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PEACE broke out between telcos 
and OTT players on the opening 
day of AfricaCom 2014 in Cape 
Town, South Africa. The head-
line discussion panel attempted 
to tackle the longstanding issue 
of cooperation between mobile 
operators, which invest in the 
infrastructure to provide mobile 
broadband, and over-the-top 
(OTT) service providers, which 
rely on that infrastructure to serve 
their customers.

Historically there has been friction 
between these two sectors as opera-
tors have seen their own subscribers 
increasingly use OTT services in 
preference to their own, but at Afri-
caCom 2014 there were strong signs 
that we’re entering a new, more col-
laborative phase. The panel featured 
speakers from MTN, Millicom, 
Orange, Airtel and Facebook.

“It was an excellent forum,” Ah-
mad Farroukh CEO, MTN SA, told 
AfricaCom Daily News. “I came 
with sharpened weapons, a bit, but 
I was very happily surprised by 

Facebook in the way they put things 
into perspective. I think the ap-
proach is completely different now, 
telcos are not just the pipe – we 
need to cooperate for our mutual 
benefit and for three billion people 
to have more access to the internet.”

Farroukh’s experience was ech-
oed by Arthur Bastings, Executive 
Vice President Africa at Millicom. 
“It was a really interesting panel, 
which featured a more conciliatory 
stance on the part of the telecoms 
industry,” Bastings told AfricaCom 
Daily News. 

“With players such as Facebook, 
I think historically the relationship 
has been a bit more fraught, with 
tension over who gets to partici-
pate in what, and how. What I’m 
seeing is much more realism, as the 
industry is embracing the realities 
of the African market, it’s obvious 
to everyone that Facebook in 
particular is a great entry-point for 
African customers to the internet 
space, so partnership is in the 
interests of everyone.”

The key outcome from the panel 
was a consensus that it’s in the mu-
tual interest of call concerned parties 
to resolve the question of how telcos 
and OTTs can profitably collaborate, 
and that when they do the results 
should be of benefit to everyone, 
consumers included.

Matthew Reed, Practice Leader, 
Middle East and Africa at industry 
analysts Ovum, attended the discus-
sion. “Major operators and OTT 
providers now seem to believe that 
they can work together in mutual 
benefit,” he told AfricaCom Daily 
News. “And we are seeing a growing 
number of such partnerships in 
African markets. But it is still early 
days in the development of these 
new business models, and it is not 
clear to what extent they will indeed 
be ‘win-win’.”

The discussion was one of the 
prominent topics on the show-
floor too, with exhibitors and 
attendees from across the industry 
inspired to explore ways in which 
the mobile comms and internet 
worlds can successfully and endur-
ingly coexist. It’s clear that events 
such as AfricaCom, which bring 
businesspeople together from a 
broad geography and wide range 
of sectors are key to catalysing the 
kinds of discussion that eventually 
make things happen. 

VOICE messaging and social 
media mobile apps company 
Kirusa was joined by Ghana-
ian singer Deborah Vanessa at 
AfricaCom 2014 to promote 
its InstaVoice solutions. The 
company claimed Vanessa, best 
known for her YouTube record 
breaking single Uncle Obama, is 
one of 125 celebrities using the 
Kirusa InstaVoice Celeb solution 
to stay connected with fans. 

The InstaVoice Celeb app allows 
celebrities and fans have real-time 
conversations on both smart- and 
feature phones. It also allows audi-
ence interaction and engagement 

for channels such as contests, events 
and meetings with celebrities. 

“Kirusa is showcasing its popu-
lar messaging and social media 
services: InstaVoice, InstaVoice 
Celeb, and InstaVoice Sports at 
AfricaCom 2014, and unveiling 
how these are revolutionizing 
mobile messaging in emerg-
ing markets,” Kirusa Marketing 
Director Robert Lamptey said. 
“We are delighted that Deborah 
Vanessa has chosen to join us at 
AfricaCom to talk about how she 
is using the InstaVoice services to 
connect with her fans.”

“I am delighted to join Kirusa 

at the AfricaCom exhibition,” 
Deborah Vanessa said. “I have 
been using InstaVoice Celeb ser-

vice for the last sixteen months to 
interact and engage with my fans 
on a daily basis. It’s easy to stay in 
touch with my loved fans through 
this service and I look forward to 
meeting them at AfricaCom.” 

The Kirusa apps, which are pro-
moted to subscribers under the 
slogan “Have a Voice!” allow users 
to connect via mobile phones 
across the world. The company 
claims the solutions, delivered 
through partnerships with some 
55 mobile carriers in Africa, India, 
Latin America and the Middle 
East, are used by over 80 million 
people. 

Mozilla’s 
Firefox OS set 
for African 
debut 

Mozilla’s mobile operating 
system, Firefox OS, will 
be arriving in Africa on 
handsets being offered by 
telcos across the conti-
nent. Airtel, MTN South 
Africa and Millicom’s Tigo 
have already signed up to 
carry handsets running 
the operating system, the 
software vendor said. 

So far, handset vendors 
addressing emerging 
markets, such as Alcatel 
OneTouch and ZTE, are 
signed up to run Firefox 
OS. Mozilla announced 
last week a partnership 
with the GSMA to make 
more local content avail-
able in emerging markets, 
thus aiming to drive up-
take of mobile internet in 
areas of relatively sparse 
connectivity penetration.

“To invite these next 
billions of users online, 
access must be afford-
able.  The tumbling price 
of smartphones, such as 
the Firefox OS handsets, 
is a clear step in this 
direction,” said Mozilla, 
in a blog post. “Mozilla 
is teaming up with the 
GSMA to explore ways to 
catalyze the creation of 
locally relevant content 
and unlock the promise of 
the Web for the next wave 
of users.” 

A busy stand at AfricaCom 2014

Deborah Vanessa

AfricaCom14_Temp_DayTwo.indd   1 11/11/2014   15:55



Untitled-4   1 29/10/2014   11:22



AFRICACOM DAILY 2014 I http://africa.comworldseries.com/ WEDNESDAY 12th NOVEMBER 2014  03

EDITORIAL
EDITOR
Scott Bicheno

WRITERS
Tim Skinner
Auri Aittokallio

GROUP PUBLISHER
Tim Banham

WORLDWIDE MEDIA 
SOLUTIONS
ACCOUNT  MANAGERS
Gary Brown
James Miller

All advertising enquiries to:
Tim Banham:
37–41 Mortimer Street, 
London W1T 3JH, UK
Tel: +44 20 7017 5218
Fax: +44 20 7017 5647
email: tim.banham@informa.com

PRODUCTION
DESIGN & PRODUCTION MANAGER
Joanne Lowe

MARKETING & CIRCULATION
HEAD OF MARKETING
Sophie Burdajewicz

MARKETING EXECUTIVE
Nicole Ramson

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

Printed in South Africa by 
COMPRESS.dsl, Cape Town

AfricaCom Daily News
brought to you by

www.telecoms.com

Africa mobile data use rising but 
broadband speed lags – report
MOBILE data connections and 
services continue to grow strongly 
in Africa, but the continent lags be-
hind most of the world in terms of 
high-speed broadband connectiv-
ity, according to a report by analyst 
fi rm Ovum. However, mobile 
broadband connections in Africa 
are set to rise from 96 million in 
2013 to 950 million to cover 77.3% 
of all mobile subscriptions in the 
continent by the end of 2019. 

The number of mobile subscrip-
tions is growing faster in Africa 
than in any other major world 
region, with 9.8% year-on-year 
growth at the end of 2013, higher 
compared to the global growth rate 
of 6.3%. Ovum said it expects mo-
bile subscriptions in the continent 
to reach one billion in 2016, total-
ling 1.23 billion in fi ve years’ time. 

“But with the rate of growth in 
mobile subscriptions slowing – the 
number of mobile subscriptions in 
Africa will increase by only about 
5% year-on-year in 2019 – the 
more signifi cant development 
within Africa’s mobile market is 
the growth in mobile data connec-
tions and services,” said Matthew 
Reed, Practice Leader for the Mid-

dle East and Africa at Ovum.
While growth in mobile use has 

been remarkably strong in recent 
years, fi xed broadband penetra-
tion in Africa remains very low 
at 5.2%. “Despite the growth 
in mobile data connectivity on 
the continent, Africa is ranked 
second-to-last among world 
regions in terms of its broadband 
development,” Reed said. 

According to Ovum’s Broadband 
Development Index, which tracks 
the take-up of fi xed and mobile 
broadband services, Africa scores 
226 out of 1,000 in 2014. This is 
just ahead of Central and Southern 
Asia (219 of 1,000), but behind 
leading regions North America 
(633) and Western Europe (433). 

Within sub-Saharan Africa and 
only taking into account countries 
with more than three million 
people, the best performers of the 
index were South Africa, Kenya, 
Zimbabwe, Uganda and Nigeria, 
with scores of 262, 244, 241, 227 
and 227 respectively. On a global 
scale, South Africa ranks 103rd of 
the 191 countries in total.  

“Ovum’s data shows that despite 
the remarkable advances made 

by Africa’s telecoms sector, the 
continent remains behind most of 
the rest of the world in terms of its 
adoption of fast broadband services. 
Bridging that digital divide should 
be a high priority for African 
governments, regulators and the 
industry, because of the economic, 
social and commercial benefi ts that 
it could bring.” 

Meanwhile, broadband and 
network solutions provider Sand-
vine has revealed the results of its 
research into African internet usage 
trends. The data, collected as part 
of the company’s Global Internet 
Phenomena Program, showed 
signifi cant differences in mobile 
broadband use in Africa compared 
to Europe and North America. 

According to the report, What-
sApp is the leading third party 
messaging application in Africa, 
accounting for 7% of total traffi c. 
In comparison, the app apparently 
only accounts for less than 2% of 
all such traffi c in Europe and North 
America. Streaming video via mobile 
broadband only accounts for just 
over 6% of downstream traffi c, 
which is much lower than in Europe 
and North America where it comes 

to over 30%. Fixed network video 
streaming in Africa was much higher 
at 26%, however this is still much 
lower than in most other markets. 
YouTube was shown to be the lead-
ing video streaming service used in 
Africa, accounting for 12.3% of all 
fi xed downstream traffi c. 

“Throughout Africa, communi-
cations service providers are rapidly 
building out their networks to en-

hance services and extend coverage 
into new and previously uncon-
nected locations,” Tom Donnelly, 
Sandvine COO, Sales and Global 
Services, said. “Sandvine’s success in 
Africa has made it possible to reveal 
the latest regional internet usage 
data which our customers can use 
to help improve subscribers’ quality 
of experience and offer innovative 
new service tiers.” 

CABLE network operator Angola 
Cables has announced its inten-
tions to build the world’s fi rst 
submarine cable network to link 
South America and Africa, in 
partnership with infrastructure 
provider NEC.

The two companies, both 
exhibiting at AfricaCom this 
week, are aiming to launch the 
fully operational South Atlantic 
Cable System (SACS) by the end of 
2016. Covering the 6000km South 
Atlantic Ocean between Angola and 

Brazil, the connection is designed 
with four pairs of fi bre, subsequent-
ly achieving capacity of about 40 
Tbps, with bandwidths of 100x100 
Gbps on each fi bre pair. 

SACS will be supplemented with 
another submarine system cur-
rently under construction, which 
will link South America to North 
America. Cable of the Americas 
(COTA) will connect Santos and 
Fortaleza in Brazil to Miami in the 
USA, therefore indirectly provid-
ing Angola and West Africa with a 

high-speed link to North America. 
The network builder also claims 

that the fi rst transatlantic system in 
the Southern hemisphere will en-
able more global connections from 
Asia and Africa.

“It is the fi rst transatlantic sys-
tem in the Southern hemisphere, 
connecting Africa and South 
America. Since it is an alternative 
route to the North Atlantic cables, 
it will allow alternative connections 
from Asia and Africa to the rest of 
the world,” it said in a statement. 

“Angola Cables’ mission is to 
transform Angola into one of the 
major telecommunication hubs in 
Africa. This new submarine cable, 
together with our other projects, 
will help to improve connectivity 
between Angola and Africa to Latin 
and North America,” said António 
Nunes, CEO of Angola Cables. 
“We will continue to develop our 
internet highways to enable our 
telecoms, ISP and enterprise cus-
tomers to differentiate themselves 
in today’s competitive and highly-

evolving African marketplace.”
According to Angola Cables, 

the African telecommunications 
industry is experiencing the highest 
rate of internet traffi c growth in 
the world today. As a result of the 
two new submarine cable infra-
structures, both Angola Cables and 
NEC are optimistic that high speed 
and high capacity international 
data transmissions will be achieved, 
encouraging both international 
trade and economic growth in two 
booming. 

Submarine cable – connecting 
Africa to the Americas
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Onlime expands satellite 
services in Africa
COMMUNICATIONS solutions 
provider Onlime has announced 
it is to acquire the latest genera-
tion satellite services hub from 
vendor Romantis to be installed 
at its Teleport in Germany. The 
company said a large-scale, mul-
ti-site TDM/TDMA and SCPC/
Mesh customer network in Africa 
will be able to take advantage of 
the capabilities enabled by the 
Romantis UHP platform by the 
beginning of Q1 2015. 

According to Onlime, the 
platform will be at the core of 
expanding its service portfolio to 
address enterprise customers’ net-
working requirements, including 
various topologies. 

“The Romantis UHP platform 
supports ‘point-to-point’ ‘star’, 
‘mesh’ or complex hierarchy 
and is perfect fit for our service 
portfolio expansion,” Onlime 
CEO Paul Ziegler said. “We have a 
well-established relationship with 
Romantis and are looking forward 
to expanding this further. 

“In our business no one solu-
tion fits all and there is a need 
for different technologies to 
support services delivered over 
C, Ku, Ka, or other bands, as 
well as integration of terrestrial 
networks delivered by wireless 
or fibre. Solution providers need 
to be flexible and continuously 
expand their service portfolio 

responding to market require-
ments. Onlime always aims to 
deliver the best experience to 
our customers.” 

“We are proud that Onlime, 
as a renowned European and 
international solutions provider, 
selected our UHP platform that 
will play a key role for expand-
ing their services worldwide, ad-
dressing the needs of emerging 
markets,” Romantis CEO Harald 
Stange said. “We are glad that we 
can contribute to the roll-out of 
their new large-scale networks 
and VSAT services in Africa 
helping to close the digital gap 
by combining VSAT, fibre and 
wireless.” 

Conax, provider of conditional ac-
cess technology for digital TV, has 
announced its approach “conveni-
ence – the new king” at the broad-
casting show AfricaCast Expo, 
part of AfricaCom in Cape Town. 
The Norway-based company said 
Africa remains as an important 
part of its focus and strategy. 

“We are strongly committed to 
the African market and provid-
ing operators with the secure 
solutions that help them build 
their business whether from 
digital switchover, DTH or DTT 
operations and later on for easily 
launching multiscreen services as 
their platform grows to meet the 
growing demands of content savvy 
consumers,” Conax President and 
CEO Morten Solbakken said.

The company said its service 

protection technology has been 
specifically developed with op-
erator needs in mind, addressing 
video content and entertainment 
services delivery via satellite, 
cable, terrestrial, IP multicast and 
OTT. The company’s flagship 
product Conax Contego™ is a 
unified security hub designed to 
offer modular content and service 
protection, while a new solution 
Conax GO Live™ is an entry-level 
solution for streaming live chan-
nels to iOS and Android devices. 

 “With over 10 years of experi-
ence in Africa, Conax is securing 
operations for over 30 DTH and 
DTT operations in the region 
with future-oriented solutions 
that provide scalability to easily 
add hybrid and multiscreen 
consumer services.”  

“Convenience – the new king”

NFV, RAN and VoLTE order  
of the day for Nokia Networks
NETWORK Functions Virtu-
alization, RAN optimization 
and VoLTE are three of the key 
areas for Nokia Networks at 
AfricaCom this week. The Finn-
ish infrastructure vendor has 
announced it will be hosting live 
demonstrations and showcasing 
tangible products in the realms 
of core network evolution, radio 
access network optimization, 
NFV and CEM.

The radio access network and 
mobile edge has proven to be a 
major focus for Nokia in recent 
months. In October, the group con-
firmed its participation as a found-
ing member of a new working 
group at European standards body 
ETSI, focussing on the develop-
ment of open networking initiatives 
hosted at the mobile edge. Along 
with Vodafone, IBM, Intel, NTT 
DoCoMo and Huawei, the initiative 
will develop an open architecture 
and API for delivering content and 
services from the mobile edge. 

By utilising an open and stand-
ardised networking environment 
nearer the network edge, service 
providers are able to deliver media 
content and services to users in a 
more timely manner. By caching 
more content locally in base sta-
tions, the operator can reduce the 
workload on the backhaul linking 
to the core.

At the same time, Nokia was 
engaging with live trials of live 
video streaming based on an LTE 
base station-enabled local content 
caching system with Singapore-
based operator Starhub. At Afri-
caCom, the vendor will be dem-

onstrating Liquid Applications, a 
technology which facilitates the 
hosting applications and services 
at the base station, and enabled 
StarHub to deliver a live stream-
ing, multi-camera broadcast of 
the WTA tennis championships 
live from Singapore. 

The solution utilises localised 
processing and content storage, 
while access to real-time radio 
and network information is made 
available directly from inside the 
base station. 

Meanwhile, its range of NFV-
based solutions, Cloud Network 
Director and Cloud RAN, will 
also be on show. In September, 
Cloud Network Director was 
claimed to be the industry’s first 
commercial NFV solution to be 
compliant with the ETSI NFV 
specification architecture. 

Network Functions Virtualiza-
tion is the concept of removing 
functions from the network 
which are traditionally performed 
on proprietary, vendor specific 
hardware, and scaling them back 
to the data centre where they can 
be hosted, virtually, on commod-
itised and open servers. Conse-
quently, network infrastructure 
which is becoming increasingly 
cluttered with redundant hard-
ware can be cleaned and allow for 
increased agility, scalability and 
reduced opex & capex. 

The Cloud Network Director 
orchestration platform is designed 
to automatically deploy, configure, 
optimise and repair virtualised 
network functions (VNFs) to sim-
plify service roll-out for network 

operators. Speaking to Telecoms.
com, Phil Twist of Nokia ex-
plained why the industry is now 
at such a stage of technological 
development that makes NFV is a 
very achievable aim for operators 
the world over. 

“It’s a progressive migration, 
and it’s happening now because 
data centre platforms have 
reached the performance and 
cost level where you don’t need to 
customise platforms to be able to 
deliver the applications you used 
to,” he said. “The next Moore’s law 
separation has yielded platforms 
which have the performance and 
scalability to make this logical.”

Finally, VoLTE is being seen by 
operators as a key weapon in the 

fight to wrestle back revenues cur-
rently being lost to over the top 
services, such as Whatsapp and 
Skype. Last month, Nokia claimed 
to have successfully connected the 
first VoLTE call in the MEA region 
with UAE-based operator, du. The 
implementation of Nokia’s VoLTE 
solution and professional services 
on du’s network took just 80 days, 
which the Finnish vendor claims 
is the world’s fastest deployment 
of VoLTE.

Nokia’s solution is based on 
its IMS function, which enabled 
VoLTE to occur over a multi-
vendor LTE network infrastructure. 
VoLTE is believed to help operators 
compete more effectively with over 
the top players. This is achieved 

due to the lower operating costs 
of VoLTE services, lower data and 
battery consumption, and also by 
putting less signalling pressure on 
the network.

Jan Liebenberg, head of 
Customer Solutions Manage-
ment Africa for Nokia, said: “Our 
technology demonstrations will 
show how operators can tap new 
revenue models while tackling the 
competition from OTT players 
through VoLTE, improve network 
capacity and coverage in indoors 
and dense areas through small 
cells, boost their customers’ expe-
rience through CEM, and provide 
the best service quality through 
managed services – saving operat-
ing and capital costs.” 
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AFRICAN operator iWayAfrica, a 
subsidiary of Gondwana Interna-
tional Networks, has announced its 
intention to launch TD-LTE based 
4G. Starting in Nairobi, Kenya, 
iWayAfrica will partner with Tel-
rad to bring 4G connectivity and 
evolve its network from WiMAX 
to TD-LTE. The operator has 
confirmed its “aggressive” plans to 
expand the service into its remain-
ing Sub-Saharan coverage area. 

As a relatively young telco, 
iWayAfrica has primarily served 
African corporations since 2008, 
including small, medium and 
large businesses. Previous broad-
band solutions have included 
VPN and Internet services hosted 
on its WiMAX network. The 
telco claims that by utilising 4G 
solutions, provided by Telrad, it 
will be able to enhance its exist-
ing service offerings, enabling 
significantly increased capacity 
and coverage. 

TD-LTE, or Time-Division 
Duplex LTE, is often referred to as 
LTE-TDD. Often mentioned in the 
same breath as FDD, or Frequency-
Division Duplex, the technology 

enables more efficient use of spec-
tra by staggering and alternating 
the timing of a single frequency for 
upload and download. FDD, mean-
while, utilises paired frequencies for 
the same purpose. 

According to a study from the 
GSA, there are 28 commercial TD-
LTE networks deployed globally in 
21 countries at the start of 2014. 

Ken Munyi, Managing Director 
of iWayAfrica Kenya, is hopeful 
of the telco’s overall upgrade to 
LTE. “We’re very excited to bring 
Telrad’s advanced technology to our 

region,” he said. “Telrad has helped 
us with a master plan to upgrade 
our system in a way that leverages 
our current network, while taking 
strategic steps towards LTE. Our 
upgraded network offers scalability 
that will help us increase customer 
satisfaction, expand our customer 
base and maximise our return on 
investment.”

iWayAfrica will be making the 
migration from existing WiMAX 
infrastructure, 802.16d to 802.16e, 
and then on to LTE. Telrad’s CEO, 
Ran Bukshpan, believes that 
the company’s partnership with 
the telco will help bring mobile 
services to communities currently 
underserved and unconnected.

“Telrad solutions will comple-
ment iWayAfrica’s portfolio by 
bringing scalability and reliability, al-
lowing them to satisfy their growing 
customer demand,” he said. “With 
vast experience in the telecommuni-
cations market, iWayAfrica is recog-
nized as a leading wireless operator 
in Africa and will be a key partner 
to Telrad Networks in proliferating 
high-quality connectivity in com-
munities that currently lack it.”  

iWayAfrica moves to TD-LTE 
in Kenya with Telrad

WHOLESALE operator for 
voice, mobile and data capacity 
BICS has announced the launch 
of its IP over satellite (IPoSat) 
service, aiming to enhance 
internet connection reliability in 
Africa. The company claims sat-
ellite services provide a robust 
backup for fibre and submarine 
cables, enabling African telcos 
to ensure good connectivity in 
outage-prone areas. 

Announced at AfricaCom, 
the SatFlex and MultiFlex 
soltuions were showcased 
alongside BICS’ voice, capac-
ity and roaming portfolio. The 
firm said that by offering the 
suite of connectivity solutions, 
it can provide a faster issue 
resolution during outages for 
international telecoms services.  

“SatFlex and MultiFlex are ex-
cellent tools for operators to en-
sure their customers are receiving 
high quality connectivity even in 
the most challenging of environ-
ments and circumstances,” Eric 
Loos, Senior Product Manager, 
Capacity and IP at BICS said. 

“In areas difficult to reach with 
traditional capacity solutions, as 
is particularly the case for several 
countries in Africa, BICS satellite 
services can offer robust connec-
tivity, increasing the quality of 
experience for millions of people. 
By using BICS’ satellite IP ser-
vices, operators can ensure their 
customers are no longer taken 
completely offline by damaged 
fibre cabling and severe weather 
conditions.” 

“BICS has a long tradi-
tion of investing in Africa and 
is another example of BICS’ 
commitment to bringing the 
latest technology to the region,” 
Clémentine Fournier, Regional 
VP, Africa at BICS said. “These 
services will improve service re-
liability and connect landlocked 
countries to ensure internet 
and roaming services are always 
accessible to everyone in Africa. 
This follows the launch of the 
Johannesburg PoP earlier this 
year and the foundation of the 
first active LTE roaming service 
on the continent in 2013.”  

BICS launches IP over 
satellite service in Africa
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Although Africa’s Internet penetra-
tion rate is growing in double 
digits, over 80% of the continent’s 
population of just over 1 billion 

still remain without a broadband connec-
tion, and operators serving the market face 
some big challenges in cracking Africa’s full 
potential.  

Orange recently reported its 3rd quar-
ter results showing Africa and the Middle 
East (AME) as the only region where the 
operator saw year-on-year growth. “We 
are achieving more than 6% year-on-year 
revenue growth, which is a lot,” Claire 
Paponneau, Orange VP for West and 
Central Africa says. “We increased the 
customer base [during the quarter] by 
close to 10 million customers, meaning 
more than 11%. So the operations we 
have in this region are a real opportunity 
for growth for the Orange group. Look-
ing at what type of growth we are seeing, 
we have growth in customers but also 
in usage. What we see more and more 
is increasing usage of data and mobile 
services, and it’s obviously where we can 
build some additional value.”

Increasing numbers of Africans are able 
to get online via smartphones, a situation 
accelerated by ultra-cheap new-comers 
such as the $50 Alcatel OneTouch Pixi 2 
Maxi smartphone. But there remains a 
long road ahead before getting to a truly 
connected continent. “The big challenge is 
the rural parts mobile penetration is very 
low,” Paponneau says. “There is a need to 
increase the coverage in these parts of the 
continent, and to do this we have to invest 
a lot of money to increase our network ca-
pacity and the coverage. There is potential 
of course but a lot of work to do.” 

Another issue for international opera-
tors such as Orange is the complicated and 
often expensive tax situation, where every 
individual country is imposing its own 
system. “[In different African countries] 
there are additional specific taxes on top 
to the normal taxes. We have sector taxes, 
which vary from 1% to 2%, 3%, 4%, even 
5% of the total revenue and it’s simply a 
key issue [for us]. We are put in danger 
in terms of capability because if it is too 
costly to remain in the country it will not 

work. We feel that taxes 
are not the appropriate 
solution. We feel that it 
would be better for states 
to maybe push the mobile 
carriers to increase the 
coverage so we can provide 
more services. This would 
be building in the long-
term but here with the 
tax situation you are just 
looking at the sort-term. 
The telecommunications 
industry is a long-term 
industry, not a short-term 
industry.”

But what Paponneau 
doesn’t see as an issue, is 
local skills and innovation. 
Orange has launched initia-
tives such as Orange Fab 
in Ivory Coast, a start-up 
accelerator programme, 
to help locals transform their ideas into 
viable businesses. “We can find very good 
competency locally, and also the ability to 
innovate. I think this is something that we 
have to build upon and support. I think 
that in Africa you can find the innova-
tion, the ideas, skills, competencies. But 
what we can do as a mature company is 
to support them and help them forming a 
business strategy.”

According to Norway-based browser de-
veloper Opera Software there are four main 
barriers stopping people in emerging mar-
kets such as Africa getting online. “These 
Internet barriers are the classical barriers 
that many people in the industry are talk-
ing about,” Opera’s Commercial Operations 
SVP and Head of Emerging Markets, Peter 
Panait Løjmand says. 

“There are technical barriers to do with 
coverage, out-dated devices or user knowl-
edge of configuration etc. Then of course 
there’s the cost barrier where for many peo-
ple in markets like Africa the cost of data 
can still have a big impact on disposable 
incomes so it’s like a trade-off between get-
ting access to the internet and other things 
the person could do. For some people 
internet access is still seen as a luxury.” 

Løjmand says people can also be put off 

having their first mobile broadband experi-
ence because of mistrust in the technol-
ogy or fear that browsing will cause their 
mobile bill to rocket. “These are all barriers 
which we are struggling with. Finally it is 
also about education. People know there’s 
something called the internet, but they 
might not fully know what to use it for, 
and how to get on it. How do I buy a data 
bundle? People don’t understand what is 
a megabyte or a gigabyte. All these things 
we’re struggling with.” 

To try to tackle these issues, Opera has 
developed Web Pass, a solution that allows 
operators to package data offerings on a 
time or content basis rather than mega-
bytes, the way data plans are typically sold. 
“Most people in emerging countries, they 
don’t have a computer or tablet, but they 
have a mobile phone. All those people, 
they also have a very big desire to get on 
the internet. But buying data is costly and 
complicated. So therefore we have devel-
oped the Opera Mini Web Pass, which 
works via the Opera Mini browser. The 
process is simple and the time-based data 
packs are easy to understand, and low cost. 
Web Pass also gives the consumer safety in 
knowing exactly what the price of data is 
as it is paid up front. “ 

Opera says many of the biggest opera-
tor groups in Africa, including Vodacom, 
MTN and Airtel, as well as many inde-
pendent carriers, are already offering 
Web Pass to customers. First launching 
the solution in 2012, Opera brought a 
new version to market earlier this year, 
the Sponsored Web Pass. Sponsored Web 
Pass allows advertisers to partner with op-
erators to sponsor the cost of customer’s 
mobile data usage in exchange for targeted 
ads or other promotional content. 

“With Sponsored Web Pass operators can 
give away free data packs to consumers, but 
these data packs are paid for by advertisers. 
So you have a happy subscriber that gets a 
free pack, the operators can give free packs 
to get more users and the advertiser gets 
access to a new consumer base. And Opera 
also gets new users. It’s a win-win situation 
for everyone. We [at Opera Software] think 
this model is a four-time winner.” 

Although Løjmand isn’t willing to make 
too specific predictions for the future, he 
says one thing is for sure: “I know there’ll 
be loads more new Internet users in Africa, 
no doubt about that. With only one fifth of 
the population [in Africa] on the Internet 
and everyone wanting to get online, this is 
inevitable.”  

African Connections
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In 2012, MTN unveiled a new strategy 
that puts digital services at the center 
of the operating group’s plans for the 
first time, in a move that the company 

said had become necessary because of the 
changing characteristics of the markets 
in which it operates. The broad rationale 
for MTN’s new strategy is supported by 
Ovum’s research for MTN’s markets. 

MTN has developed and continues to 
expand a range of data and digital services, 
including mobile financial services (MFS), 
e-commerce, content, and enterprise ICT 
services. MTN’s revenues from data and 
digital services are growing strongly, and 
it has had some notable successes, such as 
the high take-up of mobile content services 
and rise in revenues in Nigeria, and signifi-
cant new partnerships with Millicom and 
Rocket Internet to develop e-commerce 
businesses in the Middle East and Africa. 

However, MTN’s data revenues still account 
for only a relatively small part of the group’s 
overall revenues, and its MFS offerings in its 
two big markets of South Africa and Nigeria 
are not doing as well as might be hoped. 

Ovum believes MTN will be able to 
achieve continued good growth overall in its 
data and digital businesses, by building on 
its current efforts and taking advantage of 
the rapid evolution in its operating markets. 

Moving from a traditional mobile operator 
business to a new business model that is based 
on providing digital services will require some 
big changes at MTN and will probably result in 
some failures as well as some successes. 

Market status
MTN is the biggest mobile operating group 
in the Middle East and Africa (MEA) by 
subscription count, with a total of 215 
million at end-June 2014 across its 22 
operations. Just two of MTN’s opera-
tions, those in Afghanistan and Cyprus, lie 
outside MEA (based on Ovum’s regional 
classification).

Market dynaMIcs
In many of MTN’s markets, the availabil-
ity and take-up of data technologies and 
services, and of data-enabled devices such 

as smartphones, is lower than in advanced 
markets. Incomes and ARPUs are also low, 
in many cases, and there is some significant 
political and economic instability. 

But there are also factors that enable the 
development of digital services. As a result 
of the widening rollout of 3G and even 4G 
networks, combined with the increasing af-
fordability of smartphones and other data 
devices, access to data networks is growing 
strongly, albeit from a low base.

Consequently, digital strategy is becoming 
an area of competition between the major 
operators in the region. But there might also 
be the prospect of cooperation between oper-
ators in the digital sector, as demonstrated by 
MTN’s partnership with rival telco Millicom 
to develop e-commerce services in Africa. 

In emerging markets, just as in advanced 
markets, the expansion of the digital sector 
is opening up the telecoms sector to new 
players, particularly OTT providers of 
Internet-based content, commerce, and 
communications services. For MTN, one 
decision that it has to make when develop-
ing its digital strategy is whether and how 
to work with the OTT players.

dIgItal servIces developMent
When MTN introduced its “Bold New 
Digital World” strategy in 2012, it said that 
it would expand its mobile-money, cloud, 
and local entertainment services as part of 
the new strategy. These programs continue 
to be major and evolving component of 
MTN’s digital strategy. 

A recent foray into e-commerce through 
partnerships with Millicom and Internet 
incubator Rocket Internet is a significant 
additional element of MTN’s digital strate-
gy. MTN has also expanded its ICT services 
for the corporate and SME sectors.

In September 2013, MTN launched a ma-
jor brand campaign focused on its “Bold New 
Digital World” strategy and offerings, includ-
ing mobile financial services, digital content 
and commerce, and corporate services.

MobIle fInancIal servIces
MTN has introduced its MTN Mobile 
Money service in a dozen of its operations 

MTN’s “Bold,  
New Digital World”

and has seen good take-up recently, with 
the total number of registered users of the 
service rising 24.3% year-on-year to 18.4 
million at end of June 2014.

MTN Uganda has enjoyed particular 
success, with 6.2 million registered users 
for MTN Mobile Money at end of June 
2014. Other units that have built up sub-
stantial customer numbers for MTN Mo-
bile Money include MTN Ghana, which 
had 2.6 million mobile-money customers 
at end of June 2014, and MTN Cameroon, 
which had 1.4 million.

MTN has extended the range of its 
financial services products beyond mobile-
money transfer to include offerings such as 
insurance, utility payments, and, in Uganda, 
remote payment for airline tickets. The 
range of services on offer through MTN 
Mobile Money varies from one MTN opera-
tion to another. In South Africa, MTN offers 
a bank account that allows customers to 
carry out transactions at ATMs and at Visa 
points-of-sale at retail outlets. In July 2014, 
MTN Nigeria introduced the MTN Mobile 
Money Diamond Yellow bank account, in 
partnership with a local bank.

In September 2014, MTN formed a 
partnership with UK-based online payment 

company Skrill, enabling MTN Mobile 
Money customers to make purchases from 
e-commerce merchants that are part of the 
Skrill network. MTN said it would launch 
the facility in Ivory Coast and Rwanda first, 
followed by Benin and Uganda.

recoMMendatIons
MTN Nigeria has enjoyed notable suc-
cess lately with its mobile-content-ser-
vices strategy, and MTN should look to 
extend the experience gained in Nigeria 
across the group. 

Although MTN has done well with 
MFS in some of its markets, such as 
Uganda, it has been less successful with 
MFS in South Africa and Nigeria, and the 
group should step up its efforts to address 
the latter situation. 

Although MTN has based its new strat-
egy on digital services, it is implementing 
that strategy largely through a fairly con-
ventional organizational structure based 
on operating units. It might be time for 
the group to revamp its structure to reflect 
and extend the focus on digital.

Matthew Reed, Practice Leader, Middle East 
& Africa, Ovum

MTN unit/cluster Mobile subscriptions (000s)

South Africa  25,269 

Nigeria  58,446 

Iran  42,697 

Ghana  13,439 

Cameroon  10,233 

Ivory Coast  7,742 

Uganda  9,920 

Syria  5,653 

Sudan  8,836 

Small opco cluster  32,726 

Note: MTN’s small opco cluster comprises units in Afghanistan, Yemen, Zambia, Rwanda, Benin, Guinea, Congo, Botswana, 
Liberia, Swaziland, South Sudan, Guinea-Bissau, and Cyprus.

Source: Ovum, MTN

Mtn MobIle subscrIptIons by unIt/cluster, end-June 2014
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Telecoms.com recently managed 
to grab a few minutes with Geng 
Lin, who is the CTO of Corporate 
Networks at Google. 

A 17 hour journey from Google’s head 
office in Mountain View, California, to 
the south of France appeared to be part of 
just another day for the man who oversees 
Google’s global enterprise networking strat-
egy and solutions.

Lin was enthusiastic about the future of 
the service provider networking industry. 
He is not alone in his views, especially since 
the emergence of new and disruptive net-
work innovations, such as software defined 
networking (SDN), network functions vir-
tualization (NFV), and cloud computing. 

The telecoms industry has been given 
an opportunity to reassess how networks 
operate, how telcos operate, and how the 
relationship with digital content providers 
(or ‘OTT’ players, for want of a better term) 
should be viewed. 

“I think the service provider industry is 
going through a transition,” Lin says. “In 
the past few decades, the communications 
industry was continually adding applica-
tions and services on top of the network in-
frastructure. It now reaches a tipping point 
with the cloud computing model; the large 
web-based content providers are imposing 
a brand new set of applications and services 
on top of the network.”

Lin’s comments are certainly well 
considered and have a logical reasoning 
behind them. The challenge of how opera-
tors and OTT players are able to peacefully 
coexist has become a burning issue since 
the emergence of content providers that 
are able to offer telco-like services to users 
for nothing. 

“This new set of applications and content 
requires a totally different way of interact-

ing with the network, in terms of agility, 
scale, management and software control,” 
he says, before suggesting that carrier net-
work virtualization is the key. “That’s why 
SDN, NFV and so on are so critical to the 
service provider industry now.”

In order for telcos to successfully adopt a 
new way of thinking, Lin believes estab-
lishing partnerships with application and 
content providers is a prime way of under-
standing what the network of today and 
tomorrow needs. 

“The transformation from a commu-
nication-centric model into a model that 
embraces content and applications is 
something that the carrier alone would 
not be able to find a use case for. They 
would have to partner with the content 
providers and the applications providers 
to tell them how the services running on 
top would like the network to behave,” 
he says. “Carriers would have to seek new 
application use cases, but those come from 
the application and content providers 
running on top. In that regard, they would 
have to partner closely with the providers 
on top of the network.”

And while the concept of SDN and 
NFV could be considered an Elysium for 
the service provider network, Lin identi-
fies a couple of challenges which require 
the attention of carriers first. “The first 
consideration is embracing the new skill 
set required,” he said. “Traditionally, service 
providers have been about network engi-
neering where they treat the network as a 
siloed domain. With operators bringing in 
SDN and NFV and integrating themselves 
with the application content provider 
world, they really need to bring in a new 
skill set. Some new blood, people who 
understand software and who can change 
the behaviour of the network.” 

The mentality behind the transition 
is a big contributing factor for Lin, as he 
states: “This isn’t just one change to the 
network, it’s a process evolution.”

The telecoms industry has always been 
reliant upon collaboration between telcos 
and vendors. A primitive example would 
be of a traditional phone call from Asia 
to America which needs a multi-carrier 
network in order to connect. Competitive 
forces and ever increasing consumer expec-
tations are driving a new wave of collabora-
tion in the telecoms space.

“The nature of the communication 
network, and now the Internet, is that no 
single provider owns the end-to-end net-
work,” he says. “In order to support end-
to-end services and application behaviour 

from the cloud data centre, 
where you don’t even know the 
location, and deliver that to the 
customer in North America or 
Europe with a consistent user 
experience; they have to have 
standardisation and commonal-
ity at an infrastructure level, and 
collaboration is essential to that. 
If carriers want to elevate their 
own effectiveness in supporting 
applications, then they would 
have to collaborate. One silo in 
one region in one market would 
not fit into the Internet model.”

Lin rounds off the conversation 
by reiterating the evolution of the 
telecoms industry, where SDN 
and NFV sit therein, and what 
carriers need to be doing in order 
to maintain their relevance in 
tomorrow’s world.

“The CSP industry is going 
through a transition; there will be 
winners and losers, in a way. It’s 

not that everyone will uniformly gain,” he 
says. “For the CSPs that embrace the new 
ecosystem and recognise that the services 
they carry are changing and change the 
network architecture accordingly, they 
definitely will move up the chain. For the 
ones that maintain the same architecture 
model and design that is optimised for 
services prevalent two decades ago, there is 
a danger of becoming obsolete. It’s just like 
any market transition, there will be certain 
players that break out and lead the way, and 
there will be some that get left behind.”

“SDN is not simply a different way of 
implementing the network architecture. 
The bigger part is the use-case change, the 
services carried on top require a different 
behaviour.” 

Google CTO on why SDN 
and NFV are the future

Geng Lin, CTO of Corporate Networks at Google
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The telecoms industry is going 
through a significant period of 
change, both in terms of infra-
structure innovation and service 

realignment. At the heart of next genera-
tion infrastructure design and implementa-
tion, openness is a theme which continues 
to dominate the thinking of carriers the 
world over. 

Collaboration has always been at the 
core of telecoms - the simple act of mak-
ing a call from Asia to the USA requires 
international cooperation between telcos. 
As the industry moves towards open and 
virtualised infrastructure, collaborative 
efforts between operators and vendors is 
becoming more integral to the develop-
ment of software defined networking and 
network functions virtualisation. There 
are now almost half a dozen key indus-
try groups whose name is prefixed with 
‘Open’: there’s the Compute Project, Net-
working Foundation, Stack Foundation, 
Daylight Project, Platform for NFV, and 
probably a few more that are all open.

Facebook is the party responsible for 
founding the Open Compute Project 
(OCP), a collaborative industry effort to 
commoditise hardware in the compute, 
storage and networking areas of the service 
provider network. The project is aimed 
at commoditising hardware and making 
it more programmable through software, 
re-calibrating network switches in the same 
way a data centre server can be. 

Omar Baldonado is the manager for 
software infrastructure engineering at 
Facebook, having previously held a senior 
product development position at Big 
Switch Networks. We had a conversation 
with him recently and heard his thoughts 
on why opening up hardware to software-
enabled programmability is going to be 
something really integral for the future of 
telecoms networking, and how SDN is a 
core component of that.

“I think SDN is getting so much atten-
tion because it’s changed how we approach 

the network, which has traditionally been 
manual, monolithic and not very pro-
grammable,” he says. “What we believe at 
Facebook, and what we think the industry 
needs, is programmable networking and 
open networking where we treat switches 
like we treat servers.”

The Open Compute Project is something 
Facebook started several years ago for the 
data centre; think of it as open source for 
hardware platforms. “We started it for 
servers, storage, data centre designs, and 
it’s only recently that we’ve started it for 
networking,” Baldonado says. “Those initia-
tives have all shown a lot of interest. Over 
150 companies are involved with Open 
Compute, and we’ve had contributions 
from a lot of companies in the networking 
phase already.”

OCP has grown rapidly since its incep-
tion, but how does Facebook see the next 
steps for the project progressing? “The 
next step is to tackle the software on top 
of the switches, and how we can make 
that as open and as programmable as 
possible,” he says. “That way, program-
ming a switch should be as easy as pro-
gramming a server and all of the software 
services on that server.”

The Open Networking Foundation 
(ONF) really kicked off the network virtu-
alisation progress the industry is witnessing 
today. As a board member of the ONF and 
with Facebook being an active contributor, 
Baldonado sees a lot of opportunity for 
cross-collaboration with OCP. “ONF was 
around at the birth of the SDN movement, 
and the board is comprised entirely of op-
erators. That’s really to preserve the notion 
of ‘Hey, how do the large operators think 
about networking?’. We participate there, 
and give a lot of our views on hardware, 
and how the OCP hardware can contribute 
to the ONF’s work.”

Much has been made of the potential 
benefits for the service providers which 
really embrace SDN. Baldonado’s per-
spective as an over the top (OTT) service 

provider positions him nicely to comment 
on how Facebook sees the real opportunity 
for telcos looking to virtualise network 
infrastructure.

“The real benefit is giving CSPs the agil-
ity, through software, to really give differen-
tiated and specialised services to users,” he 
says. “It’s all possible through software, and 
a lot of the processes that have been built 
up at service providers has been focussed 
on managing appliances, taking care of 
hardware and depreciating that hardware 
over time. Really, I think a lot of the value 
for them is in the software. Certainly for 
an over-the-top provider like us, we do a 
lot on top of the provider network, and we 

expect them to be able to 
do the same thing.”

But what are the chal-
lenges facing the service 
provider community, and 
what are the main consid-
erations a telco needs to 
address before SDN can 
be turned into a reality? “I 
think the main challenge 
is the people one,” Bal-
donado says. “No doubt 
the technology has its 
challenges, and we’re try-
ing to address all of those. 
But really what we’ve 
seen is that it’s a different 
way of thinking about 
the network, one which 
your staff has to embrace 
and get its mind around. 
With SDN, I’m not try-
ing to configure a device 
anymore; I’m trying to 
programme a service. 
Turning your engineers 
into network engineers 
and software developers 
is a transition which will 
take a while; but if you 
do it, then you’ve got the 
mind-set ready to provide 

those software services.”
Baldonado concludes by reiterating 

Facebook’s stance on cooperation with 
service providers through the transition, 
and insists collaboration is a big part of 
the OTT giant’s strategy for ushering in a 
virtualised and open infrastructure. “We 
run a very large network, and it’s very in-
teresting to talk to the providers, who ask 
how they can get going on their software 
initiatives too. We get a real buzz from 
that,” he says. “Facebook, as an organisa-
tion, has been very open about sharing 
the work done so far, and we believe that 
there’s a lot of value in collaborating with 
the community.” 

Facebook’s Open  
Approach to SDN

Omar Baldonado, software infrastructure engineer manager at Facebook
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Enabling a better tomorrow through the Internet of Things

The IoT ecosystem taps into the power of connection

In today’s technology filled world in which more things are being 
connected to the internet, businesses, consumers, devices, appliances 
and gadgets still rely on people to supply the intelligence that helps 
them function. This is set to change as the internet of things (IoT) 
is enabling a richer way of living and working by making every device 
smarter, changing the lives of people and reshaping entire industries 
and the way in which consumers live and employees work. 
 
IoT consists of a seemingly infinite amount of devices in a variety of 
form factors ranging from driverless automobiles through to 
microscopic environmental sensors. 

These devices connect to the internet, integrate enhanced compute 
capabilities, and use data analytics to extract meaningful information 
from their surroundings. 

For instance, existing equipment in a factory can now share data 
with the cloud and the factory manager is able to analyse this data 
to improve the day-to-day operations, while cars, bikes, and busses 
will be able to employ vehicle-to-vehicle and vehicle-to-infrastructure 
communications to deliver big improvements to traffic 
and vehicle safety. 

Considering the massive potential that IoT has to reshape the world as 
we know it, no single technology provider can enable IoT by itself. 
For the disruptive technology to be able to live up to its full promise, 
all stakeholders will have to collaborate with one another. Intel is at the 
centre of a dynamic ecosystem of organisations attempting to hasten 
the pace of development of the IoT in industries and apps.

Collaboration across the Intel ecosystem brings together a range of 
expertise required to create the IoT value chain. At the starting point of 
this chain we find components, the likes of processors, desktop, mobile 
operating system and communication standards. Original design 
manufacturers (ODMs) use these components to construct boards 
and systems that power the devices of original equipment 
manufacturers (OEMS).

Systems integrators then go on to convert these devices into 
industry-specific solutions with application and data analytics software. 

The software and data analytics are then converted into handy 
information for users and firms by network services that connect 
devices with cloud-based services.

Intel is at the helm of the ecosystem driving IoT as the company 
provides the building blocks for solutions that deliver real value, faster. 
Connect, secure, manage, and analyse data using IoT solutions from 
Intel along with its partners in the Intel ecosystem. These solutions 
have been designed for new and existing environments, and are able 
to lower the development time required to produce IoT products while 
slashing the time it takes for companies to get their products to market.

Intel South Africa will have a stand at AfricaCom, come visit us at D5 
and find out more about the Intel hosted workshops. 

For more information, visit 
www.intel.com/content/www/us/en/internet-of-things/ecosystem.html
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Millicom unveiled a major new 
strategy in 2013: It is aiming to 
transform itself into a “digital 
lifestyle” company. As part of 

that strategy, Millicom set out aggressive 
growth targets for its digital media, e-
commerce, and mobile-money businesses. 

In 1Q14, the focus was on Millicom’s TV 
services as the company launched its first 
satellite pay-TV services, and introduced 
the new Tigo Star brand for its TV offerings 
in Latin America. 

Many of Millicom’s online ventures 
are being undertaken through a partner-
ship with Berlin-based Rocket Internet, 
which is establishing itself as a pioneer of 
e-commerce in emerging markets, with a 
rapidly-growing portfolio of services. 

MTN is set to join Millicom and Rocket’s 
partnership in Africa, which should bolster 
growth. 

Millicom is seeking to make a profound 
change to its business but some of the new 
ventures still have some way to go if they 
are to meet the revenue targets that the 
company has set out. 

Market status
Millicom International Cellular was set up 
in 1990 as a Luxembourg-based company 
that would bring together the mobile 
businesses of US-based Millicom Incorpo-
rated and the Swedish investment house, 
Kinnevik. 

Millicom focused on the growing market 
for prepaid mobile services in develop-
ing countries in Asia, Latin America, and 
Africa. In 2004, the company introduced 
the Tigo brand for its mobile operations. 
In 2009, it sold its mobile operations in 
Cambodia, Laos, and Sri Lanka, following 
a decision to withdraw from Asia and con-
centrate on Africa and Latin America.

In March 2013, at Millicom’s Capital 
Markets Day event, the company unveiled a 
new strategy that it said reflected chang-
ing market conditions. Millicom said that 
those conditions included declining voice 
ARPU and, relatively, little potential for 
further growth in voice market penetra-
tion – and yet at the same time there was 
strong consumer demand for digital media, 
including music, video, and applications. 
Millicom said its new strategy would be to 
focus on that demand for digital media and 
transform itself from an “old-world telco” 
into a “digital lifestyle company”.

Currently, Millicom has mobile opera-
tions in 12 countries, six of which are in 
Latin America and six in Africa. Millicom’s 
total mobile subscription count passed the 
50 million mark in 2013 and reached 51.6 
million by end of 1Q14.

In addition to its mobile operations, Mil-
licom has built up a portfolio of companies 
and interests focused on the new busi-
ness areas that it has targeted for further 
growth. Also in 1Q14, Millicom launched 
a TV service, Tigo Star, in Latin America, 
initially in Paraguay, Costa Rica, and El 
Salvador. Millicom had already reached an 
agreement in 2013 to combine its business 
in Colombia with local fixed-line operator 
UNE to create an integrated digital player: 
The merger is expected to be completed by 
the end of June 2014.

Cable and digital Media 
Millicom has substantially expanded its TV 
operations lately. In 2013, it acquired two 
broadcasters – Cablevision in Paraguay and 
Multivision in Bolivia – and in 1Q14, it 
launched its first satellite pay-TV services, 
initially in Bolivia and El Salvador.  Also in 
1Q14, Millicom introduced the new Tigo 
Star brand for its TV services, which include 
the cable services that it offers in Paraguay 
and Costa Rica (alongside broadband access 
services), as well as the new satellite TV ser-
vices. It also launched a new sports channel, 
Tigo Sports TV, in Paraguay in 1Q14. 

As well as sports, Millicom’s TV chan-
nels broadcast events, popular shows, and 
Hollywood movies across a mix of free-to-
air and premium channels. The company 
says it offers more HD channels than any 
of its rivals. 

Millicom described the launch of its new 
TV services as the “next big step in Milli-
com’s transformation as a diversified digital 
lifestyle provider.” The company said that it 
will launch Tigo Star and Tigo Sports in more 
markets in Latin America during the year 
ahead. Additionally, Millicom is expecting to 
complete a planned merger of its Colombian 
unit, Colombia Movil, with Colombian cable-
TV service UNE during 2014.

In the mobile sphere, Millicom has 
partnerships with Facebook and Deezer, 
through which it offers content-based 
packages that are designed to encourage the 
take-up of data services.

In 1Q14, Tigo Tanzania introduced a 
service that would allow mobile custom-

ers to use Facebook through their hand-
sets without incurring data charges for a 
limited time. The service also represented 
the launch of the first Facebook service in 
Kiswahili, according to Millicom.

Deezer’s partnership with Millicom has 
allowed the Paris-based online music-
streaming service to launch in Honduras, 
Colombia, Paraguay, Guatemala, Bolivia, 
and El Salvador while it helps Millicom’s 
Tigo units tap into the sizeable youth 
segment in these markets. Through the 
partnership, access to Deezer’s catalog of 
more than 20 million song titles is bundled 
into Tigo mobile packages. 

reCoMMendations
Millicom has gone further than many of its 
peers in its efforts to overhaul its business 
model to accommodate changing market 
conditions and make the most of new 
growth opportunities. As a result, Millicom’s 
cable and digital media business is already 
substantial and is growing fast, while the 
take-up of some of Millicom’s MFS offerings 
is impressive and its e-commerce activities 
are eye-catching. It is also evident that there 
is a strong shift towards data services within 
the company’s mobile segment, although 

this is coming at a cost as the company 
spends more on subsidizing smartphones.

However, the revenue that Millicom is 
recording from MFS and e-commerce is still 
quite modest, and it is likely that its online 
ventures are loss-making. There is still some 
way to go before Millicom’s online ventures 
amount to a large and profitable business. 
But that day could come, and sooner than 
one might expect. E-commerce is very new 
in some of the markets in Africa and Latin 
America in which Millicom operates but ser-
vices such as Jumia do seem to be thriving. 

Millicom should look for opportunities 
to integrate and cross-promote its services 
in order to encourage further growth. For 
example, Millicom’s MFS applications 
should be integrated into its e-commerce 
services. The prospective addition of MTN 
to the venture with Rocket should benefit 
AIH’s online businesses, as MTN will 
presumably promote the AIH e-commerce 
services to its substantial customer base in 
Africa. However, the agreement with MTN 
will close off the option of taking control of 
AIH to Millicom. 

Matthew Reed, Practice Leader,  
Middle East & Africa, Ovum

Millicom reinvents itself as 
a “digital lifestyle” company
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In this special guest post, George 
Twumasi, the visionary force behind 
ABN (African Broadcasting Network), 
looks at the wider significance of 

African broadcasting, and the role next-gen 
broadcasting technology can play in the 
continent’s future.

In the past, Africa’s television broadcast-
ers and media practitioners have had very 
little influence, if any, in shaping Africa’s 
image either within the continent or on the 
international stage.

Africans have simply been unable to 
effectively construct a positive image of 
Africa. Across the most powerful televi-
sion newsrooms throughout the most 
advanced economies of the world, news 
concerning Africa continues to focus 
on war, famine, poverty, ill-health and 
corruption.

In Africa itself, it is not surprising, con-
sidering this historical use of the broadcast 
media in colonial subjugation, that with 
independence African governments moved 
quickly to control radio and other forms of 
media, which they mostly utilized to main-
tain an unwavering regime of intimidation 
and manipulation.

At the beginning of the 21st century, 
however, Africa’s restless youth – in spite of 
a broad set of challenges – are determined 
to achieve change.

Enter the African Broadcasting Net-
work (ABN). Its mission is to imagine 
new possibilities for Africa’s young, 
restore hope, rebuild civic responsibility, 
and equip citizens with appropriate life 
skills. ABN strongly believes that public 
service oriented television broadcasting, 
underpinned by relevant educational 
programming, can play a unique role in 
these processes.

Fortunately for ABN, with the current 
strides in telecoms media and technology, 
Africa is set to embrace a multiplatform, 
digital content delivery environment 
within the next five years, through which 
hundreds of millions of Africans can 
be readily reached via mobile television 
broadcasting.

DIgItal opportunItIes
Africa’s switch from analogue to digital 
broadcasting is opening up major 
opportunities.

Currently, nearly 70% of Africa’s 1.1 
billion population are under the age of 30. 
Over 900 million people are set to have 
access to a mobile phone by the end of 
2015. Given easy access to mobile television 
broadcasting, cheap broadband services 
will likely encourage the majority of these 
young Africans to skip traditional television 
and directly consume television entertain-
ment content via personal mobile devices. 
Hence, the demand for affordable mobile 
television devices – like Huawei’s Ideos – is 
set to soar, as quality, African-produced 
content becomes increasingly accessible for 
millions of new, insatiable consumers.

However, specific to digital terrestrial tel-
evision (DTT) (given the prohibitive costs 
associated with its development), many 
sub-Saharan African governments will be 
forced in the short term to opt for invest-
ments into direct-to-home (DTH) televi-
sion broadcasting as a viable alternative.

An ensuing result is that, in order to 
recoup investment and ensure profitability, 
licensed carrier broadcasting platforms 
across Africa will have to offer several more 
television channels via the same spectrum 
that was previously only able to transmit a 
single analogue channel.

Viewers are therefore likely to be offered 
a wider range of channels. A negative 
knock-on effect of this, given the current 
dearth of quality African content, is that an 
ensuing demand for content would result 
in the rapid proliferation of non-African 
television channels.

That notwithstanding, in Nigeria, South 
Africa, Kenya and Cameroon, a number 
of privately owned terrestrial television 
channels have triggered a significant, com-
mercially viable demand for advertiser-
supported local content. These channels 
could successfully combine and aggregate 
their current content offerings into a single 
bouquet, low-subscription pay-TV service.

The possibility of paying to view more 

than 20 engaging, locally produced televi-
sion channels is one that tens of millions of 
low-income households would be willing to 
subscribe to. In addition, improvements in 
Internet access, digital storage technologies, 
and digital playout systems are bound to 
enhance commercial multi-platform distri-
bution. This would enable Africa’s creative 
artists to produce increasing volumes of 
entertaining local television content.

For the first time in its history, as the im-
minent convergence of a digital television 
and mobile network ecosystem becomes a 
tangible reality, sub-Saharan Africa’s local 
television content industries can expect 
explosive commercial growth. Therefore, 
African entrepreneurs that are able to 
generate monetisable business models will 
command handsome revenue streams.

lookIng forwarD
The value of public service broadcasting is 
undisputable even in the developed western 
countries, where high literacy rates and 
socio-economic development have lessened 
the urgency of radio and television pro-
gramming aimed at social equality and citi-
zen empowerment. This cannot be said for 

an Africa struggling with the combined 
legacies of both a burdened past and the 
challenges and opportunities thrown 
up by globalization. Half a century after 
independence, Africa’s share of world 
trade has fallen from 3% in the 1950s to 
less than 2% in the 1990s.

Africa’s challenges today are as press-
ing as they were after attaining inde-
pendence more than half a century ago. 
Africa may well have entered a new 
space with significant improvements in 
governance and economic growth, but 
its people remain underdeveloped.

Public service broadcasting and edu-
cational programming have a unique 
role to play in the process of emanci-
pating and developing the minds of 
hundreds of millions of Africans. It 
is a role that cannot be quantified in 
financial terms.

Furthermore, new strides in media 
technology are set to usher in an enabling 
environment in which existing African con-
tent libraries can be digitally archived and 
re-used as an invaluable resource for the 
creation of new television programming 
and niche content channels.

Cloud-as-a-service and big data in 
particular, are set to play a decisive role in 
determining which media enterprises grow 
their profits and market share during the 
next five-to-ten years. Africa’s content busi-
nesses, including its state broadcasters, will 
need to incorporate cloud and data services 
as an integral part of their business models 
by the end of 2017. Broadcasters who refuse 
to take stock of the cloud’s strategic and 
operational advantages will lose out. It is a 
transformation that will be underpinned 
by the key social media brands Facebook 
and WhatsApp: increasingly, these are set 
to become very powerful tools for social 
interaction and intellectual engagement 
among Africa’s youth.

I believe that Africa’s state broadcasting 
sector is ready for a major transformation 
through which it could play a large role in 
the mental emancipation and enhanced 
development of the African mind. 

The future of  
African broadcasting

George Twumasi, Deputy Chairman and CEO, ABN
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