

iteration of the same system, the 

task was judged to be a lot more 

straightforward. 44.9 per cent 

of respondents felt it would be 

achievable, and 26.1 per cent dif-

ficult. Less than three per cent 

of respondents judged either to 

be impossible, however. 

Just how difficult operators 

would find it to centralise or 

standardise their BSS would 

depend on a number of factors. 

Respondents to the survey 

identified internal politics and 

conflicting business cultures as 

the stiffest challenge. In fact 

more than one fifth of respon-

dents—21.6 per cent—rated this 

as having the highest level of 

severity. Operational risk, which 

placed second overall, had 

nowhere near as high a rating 

at the top end of the scale, with 

only 12.5 per cent of respon-

dents giving it the highest level 

of severity. 

There is little doubt that 

the extremity of the reac-

tion to this question reflects 

first hand experience of the 

issue among our respondents. 

Indeed it is worth noting that, 

despite the enthusiasm shown 

for BSS standardisation as a 

concept, and to a lesser extent 

centralisation, 14.5 per cent of 

respondents felt that neither 

should be attempted. That is 

a significant swell of opinion 

against the model. 

Andy Tiller, VP for Corpo-

rate Marketing at Chinese 

BSS vendor AsiaInfo-Linkage, 

says these figures chime with 

sentiments that operators have 

shared with him. “When we 

speak to the local opcos they 

are often very bullish; they say 

that they’re the experts and 

they need to maintain their 

independence from group,” he 

says. “This is understandable, 

but it’s one of the reasons why 

benefits like cost savings are 

not being achieved.”

The third most serious 

challenge identified by re-

spondents was that posed by 

regulation. This was judged 

as having the highest level of 

severity by more people than 

operational risk, in fact, with 

15.8 per cent giving it the 

maximum rating. 

33%
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To whaT exTenT do you 
believe group-wide  
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operaTor
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To whaT exTenT do you 
believe group-wide 
sTandardisaTion of bss 
is an achievable goal?

neutraleasy achievable difficult impossible

neutraleasy achievable difficult impossible

It is of particular concern in 

Europe, where regulation around 

the storage of customer data 

prevents that data being housed 

outside of the customer’s home 

market. Tiller describes this as 

“complicated but not unsolv-

able”, adding that while there 

are some benefits lost in having 

to partition the database, the 

computing can still be done on a 

centralised server. 

In light of this particular 

challenge to centralisation/

standarisation of BSS in Europe 

is was interesting to note that 

respondents clearly believe that 

Europe is going to lead the way 

in adopting such strategies. 

The emergence of the cloud 

as an internal tool for operators 

may hold the key to enabling 

what is clearly a desirable BSS 

evolution in the face of what are 

equally serious challenges and 

objections. When asked if stan-

dardisation of the BSS function 

would be easier to achieve if the 

operator hosted a central, pri-

vate cloud BSS installation which 

was accessed by the national op-

cos, 16.3 per cent of respondents 

answered that it would be “much 

easier” and a further 48.3 per 

cent “somewhat easier”. 

“With multitenancy, BSS 

becomes software as a service,” 

says Andy Tiller. The group isn’t 

Telecoms IT software vendorNetwork equipment provider System integrator

53.2%18.3% 28.5%

which Type of  
organisaTion do 
you believe is besT 
posiTioned To  
offer a  
cenTralised  
billing soluTion?
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Would the task of 
standardising the BSS function

be more easily achievable
in a BaaS environment where
the operator hosts a central,

private cloud BSS to accessed 
by the individual opcos?

16.3%

48.3%

31.4%

4.0%

of respondents believe operator bss 
standardisation would be easier if group 
hq hosted a central, cloud-based bss

Operational risk factor

Regulatory restrictions

Threatens independence/flexibility of Opcos

Business case not justified

Internal politics/conflicting business cultures

37.4% 38.8% 12.5%1
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%
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Reduced Capex

Improved capabilities in M2M

Abilitiy to deploy consistent products/tariffs across Opcos

Ability to offer consistent service to international enterprise customers

Ability to project a single, global brand

10.4% 31.2% 38.2% 18.1%2
%

11.2% 40.4% 34.9% 10.7%2
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9.5% 29.3% 39.7% 19%2
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6.6% 28.6% 43.3% 19.8%1
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13.7% 31.2% 33.5% 18%3
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Ability to have a single view of the customer across all types of business unit

9.2% 29.2% 38.3% 20.2%3
.1

%

taking control or defining the op-

eration. “The business processes 

are flexible, the products and 

offers are flexible and the local 

opco can still operate their own 

system remotely. New technol-

ogy platforms are the key to 

making this work, and potentially 

overcoming the political issues 

as well.”

The BSS supply market is 

crowded, populated by nimble 

startups, established sector spe-

cialists and tier-one infrastruc-

ture vendors like Ericsson and 

Huawei that have enormous scale 

and investment to put into their 

offerings in the area. So which of 

these companies is best placed 

to manage the kind of centralisa-

tion/standardisation projects 

that promise the cost/efficiency 

improvements that this survey 

suggests are available?

Respondents came down 

clearly in favour of Telecoms IT 

software specialists, with more 

than half—53.2 per cent—vot-

ing for this class of provider. It 

might give the large network 

vendors pause for thought that 

only 18.3 per cent of respon-

dents suggested that they are 

the right people for the job, 

compared to 28.5 per cent for 

systems integrators.  

rate each of the following benefits of 
a centralised bss strategy 

(ranked 1-5, 1-not benificial, 5-extremely benificial)

rate each of the following  
challenges to the strategy in terms 

of severity 
(ranked 1-5, 1-insignificant, 5-severe)

1 2 3 4 5

1 2 3 4 5
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ROAMING

Roaming has long been a 

contentious issue. For a func-

tion of mobile service that was 

fundamental to the vision of 

GSM from the outset, it has 

proven a thorn in the indus-

try’s side from the time it first 

became commercially avail-

able. The practical issues it 

created were huge, even when 

operators were only trying to 

provision voice. As services 

have become more sophisti-

cated and diverse, so have the 

challenges to providing them 

across borders. 

More recently the principal 

problems with roaming have 

been commercial. Despite the 

availability of improved rout-

ing solutions for roaming calls 

and sessions, prices—both 

inter-operator retail—have 

remained high. Users have 

voted with their feet, disabling 

data roaming when travelling 

overseas or to neighbouring 

countries—aided by the wide-

spread availability of free wifi. 

Regulators, meanwhile, have 

led a charge against retail 

roaming rates under the ban-

ner of consumer rights. 

What was once a cash cow 

for operators that required 

(and received) little innovative 

attention—even within their 

own international footprint—is 

changing fast. Later this year 

EU legislation will come into 

effect that allows end users to 

buy their international roaming 

services from independent 

providers, while retaining their 

own mobile number. Mean-

while the notion of service as 

defined by geography is fading 

fast thanks to internet-based 

communication and social me-

dia platforms that have huge 

global reach. 

Against this backdrop we 

set out to discover what the 

industry as a whole thinks 

about international roaming, 

from the types of services that 

are on offer and the prices 

that should be paid for them to 

the impact of regulation and 

the opportunities for service 

innovation. 

In the face of competition 

from internet players, the 

industry has little option but 

to concede its shortcomings. 

More than 55 per cent of 

respondents felt that mobile 

operators are not sufficiently 

innovative in their roaming 

strategies compared to 19 per 

cent who felt that they are. 

Operator responses taken in 

isolation offer a slightly more 

favourable view, with 23 per 

cent arguing that they are 

sufficiently innovative. But 

half of the operator respon-

dents surveyed held their 

hands up to falling short in 

this regard. 

There was a similar split on 

the persistently divisive issue 

of pricing. Just short of one 

quarter of the industry felt 

that operators were justified 

in charging a significant pre-

mium for on-net international 

roaming. For operators this 

figure rose to 35.5 per cent. 

And while 48.4 per cent of 

respondents overall argued 

that such premiums were not 

justifiable, the corresponding 

figure for operators in isola-

tion was exactly one third. 

It is not surprising that op-

erators should be more lenient 

on themselves than the indus-

try as a whole. Indeed what 

stands out is the fact that, 

despite being more forgiving 

overall, a significant number 

of operators believe that they 

no longer have the right to 

charge substantial premiums 

for roaming services. 

This is reinforced by an-

other conspicuous statistic. 

Asked whether the mobile 

industry’s historical view of 

the market as being defined 

along geographical boundar-

ies is now out-dated, 64.4 per 

cent of respondents agreed 

that it was, with more than 

one fifth expressing their 

view in the strongest terms. 

Among operators the figure 

was only slightly lower, at 59.8 

per cent. 

Roaming-related regula-

tory intervention on price 

has been one of the most 

International roaming 
was one of the facilities 
that made GSM a truly 
global success story. But 
the high price premiums 
it has attracted have 
been controversial and 
the industry seems to 
realise that, in the face of 
regulation and alterna-
tive access technologies, 
it needs to change.

Travelling Circus
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contentious issues of the last 

decade, yet more than half 

of respondents felt that it 

has been a positive influence. 

Indeed more than 60 per cent 

of respondents (and just shy 

of half of operator respon-

dents) believed that further 

regulation is necessary. 

Despite this surprising 

enthusiasm for intervention, 

respondents recognise the 

ongoing threat that it poses 

to operators’ businesses. Con-

tinued regulatory pressure on 

pricing was rated as the most 

significant roaming-related 

challenge that operators face, 

with more than 60 per cent 

of respondents scoring it 4 or 

5 on a 1 - 5 scale of severity. 

Implicit in what appears to be 

something of a contradiction 

there may well be a recogni-

tion that some operators could 

suffer individually, even as the 

market grows overall. 

Further evidence to support 

this was revealed in answers 

to questions concerning the 

impending EU legislation on 

roaming services. From July 1st 

this year EU consumers will be 

able to buy roaming services 

from alternative providers, be 

they other existing operators 

or specialist newcomers, on a 

fixed term basis that will allow 

them to bypass their domestic 

provider, while retaining their 

domestic mobile number. 

Asked to score a range of 

possible outcomes of this leg-

islation, almost three quarters 

of respondents (73.4 per cent) 

said they expected customer 

satisfaction to improve. This 

will come at a cost, however, 

with more than half predicting 

further price erosion on retail 

roaming and 57.1 per cent 

foreseeing that erosion being 

driven in part by the arrival of 

new roaming providers into the 

marketplace.

The operators best placed 

to defend themselves against 

such invasion, unsurprisingly, 

are the large, international 

players with footprints to 

leverage. Half of respondents 

felt that a new roaming mar-

ketplace is likely to increase 

the competitive advantage of 

these players. 

When competition intensi-

fies operators must improve 

their responsiveness and 

more than half of respon-

dents felt that operators will 

need to be able to develop 

and launch new roaming 

tariffs in three to four weeks 

or less (15.1 per cent said 

one to two weeks would be 

the requirement) in order to 

compete effectively. 

In their domestic markets, 

many operators are look-

ing to Quality of Service as 

an increasingly important 

differentiator. In a roaming 
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ROAMING

should operators 
guarantee their own 
customers superior 
qos to inbound 
roamers as a matter 
of course?

0 10 20 30 40 50 60 70 80

Growth in 
roaming revenue

Better customer
satisfaction

Further price erosion
on retail roaming

Increased competitive
advantage for large,

international operators

The arrival of new,
specialist roaming
services providers

Integration of operators’
roaming offers and

customer loyalty strategies

Growth in use of ‘day pass’
data roaming tariff solutions

44%

73.4%

55.1%

50.9%

57.1%

45.2%

46.7%

what outcomes do you expect from the 
impending eu legislation intended to 
create a roaming services marketplace?

environment, where opera-

tors have no control over the 

visited network, QoS is a 

tricky issue and 59.1 per 

cent of respondents rated 

the management of QoS for 

in- and outbound roamers as 

challenging or very challeng-

ing for operators.

A significant majority of 

the industry believes that 

users are far more flexible on 

QoS when roaming than they 

are when they’re at home. 

Almost 71 per cent of respon-

dents said that roamers are 

more focused on cost than 

QoS, although 17.8 per cent 

felt there was no difference 

and 11.2 per cent thought that 

roamers were likely to be 

more sensitive to quality than 

to price. 

One of the principal chal-

lenges with roaming QoS is 

whether or not to differentiate 

between the service quality de-

livered to inbound roamers and 

that delivered to domestic cus-

tomers. This is a question that 

divides the industry. More than 

one fifth are honest enough 

to say they don’t know the 

answer while 47.7 per cent felt 

that operators should prioritise 

their own customers as a mat-

ter of course. 31.2 per cent of 

respondents said operators 

should remain neutral. 

We expected this question to 

generate contrast between the 

responses from the industry as 

a whole and those from opera-

tors in isolation. In fact the split 

was almost identical, with each 

answer for operators differing 

by less than one per cent from 

that of the wider industry.   

In a bid to remain competi-

tive in the roaming services 

market, and to increase the 

potential of that market by 

of operators believe they should increase 
roaming charges in unregulated areas to 
compensate for losses in regulated areas
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ROAMING

How successful do you believe tHe following strategies could be in  
encouraging subscribers to use data roaming services?

(ranked 1-5, 1 being unsuccessful, 5 very successful)

Real time
visibility of 

spend for the 
customer

Time-based
offers

(e.g. day passes)

Application-
based offers 
(e.g. facebook

access)

2.4%
6.1%

14.9%

38.3%

38.4%

1.2%

6.9%

20.6%

44.3%

27.1%

5.9%

18.8%

30.6%
30.9%

13.9%

4.8%

18.0%

37.3%

28.6%

11.2%
5.3%

13.8%

33.4%33.1%

14.4%

Contextual
upgrade offers
(e.g. location

based)

Shared roaming
bundles

of respondents believe operators need to be 
able to develop and launch new roaming tariffs 
in four weeks or less to remain competitive

encouraging greater uptake 

among consumers, operators 

are changing their strate-

gies. In 2012 Telefónica began 

offering capped usage within 

the EU at e1.99/day for ef-

fectively unlimited mobile 

data access. When we asked 

respondents what strategies 

they felt would be successful 

in encouraging uptake, day 

passes such as Telefónica’s 

scored well, with 71.4 per 

cent of those surveyed rating 

them as successful or very 

successful. 

This was the second highest 

rating, with application-based 

offers, contextual upgrades 

and shared roaming bundles 

all some way behind. The most 

compelling strategy accord-

ing to our respondents will be 

for operators to ensure that 

users have real-time visibility 

of their consumption. This was 

judged likely to be successful 

or very successful by 76.7 per 

cent of respondents. 

“This survey clearly 

highlights the top three 

strategies for operators to 

increase data roaming usage 

and subsequent revenue as 

service passes  (e.g. 30MB for 

a day), real-time visibility, and 

on-device sales/purchase,” 

says Corine Suscens, senior 

marketing manager, EMEA at 

Openet. “By combining them, 

operators will not only offer 

customers the level of control 

that they crave and which has 

been a barrier to data roam-

ing usage, but also maximize 

revenue potential by making 

purchasing very easy and 

convenient.”

Finally, it came as no 

surprise that the industry 

believes overwhelmingly that 

roaming-related special offers 

are best provided to users 

through their device, most 

likely in a service provider 

application. More than 60 per 

cent of respondents felt this 

was the best sales channel 

for such operators, although 

there remains an enthusiasm 

for online sales (desktop) with 

almost one fifth of respon-

dents suggesting this would 

be the best sales channel.

3

1

2

4

5
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cem

In recent years much has been 

made of the importance of 

Customer Experience Manage-

ment as mobile operators have 

looked for new ways to defend 

their market share. Customer 

retention ought to be cheaper 

than acquisition, and is crucial 

at a time when new networks 

are being deployed and the 

broad parity between different 

operators’ networks is tempo-

rarily disrupted. 

As devices and their users 

have become more sophisti-

cated  the very product that 

operators sell to their customers 

has emerged as a potentially 

powerful retention channel in 

itself. And if operators can make 

the mobile work for them as a 

customer relationship manage-

ment tool, then perhaps they 

can sell the same opportunity to 

other brands looking to engage 

with their customer base. 

But in tough times relatively 

new and untested ideas can 

struggle to gain traction, as 

organisations and their cus-

tomers revert to comforting 

norms. In this section of the 

survey we sought the indus-

try’s opinion on operators’ use 

of their own product in their 

wider CEM strategies. 

To begin with we wanted 

to gauge the importance of 

customer retention relative to 

acquisition. Almost 60 per cent 

of the industry felt retention 

to be more important, while 

38.6 per cent rated the two 

as equally important. It was 

interesting to note that, among 

operators themselves, there 

was greater inclination towards 

balance, with 42.7 per cent of 

operator respondents rating 

retention as equally important 

as acquisition and 55.9 per cent 

saying it was more important. 

There was almost no differ-

ence at all between operator 

and industry-wide opinions as to 

the effectiveness of a range of 

retention tools. Service price is 

clearly felt to be the most per-

suasive argument an operator 

can make, with 78.3 per cent of 

respondents rating it effective 

or very effective. Network per-

formance placed second with 68 

per cent of respondents grading 

it the same way. 

CEM was deemed the third 

most powerful retention 

tool, with 65. 4 per cent of 

respondents believing it to be 

effective or very effective. The 

fact that it was scored lower 

than price and network perfor-

mance ought not to be taken 

as a negative judgement. Two 

thirds of the industry believe 

that, done right, it can help 

operators to retain custom-

ers. And it was noteworthy 

that CEM was felt to be more 

useful than device upgrade, 

which was once the mainstay 

of customer retention. 

Non-network services and 

partnerships scored poorly. 

Operators like O2 in the UK and 

Orange in a number of markets 

have made significant efforts 

in such areas but only 23.2 per 

cent of respondents felt such 

strategies to be effective or 

very effective. In fact 38.9 per 

cent rated them as ineffective 

or very ineffective. 

A similar spread of opinion 

was reflected in respondents’ 

assessment of mobile as a 

channel for communication 

with the customer. Over half of 

respondents felt that the most 

The Benefit of Experience
Management of the  
customer relationship is 
becoming more popular 
as a means of operator 
differentiation. But just 
how well are operators 
themselves exploiting 
their own channel for 
CEM?

43.5%

28.2%

28.4% 35.4%

43.9%

20.7% 21.2%

50.9% 27.9%

What is the most  
important function 
of mobile marketing 
for operators?
(ranked 1-3 by preference with 3 being 
most important)
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important function of mobile 

as a marketing channel was for 

operators’ own relationship 

marketing. By contrast the 

use of mobile as a promotional 

channel for the distribution 

of third party content was 

deemed the least important by 

43.5 per cent of respondents. 

And when asked to rate the 

importance of mobile market-

ing in their own loyalty strat-

egy, operators were emphatic. 

55.6 per cent of operator 

respondents deemed it impor-

tant while one third felt it was 

very important or essential. 

The biggest disparity 

between operator responses 

and those of the wider industry 

in this section of the survey 

arose when respondents were 

asked  about their investment 

strategies for mobile as a 

marketing and CEM tool. While 

41.4 per cent of respondents 

overall judged mobile as a real 

differentiator and something in 

which operators should invest 

heavily, the proportion of 

operators who voted the same 

way was 53.7 per cent. 

Despite this enthusiasm, 

just under one fifth of opera-

tors—18.8 per cent—said that 

they had yet to invest in mobile 

as a marketing and customer 

relationship channel but 

planned to in the future. The 

remainder said they prefer to 

outsource this part of their 

strategy rather than invest in 

in-house programmes. 

Caroline Doussot, head of 

mobile marketing and advertis-

ing at Gemalto, says she was 

somewhat surprised at these 

statistics. “Most operators 

see it as a differentiator and 

want to invest heavily,” she 

says. “But stilll almost a third 

don’t want to manage the 

process in-house. Ownership 

of the mobile as a media is a 

strong weapon for operators in 

managing the lifecycle of their 

customers and relationships 

with them. It’s strange that 

more than one quarter believe 

it should be outsourced.”

Doussot argues that, by tak-

ing the lead in mobile market-

ing in their own customer re-

lationship strategy, operators 

will demonstrate the value of 

the channel to non-telecoms 

brands. And respondents to 

the survey seem to bear this 

out. Investment in opera-

tors’ relationship marketing 

departments was seen as 

Device upgrade

Price plan innovation and flexibility

CEM (Customer service)

Network performance

Non network services/partnerships

10.5%

4.3%

7.1%

7.4%

10.5% 28.4% 37.9% 18.1% 5.1%

22.7% 39.7% 28.3%

25.2% 39% 26.4%

16.1% 45.4% 32.9%

23.3% 39.4% 23.8%

Rate the following mobile  
opeRatoR Retention tools 

(Ranked 1-5, where 5 is the most effective)

53.7%
27.5%

18.8%

how do opeRatoRs Use 
mobile in theiR  
maRKeting  and  
CUstomeR Relationship  
stRategY? 
(operators only)

of operators see CeM as an effeCtive or very  
effeCtive CustoMer retention tool

See it as a real differentiator as a  
media channel and invest heavily

Tend to outsource marketing & 
relationship strategy on mobile 
and don’t invest

Have not invested yet put plan  
to in the future
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cem

WHAT IS THE WEIGHT
OF MOBILE AS A
MEDIA IN YOUR

CUSTOMER 
RELATIONSHIP MIX?

(operator only results)
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important by just under half of 

respondents, very important 

by a further 28.5 per cent and 

essential by 14.9 per cent. 

Along a similar line, 59.6 per 

cent of operator respondents 

said they believed that database 

opt-in management was a core 

business for them. “The industry 

sees the operator as the core 

enabler for the mobile market-

ing ecosystem,” Doussot says. 

“At the moment that ecosystem 

is not organised and suffers 

from too much fragmentation. 

The mobile channel is not open 

to the market and the audience 

of this survey clearly feels that 

mobile operators should be the 

ones organising it,” she says. 

Unsurprisingly there was a 

positive response to the question 

of how non-telecoms brands view 

mobile as a channel for customer 

engagement. More than half 

of respondents felt that these 

brands view it as important, 

with 19 per cent opting for very 

important and 5.6 per cent for 

essential. However, this still left 

one fifth of respondents who be-

lieved that non-telecoms brands 

view mobile as unimportant. 

So what are operators doing 

to prove the case for mobile? 

Some, as you would expect, are 

more advanced than others. 

Of operator respondents to 

the survey, 17.6 per cent said 

that mobile accounted for 

more than 50 per cent of their 

customer relationship media 

mix. This proportion was almost 

exactly mirrored by the number 

of operators for which mobile 

represents ten per cent or 

less. The remainder were split 

evenly, with just over one third 

saying that mobile represents 

between ten and 30 per cent of 

the mix, and just under one third 

between 30 and 50 per cent. 

the weight of mobile as a media in the customer 
relationship mix for 17.6% of operators

how important is it for mobile operators 
to invest in expansion of their 
relationship marketing department 
(crm, cem, loyalty department etc? please rate the importance of  

mobile marketing in an  
operator’s loyalty strategy

50%+
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CLOUD

Over 80 per cent of survey re-

spondents said they expected 

some operators to own their 

own cloud infrastructure within 

the next two years, and over 

90 per cent expect operators 

to be selling cloud services 

within the same time frame. 

Although only about 12 per 

cent of respondents think more 

than 50 per cent of operators 

worldwide will own their own 

cloud infrastructure by 2015, 

the majority think between 11 

and 30 per cent will have some 

kind of cloud platform in place. 

There are slightly higher 

expectations of operators 

actually selling cloud services 

within the same time frame, 

but this may be due to a 

healthy outsourcing market 

where operators are reselling 

cloud services from specialist 

providers. 

In terms of operator capex 

likely to be invested in cloud, 

the vast majority (77 per 

cent) expect less than 30 per 

cent capex to be invested. A 

similar amount of respondents 

expect less than 30 per cent of 

revenues to be generated from 

cloud services by 2015. 

Large corporate and small 

enterprises are the clear lead-

ers in terms of where those 

revenues are coming from, 

with the majority in each case 

expecting to see more than 

20 per cent of revenues come 

from these segments. 

Indeed, Manish Singh, CTO 

of Radisys, believes that enter-

prises at present are looking 

mostly for SaaS applications 

and in terms of value delivery 

for providers, that’s where the 

greatest opportunity resides.

“Operators are going to 

build and offer different cloud 

services to a varying degree 

across infrastructure, plat-

forms, software and services. 

Clearly all these operators 

are looking at offering SaaS, 

but cloud takes them to the 

next level,” says Singh. Today 

many of these operators have 

existing touchpoints with CIOs 

in the enterprise space where 

they are providing connectiv-

ity solutions, and the future is 

all about offering connectivity 

and computing bundles to the 

enterprise. 

“This is where the opera-

tors really shine  in managing 

infrastructure that is reliable, 

robust and secure along with 

connectivity and computing 

services,” Singh says.

Other operators look set to 

account for a surprisingly small 

amount of revenues. The re-

sponses from operator and non 

operator respondents were al-

most identical, which supports 

the suggestions that opera-

tors may be relying on larger, 

specialist service providers 

and will buy their cloud activity 

from these wholesalers. 

We actually found this result 

surprising, given that some 

operators we’ve spoken to in 

the past said they were scaling 

up their assets in order to sell 

cloud services to their smaller 

peers. Perhaps it’s a matter 

of semantics though—these 

large carriers may well see 

themselves as ‘cloud providers’ 

and not operators, just as they 

may also see other operators 

as large enterprises. 

Singh says this is one pos-

sibility but the key point is that 

cloud is certainly a scale game. 

It is the tier one operators that 

are building the large cloud 

offerings, while tier two and 

three players are expected 

to go more for hybrid cloud 

Cloudy Outlook
Our analysis of the fixed 
line landscape identified 
cloud as one of the key 
revenue generators for 
operators over the next 
24 months and as a result 
is a sector expected to  
attract a lot of investment.
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models where they build a por-

tion of the infrastructure and 

outsource the rest, or even go 

for a 100 per cent rental play.

A lack of revenues from 

internal use of cloud services 

was not really surprising, as 

it is expected that operators 

will be allocating some of their 

cloud capacity to internal proj-

ects. It just means they won’t 

be generating revenues from 

this activity. 

Unsurprisingly, consumers 

aren’t expected to contribute to 

cloud revenues, with SME-spe-

cific products cleaning up here. 

But perhaps this situation may 

change as the market evolves. 

On the subject of evolution, 

Singh notes that in the past the 

tier ones were wireline opera-

tors but they are now offering 

wired, wireless, converged plays 

and IPTV, so they are effectively 

becoming content distributors. 

The cloud play is the next level 

of convergence and is further 

blurring the lines with the ad-

dition of computing alongside 

connectivity.

Reflecting the propensity of 

enterprises to use cloud-based 

software, as well as its relative-

ly straightforward ‘outsourcing’ 

model, SaaS is the clear leader 

in terms of where operators are 

expected to be making invest-

ments in cloud services. Over 

43 per cent of respondents 

picked this as the main area 

for investment, followed up by 

PaaS with 31.2 per cent. 

IaaS was only seen as a key 

area for investment by a quar-

ter of respondents, but this may 

be because this is where the 

most serious investments are 

expected to be made. This is the 

domain of Amazon and Google 

—giants with lots of scale. 

Perhaps in reflection of this 

expectation, compute was seen 

as middling in terms of revenue 

generation by the majority of 

respondents (41.2 per cent) 

with a rating average of just 3. 

But there wasn’t really much 

in it—the alternatives had a 

similar rating average, but 

just edged the majority of re-

spondents into the ‘important’ 

category.  Storage was seen as 

the most important revenue 

generator with almost 59 per 

cent of respondents seeing it 

as important to very important. 

Application virtualisation got 

54 per cent of votes in the im-

portant to very important cat-

egory, while network virtualisa-

tion was seen as important to 

cloud by category

Broadly speaking, cloud services 
fall into three categories:

IaaS (Infrastructure as a 
Service), which encapsulates 
pretty much any kind of hardware 
such as servers, racks, or data 
centres both in the private cloud 
and in the virtual or public cloud. 
Organisations could dynami-
cally add more web servers or 
storage capacity as an example. 
Sometimes called Computing as 
a Service (CaaS). Amazon Web 
Services fall into this category.

PaaS (Platform as a Service)
Third party providers or op-
erators can provide access to 
public toolkits allowing organ-
isations to develop their own 

custom software applications. 
These platforms are virtualised 
across servers and datacentres, 
negating the need to invest in 
hardware and other provision-
ing capabilities. Examples are 
Google’s App Engine or Micro-
soft Azure.

SaaS (Software as a Service)
This is software on demand. A 
cloud services provider switches 
the traditional licensing model for 
software to a pay-as-you-go,  
allowing users to switch  
resources on and off when 
needed. Along with rapid scal-
ability, users benefit from a single 
installed version of the service 
that is also managed by the pro-
vider. Salesforce is an example.

IaaS PaaS SaaS

25.6%
31.2%

43.2%

Where do you expect operators to 
be making the most investments 
in cloud services?

of reSPondentS See Storage aS the bIggeSt revenue  
generator for cloud ServIceS
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CLOUD

very important by 48 per cent, 

but this figure may well rise as 

SDN and network virtualisation 

becomes more widely adopted 

and developed. 

In this respect Singh expects 

operators to be looking at how 

they can adopt some of the 

capex and opex benefits of 

cloud onto their own business 

through virtualisation and 

workflow consolidation. He ex-

pects some of the principles of 

cloud computing to be applied 

to core network elements and 

applications going forward.

In terms of the most suitable 

applications to be moved into 

the cloud, Business Intelligence 

and CRM were the clear lead-

ers, both with more than 60 per 

cent of respondents consider-

ing them suitable or very suit-

able for hosting in the cloud. 

Load balancing, OSS/BSS, 

authentication and policy man-

agement also sway towards suit-

ability for hosting in the cloud, 

chiming with other research in 

this paper that suggests billing 

and back office platforms are 

ripe for centralisation. 

But there is currently a lack 

of faith in the cloud for security 

assets, with the majority of re-

spondents sitting on the fence 

with regards to its suitability. 

It’s a phenomenon outsourcing 

companies have wrestled with 

for some time, because security 

faces a significant psychologi-

cal barrier to outsourcing. The 

statistics show that DPI faces 

even bigger hurdles in this 

area, which is likely because 

operators want to keep a tight 

grip on the tools that can help 

them monitor and, if neces-

sary, throttle traffic. DPI also 

remains at the heart of the net 

neutrality debate and as such 

still attracts a lot of political 

and regulatory attention. This 

probably encourages operators 

to play their cards close to their 

chest in this regard. 

But Singh expects this to 

change over time. “Right now 

it’s all about time to market, 

but as the market matures and 

the landscape starts to shift 

you’ll get more differentiation. 

“There is interest around 

virtualisation of core network 

infrastructure and bringing in 

SDN. That’s where there will be 

lots of movement and activity 

and the incorporation of cloud 

principles into how opera-

tors build infrastructure. I see 

change taking place in three 

vectors,” he says.

“There will be a huge vector 

around security, and operators 

over time will start differentiat-

ing their offerings on security; 

they will also start differentiating 

on SaaS in terms of what soft-

ware applications they are bring-

ing to market; thirdly, while other 

cloud players like Amazon and 

Google have large datacentres 

they don’t own the connectivity 

and pipes, whereas operators 

do. And as scale becomes more 

important, delivery will also 

become an important factor, and 

that is where there will have to be 

more differentiation and better 

connectivity,” Singh says. 

OSS/BSS

Authentication

Security

Load balancing

Policy management

DPI

CRM

Business Intelligence

6.7%

9.3%

15.3%

4.9%

4.8%

9.1%

2.
3%

3.
2%

19.7%

8.8%

8.3% 26.9% 35.6% 26%

27.9% 38.2% 22.8%

40.6% 24.6% 6%

18.5% 37.5% 28.9% 13.9%

15.2% 37.1% 28.9% 13.8%

22% 28.6% 20.7% 13.4%

16.7% 29.8% 30.3% 13.8%

18.2% 31.9% 31.1% 12.1%

rate the folloWing core netWork  
applications for suitability to be 

moved to the cloud
ranked 1-5, 1-least suitable, 5-most suitable

1 2 3 4 5

thInk buSIneSS IntellIgence functIonalIty IS 
rIPe for movIng to the cloud
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fraud & revenue aSSurance

In a presentation last year, 

Martin Creaner, chief executive 

of the TM Forum, explained 

that the TMF sees the telecoms 

market separating into three 

strata; a top layer of service 

and application retail, a middle 

layer of digital service provi-

sion and a lower layer of core 

computing and communica-

tions infrastructure. While the 

number of companies in the 

middle layer will number in the 

thousands, Creaner predicted, 

there will be only 20 – 25 pro-

viders of that core infrastruc-

ture at the bottom. 

The industry faces a new 

land-grab, he said, where 

operators, OS and smartphone 

vendors and internet players 

are all competing for ground, 

but in different directions. 

Compared to the old world 

land-grab that saw opera-

tors battling each other for 

customer acquisition, this new 

scenario is far more complex. 

Such diversification brings 

with it two trends that are par-

ticularly relevant to fraud and 

revenue assurance: The more 

players with which operators 

must interface across all areas 

of their business—and think 

about all of the verticals that 

operators are now involved 

in—the more data is being 

generated and the more risk is 

being created. 

Just because an operator 

provides the transport does 

not mean it will be the central 

control point for all the data 

being generated. Operators 

need to manage that data ef-

fectively for three key reasons; 

to enhance their position in 

this new world, to ensure that 

risk is kept to a minimum and 

to make their own business 

processes more efficient. 

This data isn’t easy to man-

age, though. Each piece of data 

has been likened to a needle in 

a haystack, but a needle that 

only exists for a fleeting mo-

ment. Real time analytics are 

essential—and the integration 

of all the data being generated 

equally vital.  

In this section of the survey 

we wanted to find out how the 

industry views fraud and reve-

nue assurance, functions which 

have, in the past, struggled 

for attention within operators’ 

executive management. In 

times of high growth and soar-

Risky Business
Fraud and revenue  
assurance are becoming 
more important as  
operators’ diversification  
exposes them to ever 
more risk. As our survey 
found, however, there is 
room for significant  
improvement in the  
management of these  
key functions. 

Machine-
to machine

0 10 20 30 40 50 60

Cloud offers

Over-the-top 
content (OTT)

LTE Networks

Mobile
advertising

M-Commerce/
banking/payments

Converged
services

39.7%

42.2%

51.6%

30.9%

24.2%

54%

29.8%

what do you think are 
the factors that are 
most likely to impact 
revenue assurance 
and fraud mange-
ment activities for 
telecoms operators?
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ing profits this may not have 

been an issue. But these are no 

longer the characteristics of 

our times. 

We first asked respondents 

to rate a number of emerging 

service areas for their poten-

tial impact on revenue assur-

ance and fraud management 

(RAFM) activities for opera-

tors. M-commerce/mobile pay-

ment services and OTT content 

were considered a risk by the 

largest number of respon-

dents, 54 per cent and 50.9 

per cent, respectively. Cloud 

offers were in third place, 

deemed a risk by 42.3 per cent 

of respondents. Clearly the 

industry has concerns about 

services that the operator does 

not control end to end. 

More worryingly, perhaps, 

it also has concerns about its 

own core area of operations. 

While more than 60 per cent 

of operator respondents said 

their firm was prepared or very 

well prepared to manage the 

challenges and risks inherent 

in the transition to LTE, more 

than 31 per cent said that they 

were less prepared than they 

should be. 

Lack of data consistency across
different systems 55.6%

Non availability of requisite
skill sets 32.2%

Absence of automated tools
to support the processes 47.7%

Non-availability of accurate and
timely information from business 39.9%

Inconsistent procedures and
policies across organisation 47.4%

Lack of Revenue Assurance and
fraud awareness within the organisation 37.1%

I don’t know 12.7%

which of the following statements do your think are the reasons why  
organisations/telecoms operators do not make the most of their revenue 

assurance and fraud management functions?

With regard to internal 

systems, the greatest risk is 

perceived to be fraud, originat-

ing internally or externally. 

Beyond that the billing envi-

ronment was judged the most 

vulnerable area. More than half 

of operator respondents, 51.9 

per cent, felt that poor system 

integration in B/OSS was a risk, 

with 47.6 per cent identifying 

billing and rating systems er-

rors. The next highest scoring 

answer was new product re-

leases and tariff configuration 

which was judged vulnerable 

by 36.2 per cent of operators. 

Integration between different 

systems is a key issue in revenue 

assurance and fraud manage-

ment. Almost 60 per cent of 

operator respondents said that 

a lack of data consistency across 

different systems was one 

reason that their organisations 

do not make the most of their 

RAFM functions. Just less than 

50 per cent said that the ab-

sence of automated tools to sup-

port processes was a problem, 

45.3 per cent cited inconsistent 

procedures and policies across 

organisations and 41 per cent 

the lack of accurate and timely 

of operators believe they are less prepared 
than they should be for lte
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fraud & revenue aSSurance

64.3%

23.5%

9.9%

2.4%

how important do you think it 
is for telecom operators to do 
group level and external  
benchmarking of revenue  
assurance, fraud and other risk  
management?

would you, as a telecoms operator,  
outsource revenue assurance and 

fraud management functions?

information from other areas of 

the business. 

“It is incredible that, in 2013, 

the lack of data consistency 

across different systems across 

systems is still the biggest 

obstacle to effective RAFM,” 

says Sergio Silvestre, chief 

marketing officer at revenue 

business assurance specialist 

WeDo Technologies. “Clearly 

there is a significant opportu-

nity for specialist companies 

to help operators to improve 

their performance in this area. 

This challenge will only increase 

in the all-IP, real time and OTT 

services world the telecoms 

industry is evolving into.”

But systems are not the 

only shortcoming. One third 

of operators said that a lack 

of RAFM awareness within the 

organisation was a problem 

and almost as many cited the 

absence of requisite skill sets. 

Despite acknowledging 

these serious problems, most 

operator respondents were 

wary of outsourcing RAFM 

functions. 64.5 per cent of 

operator respondents who ex-

pressed an opinion said that 

their organisation would not 

outsource. Only 8.8 per cent 

said that they would, while 

26.7 per cent said they could 

consider partial outsourcing. 

There is no doubting the 

importance of RAFM to the 

operator community, with 87.8 

per cent of operator respon-

dents who expressed an opinion 

rating group level and external 

benchmarking of RA, fraud and 

risk management as important 

or extremely important. And 

within operators the teams 

responsible for RAFM have, as 

often as not, access to the C-

suite. Just shy of 60 per cent of 

operator respondents said their 

RAFM team reports directly or 

jointly to the chief financial offi-

cer. Five per cent said the team 

reports to the CTO and ten per 

cent to a dedicated RA head. 

And yet there are some 

operators that have a far less 

stringent approach. 6.4 per 

cent of operator respondents 

said that their organisation 

uses no RAFM tools at all. 

Almost 17 per cent said they 

use only fraud management 

tools and nine per cent only 

RA tools. The largest seg-

ment, 43.4 per cent, said they 

use third-party supplied tools 

for both fraud and revenue 

assurance, while almost one 

quarter—24.3 per cent—use 

tools developed in-house. 

This, combined with a reluc-

tance to outsource, suggests 

that operators are wary of 

ceding what control they have 

over RAFM, particularly as the 

world is evolving in such a way 

as to expose them to further 

risk through their involvement 

in other sectors.

Partially

26.7%

m-commerce/ 
payment services 

were considered the 
riskiest of the new 

wave of services, 
rated likely to  

impact an operator 
rafm by

51%

of operator respondents said their organisation 
uses no rafm tools at all

operator responses only 

operator responses only 

very high

high 

low

very low
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Smart CapaCity management in a Hetnet world

SynopSiS

in this powerful mobile age, consumers have learned to expect instant gratification.  When mobile networks 

do not have the latest bells and whistles required to support the growing demand for more and faster data  

traffic, subscribers quickly lose confidence in their mobile operator’s ability to provide network quality and 

keep up with the times. Mobile operators know what is required to grow and sustain their customer base - 

to provide data faster and deliver it seamlessly.  

The question now is how to leverage current network assets while commissioning next generation tech-

nologies to support data demands without exhausting CApEX and opEX?  Today’s complex multi-vendor 

mobile networks include GSM, UMTS, LTE and Hetnets (Heterogeneous networks).  Each mobile network 

is unique so there is no cookie cutter solution for a “quick fix”.  network operators proceed with caution to 

maintain the delicate balance of meeting their customers’ expectations, leveraging network assets, and 

exceeding network performance goals.    

Capacity and coverage maximisation are pivotal elements in supporting our data-driven mobile world. 

Mobile operators need smart ways to enhance the subscriber experience through capacity maximisation 

while minimising CApEX.  This whitepaper will review smart ways to maximise network capacity and detail 

benefits to mobile network operators worldwide.   

40
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SMART CAPACITY MANAGEMENT IN A HETNET WORLD

The Data Tsunami Challenge: 
Reality Tracks Predictions

All the predictions about the impending data 

tsunami have come to fruition for wireless op-

erators worldwide. Global mobile data traffi  c 

grew 2.3-fold in 2011, more than doubling for 

the fourth year in a row. The 2011 mobile data 

traffi  c growth rate of 131 per cent was higher 

than anticipated. The global mobile data traf-

fi c for 2012 grew 133 per cent. Wireless opera-

tors are not only seeing a continued increase 

in data demands but are also challenged with 

eff ectively managing their network capacity 

and quality to cater to demanding subscribers. 

Customer-focused operators are transitioning 

their subscriber base to 3G and 4G networks to 

ensure a better network experience in the most 

spectrally and operationally effi  cient manner. As 

a result, many operators expect the number of 

2G only subscribers to decline over time. Over the 

next fi ve years, many operators will focus their 

eff orts on clearing and re-farming 2G spectrum, 

moving traffi  c to UMTS and/or LTE networks, and 

shifting valuable resources to newer technologies.

Fundamental Approaches to 
Adding New Capacity

There are only four fundamental approaches 

to add network capacity. Each of the ap-

proaches is briefl y explained below:

1.  Improving spectral effi  ciencies of existing 

networks involves maximising existing 3G 

networks. This can be done through Self 

Organising Networks (SON) initiatives. This 

involves parameter optimisation (neighbours, 

handovers), load balancing (between the 

diff erent cells of same or diff erent technol-

ogy layers) and changing site confi gurations 

to improve spectral effi  ciency. The main 

goal is to maximise the spectral effi  ciency 

(Kbps/MHz) of the existing network before 

augmenting the network with additional hard 

or soft capacity.

2. Upgrade to newer spectrally effi  cient 

technologies forces capacity maximisation 

of existing network resources. Improve 

spectral effi  ciency of existing spectrum 

and network resources by adding newer 

technologies such as LTE and LTE-Ad-

vanced (with higher modulation schemes) 

along with features [1] such as carrier ag-

gregation, MIMO, SON and Beamforming. 

3. Augmenting capacity through new 

spectrum requires capacity augmentation to 

meet the unmet traffi  c demand and further 

plan for growth. Augmentation could involve 

several initiatives such as adding new soft 

capacity, carriers and sub-sectorisation. The 

additional spectrum can either be obtained 

by the auction process or by clearing unused 

spectrum from legacy 2G technologies and 

re-farming for capacity growth either in 3G or 

4G networks.

4. Adding capacity through new cells (reus-

ing available spectrum):  As observed by 

Cooper’s law [2], spectrum reuse contributed 

to most of the large and disproportionate 

increases in overall wireless system capacity. 

This is because capacity in a wireless network 

is limited by the classic Shannon’s limit as 

described by the Shannon-Hartley theorem. 

Beyond adding bandwidth and improving 

the overall quality of the network, the only 

other way for wireless systems to off er new 

capacity is through adding new cells. Adding 

small cells to form a HetNet will enable traffi  c 

offl  oading from the macrocells resulting in 

better throughput for both the small cell and 

macrocell users [3].
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SMART CAPACITY MANAGEMENT IN A HETNET WORLD

HetNets: Changing the Dynamics of 
Capacity Management for Wireless 
Operators

Many operators around the world are consid-

ering deploying HetNets to address capacity 

demands on their networks. The major driver 

for accelerating the deployment of HetNets is 

the belief that adding more cells in the form 

of Femtocells, Picocells, Metrocell and Micro-

cells (collectively referred to as Small Cells as 

defi ned by the Small Cell Forum [4]) are the 

only way to keep pace with the tremendous 

growth in demand for wireless data. However, 

the task of planning and managing capacity in 

a HetNet scenario introduces new dynamics. 

Traditional network planning and optimisa-

tion involved only Macrocells. Now, with the 

need to add small cells on a large scale, there 

is considerable pressure on operators to target 

the right areas for capital planning while keep-

ing up with the demand curve. Table 1 below 

highlights the diff erences in approaches 

between Macrocells and HetNets capacity 

management processes:

Capacity management for HetNet deploy-

ment requires a diff erent approach than what 

most operators currently follow. Most opera-

tors will rely on new tools and approaches 

to fully maximise their existing 3G network 

potential and add new cells at the most 

appropriate locations for 3G and 4G network 

deployments. The next two sections detail 

the processes that operators can undertake to 

manage their capacity using Self-Organising 

Networks & network based geo-location 

measurements.

Self-Organising Networks: A Necessary 

Component in the HetNet initiative 

Wireless operators will most likely introduce 

small cells in their 3G networks initially and 

later on LTE. Typical optimisation techniques 

available to manage networks will fall short of 

addressing several issues. Namely, the ability 

to successfully balance load between the 

macro cells and small cells on a dynamic basis 

will be lacking with traditional optimisation 

approaches. However, with SON, operators 

can manage their existing capacity eff ectively. 

Balancing traffi  c: Between Macro and Small 

cells: This phase involves balancing load be-

tween 3G macro cell and 3G small cells. Since 

there are no interfaces similar to LTE X2 defi ned 

in 3G, the solution involves Centralised SON 

architecture. Depending on the integration 

method of the small cells (either through Iub 

or Iuh in 3G), Centralised SON can co-ordinate 

with any existing distributed SON available 

in the small cell feature set. Specifi cally, SON 

features here will help in tuning cell param-

eters (admission, power, handover) to ensure 

42

TABLE 1: COMPARISON OF CAPACITY MANAGEMENT APPROACHES: MACROCELLS VERSUS HETNETS

Aspect Macrocells HetNets (mainly small cells)

Capacity Metrics and KPI Analysis Based on OSS counters only In addition to OSS counters, includes 

  Geo-located KPI analysis

Root Cause Analysis Based on counters and confi gurations Based on counters and confi gurations

Existing Capacity Maximisation None to very sparse; some parameter Maximise existing resources through Self 

 optimisation, new RRM features Organised Networks (SON);  load balancing,

  parameter optimisation, site confi guration

  changes

Capacity Augmentation Individual sectors blocking identifi cation Customer driven hotspots and 

  capacity crunch area identifi cation

  via Geo-located traffi  c and KPIs

New Cell Planning Propagation planning tools at all phases –  Network based Geo-location for target

 some form of Automatic Cell Planning area selection; playbook approach (i.e,

 tools (ACP) number of small cells per given area

  dynamic); subsequent use of in-building or

  outdoor propagation planning tools

  wherever necessary

Aspect Macrocells HetNets (mainly small cells)Aspect Macrocells HetNets (mainly small cells)

 Based on OSS counters only In addition to OSS counters, includes  Based on OSS counters only In addition to OSS counters, includes 

  Geo-located KPI analysis

 Based on counters and confi gurations Based on counters and confi gurations Based on counters and confi gurations Based on counters and confi gurations

 None to very sparse; some parameter Maximise existing resources through Self 

 optimisation, new RRM features Organised Networks (SON);  load balancing, optimisation, new RRM features Organised Networks (SON);  load balancing,

  parameter optimisation, site confi guration  parameter optimisation, site confi guration

  changes

 Individual sectors blocking identifi cation Customer driven hotspots and 

  capacity crunch area identifi cation  capacity crunch area identifi cation

  via Geo-located traffi  c and KPIs  via Geo-located traffi  c and KPIs

 Propagation planning tools at all phases –  Network based Geo-location for target

 some form of Automatic Cell Planning area selection; playbook approach (i.e,

Aspect Macrocells HetNets (mainly small cells)Aspect Macrocells HetNets (mainly small cells)Aspect Macrocells HetNets (mainly small cells)

 Based on OSS counters only In addition to OSS counters, includes  Based on OSS counters only In addition to OSS counters, includes 

  Geo-located KPI analysis

 Based on counters and confi gurations Based on counters and confi gurations Based on counters and confi gurations Based on counters and confi gurations

 None to very sparse; some parameter Maximise existing resources through Self 

 optimisation, new RRM features Organised Networks (SON);  load balancing, optimisation, new RRM features Organised Networks (SON);  load balancing,

  parameter optimisation, site confi guration  parameter optimisation, site confi guration

  changes

 Individual sectors blocking identifi cation Customer driven hotspots and 

  capacity crunch area identifi cation  capacity crunch area identifi cation

  via Geo-located traffi  c and KPIs  via Geo-located traffi  c and KPIs

 Propagation planning tools at all phases –  Network based Geo-location for target

 some form of Automatic Cell Planning area selection; playbook approach (i.e,

Aspect Macrocells HetNets (mainly small cells)
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enough traffi  c is captured on to the small cells 

and the macro cells are not heavily loaded.

Balancing traffi  c: Among Macro cells: Operators 

would want to utilise the new 4G networks to 

make them preferred cells over 3G for data trans-

fer sessions (current LTE networks are capable of 

supporting only data sessions). In this scenario, 3G 

networks still support most of the voice calls. With 

SON features, operators can make sure that 3G 

macro cells are relieved of data transfers wherever 

possible allowing either small cells or LTE macro 

cells to carry most of the data.

Network Measurements Based 
Geo-location: A Key Component in the 
HetNet Initiative

Typically, propagation planning tools are used 

in the early planning stages to defi ne site loca-

tions and perform coverage analysis. However, 

using geo-located measurement data to 

identify traffi  c hotspots very quickly can speed 

up the planning process as the focus areas are 

defi ned very quickly. Furthermore, geo-located 

measurement data can also validate the output 

of the planning tools to address target area 

coverage and capacity aspects.

Geo-located Measurements - Visualisa-

tion and Analysis: The fi rst step involves 

reviewing the various geo-located measure-

ment plots obtained from a Geo tool such as 

COPS-Geo. Coverage and traffi  c related mea-

surement plots enable engineers to quickly 

identify weak coverage areas and high traffi  c 

density areas. These areas can be tagged for 

further analysis.

Combined Geo, Network KPIs, and 

Confi gurations – Correlation Analysis: It 

is very critical to consider inputs from the 

current network KPIs and confi gurations for 

further analysis of sites identifi ed for action 

(either for coverage or capacity). OSS counter 

based KPIs such as Accessibility, Retainability, 

and Throughput along with the site confi gura-

tions and parameters should be considered 

for root cause analysis.

Initial Augmentation Site Plan- Review and 

Analysis: Coverage, Capacity, or both should 

undergo review to include all the adjacent 

sites in this fi nal phase. The goal of this 

phase is to incorporate potential eff ects and 

benefi ts from existing site tuning, parameter 

optimisation and soft capacity enhance-

ments. At the end of this phase, the existing 

site plan is revised either to delay or to add 

more sites to achieve the coverage and 

capacity objectives.
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Results:  Analysis showed that most of the newly proposed 3G sites are needed for coverage expansion. Therefore, only a small number of sites were 
planned due to capacity and network performance issues. The final recommendation is that the operator can delay or postpone augmenting 15 per 
cent of the sites because capacity and performance can be maximised by implementing various optimisation and load balancing methods such as 
Celcite’s 2G Network Maximisation or 3G Grid Coverage services.

GUIDELINES TO VALIDATE AUGMENTATION PLANS

RSCP Coverage Ec/No Coverage Neighbours’ Accessibility Neighbours’ Retainability Recommendation

Greater than -75 dBm Greater than -9 dB Greater than 99.0% Greater than 99.0% Do not Augment; capacity 
    and coverage can be 
    maximised using existing 
    sites

Between -75  Between -9 to -10 dB Greater than 99.0% Greater than 99.0% Consider no augmentation;  
to -85 dBm    capacity and coverage can 
    be maximised using existing 
    sites

Between -75 to  Between -9 to -10 dB Between 98.5%  and 99.0% Between 98.5%  and 99.0% Consider no augmentation; 
-85 dBm    capacity and coverage can be 
    maximised using existing sites

Less than -105 dBm Less than -18 dBm Less than 98.0% Less than 98.0% Augment with new sites

Figure 3: Geo-located traffic plot – busy hour

Objectives: 

1) Identify hotpots for a selected region 

2) Validate new UMTS site plans for a region by identifying the sites which can 

be eliminated from the existing plan based on the existing capacity and  

coverage needs in the area.

Methodology and assumptions:  For hotspot identification, use percentile  

calculations on traffic to plot traffic density maps.

CASE STUDY: GEO-BASED HOT SPOT PLANNING AND VALIDATION OF SITE AUGMENTATION PLANS

For validation of augmentation plans, perform analysis for regions with new site proposals. New location impacts are verified based on Geo-located 

RSCP, Ec/No coverage, Neighbour sites performance KPIs. The following guidelines were used to provide recommendations:
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CONCLUSIONS

All the predictions about the impending data tsunami have come to fruition for wireless operators world-

wide. Customer-focused operators are transitioning their subscriber base to 3G and 4G networks to better 

network experience in the most spectrally and operationally effi  cient manner.  Beyond adding new band-

width and improving the quality of the network, the only way for wireless systems to off er new capacity is 

through adding new cells. Adding small cells to form a HetNet will enable traffi  c offl  oading from the mac-

rocells, resulting in better throughput for network subscribers. Most of the operators around the world are 

considering deploying HetNets to address capacity demands on their networks. 

However, the task of designing and managing capacity in a HetNet scenario introduces new dynamics for ca-

pacity management. Most operators will rely on new tools and approaches to fully maximise their existing 3G 

network potential and add new cells at the most appropriate locations for 3G and 4G network deployments. 

Using COPS-Geo geo-located measurement data to quickly identify traffi  c hotspots can speed up the 

planning process because the focus areas are defi ned immediately. Furthermore, geo-located measurement 

data can also be used to analyse target area coverage and capacity aspects. COPS-AIC provides correla-

tion analysis using geo-location data, network KPIs and confi gurations. As a fi nal step, geo-location based 

capacity and coverage analysis can help in validating the augmentation site plans and do sensitivity analysis 

resulting in a pragmatic cell augmentation plan.  Celcite off ers comprehensive Network Maximisation and 

3G Coverage Grid Optimisation services to help with intelligent cell augementation plans.  

Capacity and coverage maximisation are pivotal elements in supporting our data-driven mobile world. 

Mobile operators need smart solutions such as the closed loop COPS-SON load balancing product to en-

hance the subscriber experience through capacity maximisation while minimising CAPEX. 
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Doug Suriano

Despite stiff competition from OTT providers for subscribers’ spend, operators are uniquely 
positioned to tailor services to customers' needs. They can capitalise on this opportunity by 
introducing network flexibility to become digital lifestyle providers.

thinking About networks

It is an oft-made observation that 
mobile operators have seen rev-
enues from voice and SMS services 

decline in recent years, particularly in 
developed markets. It is a phenomenon 
that owes much to the adoption of 
service bundles and the emergence of 
over-the-top (OTT) service providers. 

Research firm Ovum forecasts that 
in 2016, mobile operators will lose 
$54bn in SMS revenue to social mes-
saging (SM) services on smartphones. 
This is more than double the $23bn 
they were expected to have lost by 
the end of 2012. Ovum notes the rapid 
increase in the number of OTT play-
ers on the market, and says that this 
demonstrates that social messaging 
is not a short-term trend, but a shift 
in communication patterns. 

Statistics from UK regulator Ofcom 
also show that 2009 marked the first 
year in the UK that voice revenue 
growth stalled. Revenue from mobile 
services declined sharply that year, the 
first decrease since mobile telephony 
became a mass-market service in the 
late 1990s, falling by 3.5 per cent to 
£14.9bn.

The attractiveness of OTT offerings 
to consumers stems from the fact that 
many of those services have been of-
fered free of charge. However, many 
providers of these services are now 
looking to monetise what they once 
offered for free.

In October 2012, video streaming 
site YouTube introduced a policy of 
charging users to access premium 
content. The world’s largest social 
network Facebook, meanwhile, has 
stepped up its efforts in generating 
revenue from mobile services by car-
rying adverts on its mobile site and 
smartphone apps. 

Doug Suriano, CTO at mobile broad-
band solutions provider Tekelec, be-
lieves that here sits an opportunity 
for mobile operators. Now that OTT 
players are beginning to charge for 
services, or find some other way of 
generating revenue from them, the 
playing field is becoming more level. 

Operators are now in a position to 
not only compete more effectively 
with OTT players but also to cooper-
ate with them.

This is due to the fact that mobile 
operators have one key asset that 
OTT players do not: very detailed 
data on their subscribers. From the 
services they use, the retailers they 
prefer and the locations they travel 
to, this data is operators’ trump 
card, according to Suriano. It enables 
operators to offer ‘digital lifestyle 
services.’

“Operators have a database with 
access to Big Data and analytics 
about customers,” he says. “They 
can marry that data with advertis-
ing sources to generate revenue for 
providing personalised advertising 
services.”

He adds that operators are start-
ing to put a “digital lifestyle story” 
together, where they provide sub-
scriber-aware services using each 
subscriber’s preferences and data. 
Suriano is optimistic that subscrib-
ers could be willing to pay a premium 

for a more personalised service from 
their operators, or alternatively gener-
ate advertising revenue or strike reve-
nue sharing deals with OTT providers.

He says he is not sure that OTT 
players would be keen to share their 
revenue with operators, but stresses 
that these players depend on the 
mobile network to deliver their ser-
vices—and for some services, the 
quality of that network delivery is 
very important.

“Because the OTT players don’t 
own the network, they can’t guarantee 
quality of service, so it’s really a best 
effort case. There have been some 
specific examples of revenue sharing 
recently though, where Google is pay-
ing operators in France and the Philip-
pines to provide better network access 
for their subscribers. I think that this 
is a model that is well underway and 
it is only going to expand and grow.”

In order to collect, analyse and act 
on data on subscribers to target pro-
motions and services to them, the net-
work needs to evolve to what Tekelec 
calls “ThinkingNetworks.” Suriano 
explains that truly intelligent, highly 
adaptable and flexible networks are 
the key to unlocking digital lifestyle 
services and giving operators renewed 
relevance among OTT providers.

This is naturally an evolutionary 
process, but one that is already un-
derway with operators This is why 
Suriano advocates setting up New 
Diameter Networks (NDNs). There are 
three components to NDNs. The first 
is the signalling infrastructure—Di-
ameter, in the case of LTE networks—
which acts as the nervous system of 
broadband mobile networks, Suriano 
explains. This provides the scalability, 
reliability and flexibility in the core 
network to manage mobile data and 
signalling growth. 

Then there is the policy manage-
ment, PCRF, which acts as the brain 
of the network; the real-time logic 
and rules that enable new business 
models and revenue streams. The third 
component is subscriber data, stored 
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in the Subscriber Profile Repository 
(SPR). This is the network’s memory 
and personalises rules based on a 
subscriber’s profile, state and usage 
data. These three components together 
provide the core of the data repository 
operators can use to generate revenue 
from their subscriber bases.

“NDNs can help operators offer 
premium services that the subscribers 
are willing to purchase. There is also 
the revenue sharing opportunity with 
OTTs, and a lot of that will be around 
ensuring quality of service. Also, 
advertising revenues could also be a 
potential revenue source, just like the 
cable operators enjoy today,” Suriano 
explains. “There are other OTT revenue 
sharing models as well that have yet 
to be imagined. The sky is the limit.”

Step two of setting up a Thinking 
Network is enabling virtualisation and 
cloud-based network infrastructure. 
Tekelec calls this stage Cloud XG 
and, according to Suriano,  the firm’s 
customers are already planning to 
moving towards the cloud.

“Operators want to get to a place 
where they actually have commod-
ity hardware; it’s really a software 
play on commodity hardware,” he 
says. “They also are moving towards 
this idea of elasticity. Rather than 
buying fixed infrastructure that is 
based on the largest capacity you’ll 
need—such as on special occasions 
such as Mother’s Day—they instead 
want to have the ability to expand and 
contract their core infrastructure as 
their needs dictate.”

Suriano explains that operators 
are also taking different approaches 
to setting up cloud-based networks. 
Some of Tekelec’s customers have 
undertaken trials with traditional 
evolved packet core (EPC) and are 
now moving to deploy in scale with a 
cloud based EPC. Suriano admits that 
operators looking to launch a green 
field network in cloud architecture 
is rare, but believes that this will 
become more common in the coming 
years. As a result, some of the lag-

gards in LTE rollouts may become 
the innovators by using cloud based 
EPC, he adds.

He adds that operators looking 
at network elements in more of an 
“elastic” role,  using network function 
virtualisation, means that hardware 
infrastructure becomes more commod-
ity-based, more like the web services 
models that have been adopted by 
the likes of Google, Yahoo and Ama-
zon. There has been resistance from 
network equipment manufacturers 
though, as these concepts threaten 
the traditional margins that the large 
vendors have been are getting on their 
hardware. Suriano says that some of 
the more traditional vendors are being 
badgered into providing equipment 
as a service due to the demand from 
their customers.

The third step is what Tekelec 
calls the “Mobile Social” phase, where 
operators can unite network and sub-
scriber intelligence to enhance OTT 
applications with opt-in offers and 
mobile advertising content. The keys to 
this are two-fold, says Suriano: a new 
database combining network analytics 
with Big Data insights and network 
policy that extends to the handset.

“Operator influence of the full sub-
scriber experience means that network 
rules need to extend everywhere, down 
to the millions of smartphones, tablets 
and other connected devices on the 
network,” says Suriano. 

The fourth and final phase is the 
Thinking Network nirvana, where 
operators have the network and ser-
vice flexibility and innovation to call 
themselves digital lifestyle providers. 
Armed with that level of subscriber 
knowledge, operators are able to craft 
a highly personalised and relevant 
subscriber experience that matches 
each subscriber’s needs. Moreover, 
operators can apply that data to new 
services and content in real time. “At 
this stage,” says Suriano, “networks 
think for themselves and automati-
cally respond to network variables 
and new subscriber usage patterns.”

Suriano believes that operators 
that do not look to provide digital 
lifestyle services, and set up Think-
ing Networks, risk being limited to 
providing access services, although 
he acknowledges that there is a busi-
ness model for network operators 
that do want to be utility providers. 
Some of the lower cost networks in 
the US and France do restrict them-
selves to basic services and access, 
he points out. 

“But will they be the digital lifestyle 
providers of the future? Probably 
not,” he says. “Do you want to be the 
place that the subscriber actually 
perceives as their digital home—the 
central point for their digital lifestyle? 
The OTTs want to be that—Google 
would love to be your digital lifestyle 
provider but they don’t own the net-
work—they are putting in their own 
Wi-Fi and fibre networks but they 
don’t own the mobile networks.”

Suriano stresses that for Thinking 
Networks to take off in the industry, 
EPC vendors need to buy into the 
vision, but not all of them have com-
mitted wholeheartedly. 

“So the question is how much of 
the EPC can you virtualise? Do you 
virtualise the gateways, policy, Diam-
eter, infrastructure, subscriber data? 
There are different maturities in dif-
ferent vendors’ implementation—so 
that might be thing that slows it,” he 
explains. “Certainly the components 
in the NDN are great candidates. The 
technology is well enough along that 
they can actually go out in a cloud-
based EPC for those elements.” 

He concludes that there needs to be 
cooperation between operators and 
OTT players and it is the businesses 
and high end subscribers that suc-
cessful operators should look to target 
with sophisticated services.

“Especially with the kinds of de-
vices out there right now—there are 
very capable smartphones, and they 
are going to demand higher network 
capabilities, which they will be willing 
to pay for.” n
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Braving the Signalling Storm
LTE networks will suffer from 100 per cent smartphone penetration from day one.  
Carriers will need to be innovative to deal with the onslaught in signalling traffic.

Fourth generation network tech-
nologies are well and truly here, 
and several operators have al-

ready experienced outages in their LTE 
networks due to signalling ‘storms’ 
in various parts of the network. The 
explosion in traffic and bandwith 
demands is well acknowledged but 
signalling is another issue operators 
will have to contend with. 

LTE networks will have 100 per 
cent smartphone penetration from 
day one and smartphones generate 
significantly more signalling traffic 
than feature phones or data cards, 
both on the access network and the 
core network.

Aside from “chatty apps” on the 
device, such as Facebook, Skype or 
WhatsApp, operators can expect the 
network core to see an uptick in sig-
nalling traffic as they seek to introduce 
richer services such as VoLTE and RCS, 
which send lots of policy requests in 
the signalling channel. This will be 
exacerbated by the move to real-time, 
dynamic charging and shared usage 
plans, which will increase the traffic 
between operators’ policy engines 
(PCRF) and various other elements in 
the back office. 

Tasked with helping operators 
address this issue is Mallik Tati-
pamula, Vice President for Service 
Provider Solutions at F5 Networks, 
who joined the firm at the start of 
2013. Tatipamula’s resumé reads 
like a who’s who of Silicon Valley, 
with Motorola and Cisco among his 
previous employers. He most recently 
held the position of head of research 
at Ericsson Silicon Valley.

Along with working alongside most 
of the world’s tier one operators over 
the years, Tatipamula believes his 
background has given him a good 
mix of understanding of both the tel-
ecom and IT/networking worlds and 
allowed him to spot the convergence 
of telecoms and IT early on. 

“My intention was to learn and 
expand into these new technologies 
and help shape next generation net-

works,” he says. “Right now, service 
providers are transitioning from 
connectivity to experience providers, 
while transforming  their services 
and business models

“But in the past to the present 
scenario, service providers consoli-
dated their transport infrastructure 
towards all IP mainly driven by fixed 
mobile convergence. So, In the pro-
cess, fixed mobile converge became 
focused on transport convergence, so 
every operator I know has consoli-
dated their infrastructure , but they 
have only looked at the control aspect 
in part and the services aspect not 
at all. There is no full convergence 
here,” he says.

In terms of discussion over the 
control plane, the industry still has 
IMS, but this is mostly implemented 
on the fixed side, although there are 
ongoing discussions on using voice 
over IMS for LTE and deployments 

may even start taking place this year, 
using VoLTE on IMS. 

But largely, the control aspects of 
services are still to be converged, and 
between the services and the control 
layer the industry is seeing internet 
services like Google and the OTT 
providers arrive in the middle, offering 
the same services and applications 
but on an access agnostic medium. 
For example, users can get their Gmail 
on a laptop, desktop, mobile device 
or tablet, over fixed or mobile access. 
OTT players are able to provide apps 
to any device. 

“So next I see IT and telecom con-
vergence getting ready for content 
delivery in the cloud. We’re moving to 
a future mode of operation where we 
see control and services consolidated 
into cloud and a common IP transport 
also cloudified. 

“Cloud is really nothing but a com-
bination of storage, processing, and 
networking. So the moment you add 
caching (storage or memory elements) 
and transcoding (a processing element) 
on top of the RAN or EPC (Evolved 
Packet Core), it becomes cloud.

“The future now is fully converged 
application delivery networking, with 
the  convergence at the transport , 
control and services layers for dif-
ferent types of access mechanics,” 
Tatipamula says.

According to Tatipamula, conver-
gence today is mainly driven by appli-
cation delivery, but in the past it was 
driven by technology. Now the focus is 
more on business models and service 
models, which is where application 
delivery networking comes into the 
picture. In Tatipamula’s words, the 
industry is “moving from technology 
centric and network centric conver-
gence of the past to application deliv-
ery centric convergence in the future.” 

The question many operators are 
asking now is; how can I deliver 
applications at lowest TCO while 
still increasing ARPU? The answer, 
according to F5, is by improving the 
quality of experience to end users and 

Mallik tatipamula, vice President for Service Provider 
Solutions at F5 networks
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enabling new applications, allowing 
service providers to move into new 
verticals like automotive. 

It’s a business formula F5 refers to 
as the ‘three Es’: economics; experi-
ence; and enablement, all of which 
need to be optimised, secured and 
monetised. 

“When it comes to experience and 
enablement, we can do application 
optimisation, content optimisation, 
and personalisation through user, 
application and network awareness, 
and as a part of our strategy, we will 
soon be announcing mobile device 
and application management, so 
operators can differentiate enter-
prise apps on different devices,” 
Tatipamula says. 

When it comes to economics, ap-
plication optimisation is F5’s bread 
and butter, with traffic optimisation 
on the data plane carried out using 
loadbalancers. The second thing the 
company does is “signalling optimisa-
tion” to help manage the exponential 
growth of smartphone signalling  us-
ing tools aquired with Traffix Net-
works. As operators are discovering, 
it’s important to optimise data plane 
traffic, signalling traffic and applica-
tion plane traffic. 

As operators move to LTE, legacy 
signalling protocol SS7 is being re-
placed by purely IP-based signalling 
interfaces, such as Diameter. Diameter 
is an authentication, authorisation 
and accounting protocol for net-
works, which also supports mobile 
management.

Diameter is largely a new protocol 
for GSM operators, although it will be 
familiar in part to CDMA operators, 
which already have some experience 
of its predecessor, RADIUS. However, 
all operators need to invest in the right 
sort of Diameter equipment in network. 
As a standard, Diameter is relatively 
stable but can quickly become compli-
cated once an operator moves on from 
just using it for user authentication to 
using it to manage roaming users in all 
possible scenarios.

Diameter is the protocol of choice for 
doing everything and anything in LTE. 
This includes connecting data plane 
components like the PDN gateway to 
control plane components like PCRF 
to application plane components such 
as IMS. Diameter then connects those 
things to backend infrastructure such 
as B/OSS and online charging systems.

But then, contrary to the other sig-
nalling challenges that operators are 
facing, Diameter is associated with 
revenue generation since it is often 
coupled with policies and charging. By 
default, Diameter has become a much 
bigger priority for operators compared 
with legacy signalling, which primar-
ily drove network functionality (call 
setup) and operators only invested in 
handling signalling traffic. 

2013
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career history
But now operators are deploying 

Diameter routers to operate a more 
efficient network, with Diameter edge 
agents for roaming, Diameter Gate-
way for interworking of 3G and LTE 
networks,and load balancing to make 
sure critical components do not fail. It 
is clear that Diameter is not a simple 
protocol to handle and operators are 
presently grappling with different 
deployment choices.

The message from F5 is that op-
erators need to optimise their control 
plane and scale with intelligence. 
Personalised, media-rich applications 
and mobile devices are putting an 
enormous strain on the signalling 
network, which manages subscriber 
information, network status, and ses-
sion management. So service provid-
ers need a scalable, reliable control 
plane to satisfy customers across all 
signalling interfaces such as Diameter, 
RADIUS, DNS, and SIP.

Although the focus is currently 
on Diameter, SIP is also expected to 
create challenges at the edge of the 
network when LTE-specific services, 
including VoLTE and RCS, enter the 
mass market. VoLTE signalling flow is 
significantly more complex compared 
with legacy voice and estimates from 
Informa Telecoms & Media indicate 
that VoLTE SIP requires at least 
double the signalling messages that 
a “vanilla” SIP application requires. 
Additional LTE services (including 
SMS) are expected to exaggerate the 
number of signalling messages even 
further.

“Complex signalling is a key issue 
in modern networks because the tear 
down and set up of sessions happens 
so much,” says Tatipamula. “Signalling 
is a killer in mobile networks. But with 
multiple apps running on smartphones 
and smartphone adoption growing, 
signalling pain will only continue.” In a 
sense, the volume of traffic can always 
be solved in terms of the data plane by 
putting the traffic through traditional 
optimisation. The solution for signalling 
needs to be more creative. n
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the Keys to success
Blackberry unveiled its new oS in January, 
as well as its new Creative Director…

Celebrity endorsements are tricky things. Everybody knows that the celebrity is being 
paid for their enthusiasm, so a willingness to suspend disbelief all round is essential. 
This is just about achievable when all the celebrities are doing is acting as a visual 

accessory to the product, grinning or glowering into the camera depending on the mood. 
But when the company in question takes that endorsement to ludicrous extremes—actually 
employing the celebrity in some trumped up executive role—the line between fawning and 
desperation has been crossed. 

Enter Blackberry, the handset maker formerly known (and formerly very successful) as 
Research in Motion. January saw the launch of the firm’s new OS, Blackberry 10, and by 
extension its push for renewed success in the handset market. 

But before we get to the 
platform itself, let’s talk about 
Alicia Keys. Keys, as some of you 
may know, is a singer-songwriter 
of some renown. But there is 
now another string to her bow 
as, in a move that is most politely 
described as baffling, Blackberry 
has hired her as its Creative 
Director.

No doubt this is a lucrative 
gig for Keys (a mildly humorous 
choice given that Blackberry 
is looking to focus more on 
full touchscreen devices) but, 
really, what the hell is the firm 
thinking? What is Keys going 
to bring to the role? Does CEO 

Thorsten Heins really believe that he is going to dent the iOS/Android duopoly (more than 
92 per cent of smartphone sales in 4Q12, according to Strategy Analytics) by thumping it 
repeatedly with R&B?

What it reflects, of course, is that Blackberry does not believe that its product is good enough 
to win consumers purely on its own merits. Or perhaps Heins was moved by some of Keys’ song 
titles. New Day is appropriate enough, as is Brand New Me. Although neither of these expresses 
Keys new position at Blackberry quite as effectively as Doesn’t Mean Anything.

Anyway, Heins says BB10 is future proof for the next ten years (which is probably not 
true of Alicia Keys) and there seems to be broad agreement that the platform is decent 
enough from a user perspective. It brings music and video hubs to the table in a bid to woo 
those consumers who aren’t moved by Keys’ involvement alone and the flagship device, the 
Z10, is clearly pitched at the top end of the consumer market.

The analyst community was divided. Ovum’s chief thinker, Jan Dawson suggested that 
Blackberry has focussed too closely on enterprise-related applications like multitasking, 
email and productivity, looking to create “the best Blackberry for Blackberry users”. 
Malik Saadi, principal analyst at Informa was more impressed—“this is a completely 
new platform, with a unique user experience which requires consumers to accept and 
adapt”—but warned that Blackberry will need to shift a million units in its first quarter of 
availability at the very least to avoid failure. 

The firm has made a big deal of the support that the operator community has 
shown in helping it bring the first BB10 products to market. Indeed it’s no secret that 
operators are keen to see greater competition in the OS space. But this is exactly what 
Stephen Elop said when the first Lumia devices came out and there is little evidence 
that it has counted for much. Mind you, Nokia didn’t have Alicia Keys in the Creative 
Director’s chair…n 

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

It’s a very curious affair. These are the two companies 
in the race to become the “third ecosystem”. Now, this 
may seem like a rather prosaic title but IMHO it’s going 
to be the most interesting battle of the year. There’s 
likely only room for one and neither can afford to fail.
Tim Deluca Smith on Microsoft and BlackBerry’s 
absence from MWC this year

Surely the fact that 3UK have licensed most of their 
spectrum for LTE from EE will leave them little room to 
compete meaningfully with EE on price?
Patrick Youngs on 3 UK’s decision to not charge LTE at 
a premium

In the consumer marketplace it is becoming 
increasingly difficult for companies to differentiate 
their OS, and Blackberry have failed to innovate. But 
for many business users this update will be sufficient 
for them to stick with Blackberry for the time being.
Jack on the release of BlackBerry 10

The virtualisation of network functions is only a 
part of the story if operators want to innovate more 
competitively. The article talks about “proprietary 
hardware” as a barrier, but “proprietary software” 
can be just as bad. A more complete, more effective 
solution requires the network software to be truly 
open, enabling further innovation by the operators 
themselves and/or by free-market independent third 
parties – breaking away from the model where the 
solution vendor has a monopoly on implementing new 
functionality.
Mark Windle on ETSI’s move to standardise 
virtualization and SDN

GSM operators do not have to make the same “leap 
of faith” that a web-based business with no existing 
billing relationship with users has to do when 
launching RCS...RCS gives operators a means to 
defend against further OTT encroachment by offering 
an improved set of communication services that can 
be charged for using normal business approaches 
but which also support newer business models. It is 
not a “leap of faith”, it is a concrete step forward for 
operators to a richer and secure future.
Cathal Fitzpatrick on Joyn

Blackberry 10
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6th March 2013, Meridien Piccadilly Hotel, London

The Euro50 Awards 2013 will take place on March 6th at a Gala
Dinner in London's prestigious Meridien Piccadilly Hotel, on the
second day of Cable Congress. The Euro50 Awards will be
presented to 7 key industry executives in each of the seven
categories listed further below. These winners will have been judged
from a shortlist drawn from the Euro50 Publication.

The Award Categories

Industry Leader, in recognition of the achievements of the CEO,
chairman, COO or CFO of a major service provider or platform
operator that has achieved an outstanding operational or financial
success or innovation:

Technology Leader, in recognition of an outstanding individual
technologist's contribution to the pay-TV or broadband industry:

Content Executive, for a leading executive of a channel provider or
content aggregator in recognition of outstanding success in his or
her field:

Marketer of the Year, in recognition of an exceptional or innovative
campaign by a service provider, operator or content provider:

Digital Innovator, in recognition of the outstanding achievements of
an individual working in a non-traditional audiovisual content delivery
channel such as online, mobile or interactive TV

Lifetime Achievement, in recognition of the exceptional
achievements of an individual who has contributed to the success 
of the pay-TV or broadband industry over the course of his or 
her career.

The Digital TV Europe award will be given in recognition of an
exceptional individual contribution to the pay-TV or broadband
industry identified by the editorial team of Digital TV Europe.

Presents:

The Euro 50 Awards offer
excellent branding opportunities
to ensure your company profile
is at the forefront of some of the
most senior decision makers in
the industry.

Opportunities are selling out fast!
– contact Patricia Arescy today
to secure your place:

Email:
patricia.arescy@informa.com
Tel: +44 (0)20 7017 5320

Recognising and Honouring the Leaders in Digital TV
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