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DAY two of AfricaCom 2014 saw 
a group of the continent’s most 
influential telecoms companies en-
gaged in a panel discussion around 
the importance of LTE to Africa’s 
digital economy.

With fixed broadband infra-
structure still relatively thin on 
the ground, mobile broadband 
represents the only opportunity 
many Africans have to get online. 
While 3G may be the entry point 
for this, LTE offers many advan-
tages, including simplicity, speed 
and data-optimization.

The panel featured representa-
tives from YooMee, Surfline, Smile 
Communications, Vodacom SA 
and Unitel. The discussion focused 
mainly on the advantages LTE 
offers the region, stressing that 
bandwidth leads to services, and 
that mobile broadband is the only 
internet access most consumers are 
likely to get. 

But even if you leave aside 
the small matter of building the 

infrastructure, there are a number 
of other obstacles to be overcome, 
such as a shortage of low-frequen-
cy spectrum for rural coverage, 
and the need to lower prices and 
simplify tariffs to prevent ‘bill 
shock’. The panel also stressed the 
importance of mobile banking 
to the region, and observed that 
their customer relationships are 
often stronger than those of banks, 
which can help overcome any trust 
issues consumers might have.

AfricaCom Daily News caught 
up with one of the panellists – 
Dov Bar-Gera, CEO of YooMee – 
to get his take on the importance 
of LTE to his company and to 
Africa. “The voice market is to-
tally well-served – the big players 
have shared these markets among 
themselves for many years, keep-
ing the price high and the quality 
low, so we don’t even what to be 
part of this game,” he said.

“Everyone on the panel is fo-
cused on one thing: giving internet 

access to the end customer. 95% of 
the homes in sub-Saharan Africa 
don’t have internet access, so there 
is huge market potential. For 
example there is no entertainment 
in sub-Saharan Africa, so having 
such a platform that is dedicated 
to a large quantity of data means 
we’re bringing entertainment to 
the home of the consumer.”

“If we want to bring internet to 
the region we have to make access 
very low cost, so that people can 

start to make their own content. 
Everybody is making their own 
apps in Europe and that’s some-
thing that must happen here.”

There was a great sense of expec-
tation and optimism at the show re-
garding the positive impact LTE can 
have on the region, and companies 
such as those on the panel discus-
sion are working hard to bring as 
many African people as possible 
into the digital economy, which can 
only benefit all concerned. 

MUSIC streaming service Simfy 
Africa has announced it has joined 
Microsoft’s Windows Partner De-
vice Strategy programme and will 
have its app and service featured in 
future devices produced under the 
programme.

Simfy, which is designed to be 
relatively resource-light and thus 
advantageous in regions most 
sensitive to the price of mobile 
data, has already launched with 
MTN South Africa, but joining 
the Windows partner programme 
should offer it far greater reach.

Microsoft announced its 
Windows Partner Device Strategy 
programme back in June, but 

actual products are expected to 
start to appear before the end of 
this year. One of the purposes of 
it is to enable partners to pro-

duce smartphones 
running Windows 
Phone at lower 
prices. Microsoft 
has already stopped 
charging licence fees 
for Windows Phone 
for devices with a 
screen size smaller 
than 9-inches and 
is now looking to 
further boost that 
partner ecosystem.

AfricaCom Daily 
News spoke to Mel Botha, Micro-
soft Consumer Channels Group 
Executive, and she confirmed that 
a partner device, from an unnamed 

smartphone vendor, will be available 
in South Africa in December 2014. 
Microsoft’s aim is to offer “low cost 
value phones and tablets with great 
windows experience,” and Botha 
confirmed that the partner devices 
will run Windows Phone and sup-
port WP apps.

This news comes hot on the 
heels of the launch of the Lumia 
535 smartphone from Micro-
soft, which is the lowest-priced 
Lumia yet and features no Nokia 
branding at all. Microsoft is clearly 
targeting the lower price tiers and 
developing markets aggressively 
with its mobile strategy, which is 
probably quite sensible. 

ZAP zips in 
with VOD 
upgrade
SUB-SAHARAN television 
service provider ZAP has 
confirmed it will be using 
ARRIS, an exhibitor here 
at AfricaCom, to provide a 
network-based DVR and 
video on demand service to 
its customers. 

nDVR technology allows 
for content to be stored 
in the service provider’s 
network, rather than at the 
customer premises. It cre-
ates opportunities for more 
efficient and agile deliver of 
content on demand, along 
with VoD services.

Sister company of ZAP, 
Portuguese TV service 
providers NOS, also utilised 
ARRIS’s content delivery 
services in its home market 
of Portugal. Luis Henriques, 
ZAP’s Engineering and IT 
Director, believes moving 
forward with new content 
storage and delivery meth-
odologies can ensure the 
service provider keeps up 
with the demands of today’s 
consumer.

“Providing value-added 
services to our subscribers 
will ensure we continue to 
be the provider of choice 
for our customers,” he 
said. “The rising demand 
for catch-up TV meant we 
had to upgrade and im-
prove our delivery network 
and the ARRIS APEX3000 
was an ideal choice as it 
allowed us to consolidate 
video and data services 
in an agile and flexible 
way. Not only can we of-
fer services we know our 
subscribers want, but we 
also ensure our network 
can effortlessly scale up as 
we grow.” 

The new Microsoft Lumia 535 smartphone

The LTE discussion panel at AfricaCom 2014
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Best-App-for-Africa
Bharti Airtel for the Internet.org App
This category recognises the best new 
application for consumers or enterprises, 
which demonstrates innovation towards 
meeting the needs characteristic to 
African markets and has potential for 
scalability. 

Best –Connectivity-Solution-
for-Africa
WIOCC for the ›10Tbps EASSy 
submarine cable to connect Somalia 
Focusing on connectivity improvements 
in rural, urban and under-served areas, 
this award recognises an initiative or 
solution that has signifi cantly improved 
connectivity in Africa or in a sub-region 
of Africa in the last year. 

Best-Cost-Effi ciency-Solution-
for-Africa
Huawei Technologies for the MTN TT 
project, a transport SDN solution
This award recognises an outstanding 
new initiative from a telecoms or ICT 
solution provider, or from an operator/
service provider (mobile, wireless, fi xed 
or ISP), which has enabled greater cost 
effi ciency in the provision of telecoms, 
media and ICT services in Africa since 
November 2013. 

Best-Device-for-Africa
Solarway F.Z.E for the solar powered 
mobile phone charging station
This recognises a top device (USSD 
handset, smartphone or tablet), which 
has proven to serve the needs of Afri-
can markets particularly well. Special 
attention will be given to low-cost 
devices that benefi t customers 
through reliable connectivity and 
wireless solutions.

Best-Marketing-Campaign
Huawei Technologies with MTN for 
the Mandela Birthday 67 minutes 
campaign
This category recognises an inspiring 
and effective marketing campaign (can 
include a new brand launch), advertis-
ing campaign, or innovative distribution 
strategy, launched by an operator/service 
provider in Africa since November 2013.

Best-Mobile-Money-Service
Bharti Airtel for Airtel Money
This award recognised a service that 
shows growth potential and uses an 
innovative business model in mobile 
money services on the continent. Mobile 
fi nancial service aspects include money 
transfer and remittance, cross-border re-
mittance, mobile banking, mobile wallets 
and NFC, and contactless transfer.
 
Best-Network-Improvement
WIOCC for extending its network 
into Somalia
This award recognises a successful 
initiative from an operator and/or a 
vendor that has signifi cantly improved 
a network’s performance or coverage 
in Africa.

Best-Pan-African-Initiative
Liquid Telecom for its East Africa 
Fibre Ring
Recognises an initiative taken by an 
organisation, or a group of organisations, 
to improve telecommunications services 
at a regional or continental level across 
Africa since November 2013.
 
Breakthrough-LTE-Development
Ericsson for the Unitel LTE solution
Reflecting the increasing impor-
tance of LTE in Africa, this award 

will recognise an LTE network that 
has shown an outstanding develop-
ment in 2014, be it a new launch or a 
considerable expansion. The winner 
shows qualities both in terms of the 
network and of the services to the 
end-users. 

Excellence-in-Customer-
Experience-Management
Orange for the ‘100% successful 
calls’ services suite 
This award puts the customer in the 
spotlight. It recognises a company 
or initiative which has provided a 
compelling customer experience by 
developing an integrated CEM strategy 
and considerably improving customer 
satisfaction. 

Most-Innovative-Service
Millicom Tanzania for the Tigo Pesa 
international mobile money transfer
This prize recognises a popular new 
offering which, from conception to 
execution, has been an innovation. 
It could be for the consumer or the 
enterprise markets, and could be 
messaging, mcommerce, video, etc. 
It must be in the African market, and 
should have offered signifi cant new 
prospects for revenue and delighting 
customers. 

VSAT-Innovation-for-Africa
Liquid Telecom for its shared MPLS 
satellite service
This award recognises the positive im-
pact of a recently launched technologi-
cal innovation for VSAT in an African 
market, enhancing the delivery of 
VSAT services to the wider community, 
while benefi ting the satellite industry 
as a whole. 

Changing-Lives-Award
Afrigis for its gender-based violence 
command centre (GBVCC)
This special award recognises an 
inspiring initiative that has signifi cantly 
impacted African communications 
in the community and contributed to 
economic and social development since 
November 2013. 

Orange-Social
Orange-Social-Venture-Prize-2014
The fi rst prize has been awarded to 
Modisar in Botswana, second prize 
went to Station Energy in Ivory Coast, 
the second prize also went to Bouquet 
Pass Santé in Senegal, and the Orange 
Partner API prize was awarded to 
Twinklebox.

Etisalat-Pan-African-Prize-
for-Innovation-2014
Winner idea: MEMMCOL for the 
Interactive Media Interface Design 
(IMID); and winner product: Exam Mate
Etisalat Pan-African prize for innovation, 
now in its third year, rewards innovative 
ideas and products/services. 

THE AFRICACOM AWARD WINNERS

Congratulations to the 2014 
AfricaCom Awards winners
LAST night the annual AfricaCom Awards 
gave recognition to the most innovative tel-
ecoms and ICT solutions seen on the African 
continent in the last year. The awards cer-
emony took place at the Waterfront LookOut 
in Granger Bay, Cape Town.
Now in its seventh year, the AfricaCom Awards 
have become a widely renowned event in the 

industry calendar and are recognised as the pre-
mier accolade for service providers, vendors and 
regulators operating in Africa’s digital market.
This year’s awards 15 categories focused on the 
most topical areas of the industry, covering all 
aspects of innovation from network improve-
ment and rural connectivity to social innova-
tion and customer experience. There were three 

new general categories this year: Best-Device-
for-Africa, Breakthrough-LTE-Development 
and VSAT-Innovation-for-Africa; as well as 
featuring two additional categories from opera-
tors: Orange-Social-Venture-Prize-2014, and 
Etisalat-Pan-African-Prize-for-Innoation-2014 
which awarded two winners, one for a winning 
idea and another for a winning product.  
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Ericsson, Millicom team 
up on Tigo Mobile Wallet
ERICSSON has announced 
its Wallet Platform has been 
deployed by Millicom-owned 
Tigo Senegal to offer financial 
services to customers across 
West Africa. Tigo Cash mobile 
services allow subscribers to 
make payments, store, transfer 
and withdraw money using a 
mobile device, even if the user 
doesn’t have access to traditional 
banking services.

According to Tigo, the solu-
tion helps creating customer 
loyalty in a market where 
mobile financial services are 
increasing in popularity among 
customers. 

“Mobile financial services are 
highly important to our sub-
scribers and to drive continued 
success, it was important for 
us to speed up an easy to use, 
secure and reliable offering 
to market,” Millicom (Tigo) 

Senegal Managing Director, 
Diego Camberos said. “Ericsson 
has been an important partner 
for us in launching Tigo Cash 
to our entire subscriber base, 
ensuring that we’re able to scale 
to meet the high demand we 
anticipate as sign-ups continue 
to increase.” 

“Ericsson is helping Tigo and 
its partners make mobile money 
for the unbanked and under-
served a reality in West Africa,” 
Ericsson VP, Head of M-Com-
merce Peter Heuman said.

The Ericsson Wallet Platform 
is part of the vendor’s m-
commerce portfolio targeted at 
mobile operators and financial 
service providers. The telecoms 
infrastructure vendor said it is 
focused on forming a more flex-
ible and transparent financial 
landscape, aiming to make it 
easier for operators, banks and 

other service providers to create 
and provide access to financial 
services via mobile.  

“Beyond this important de-
ployment, we continue to work 
with operators and financial 
institutions globally to support 
the fast rollout of mobile finan-
cial services that transform how 
local businesses interact with 
customers, and provide a safer 
way to store, send and receive 
money.”

Mobile money services are 
widely used in Africa, and de-
mand is growing. Other opera-
tors such as MTN and Orange 
are also offering such services 
on the continent. In its quarter 
three results last month, Orange 
reported its money services, 
whose primary market is Africa, 
grew by 53% in the first half 
of 2014 compared to the same 
period last year. 

LIQUID Telecom, the pan-Africa 
service provider, has provided an 
update on its Fibre-to-the-Home 
(FTTH) rollout, claiming the 
fastest ever African enterprise and 
retail broadband speeds of up to 
100Mbps. 

The telco has been laying an 
expansive fibre infrastructure, with a 
core competency of the next genera-
tion network being facilitated by 
laying fibre rings in and around the 
more densely populated urban areas 
across the Democratic Republic of 
Congo, Kenya, Rwanda, Uganda, 
Zambia and Zimbabwe. A re-
gional fibre ring has also been placed 
around the whole of East Africa, 
Liquid reports. 

The fibre rings allow for traffic re-
routing in the case of fibre being cut 
unexpectedly, guaranteeing uptime 
of network service.

Discussing the new fibre infra-
structure being developed, Liquid’s 
CEO Nic Rudnick told press at Afri-
caCom 2014 that more than 100km 
of new fibre is being laid out every 

week, and how the telco has been 
developing its fibre infrastructure for 
the past five years, with more than 
18,000km of fibre being laid across 
the continent.

“Our FTTH service has made 
accessing streamed, high-definition 
media via the Internet a reality for 
homes and small businesses in some 
of the most remote parts of Africa. 
As a household or business in Africa, 
you cannot really benefit from 
global Internet services unless you 
have a high-speed fibre connection 
in addition to a mobile device,” 
he said. “We are an ambitious and 
innovative organisation determined 
to continue investing and improv-
ing telecoms in Africa because we 
believe that every individual has the 
right to be connected.”

At present, the service has gone 
live in Zambia and Zimbabwe, 
distributed through ISP subsidiary 
“ZOL”. Wholesale and retail FTTH 
services are planned to go live next 
year in Kenya, Rwanda and two cur-
rently unnamed countries. 

Liquid turbo charges 
broadband with FTTH

Eutelsat, Isocel 
bring satellite  
connectivity to Benin

Pay staff via mobile,  
Vodacom tells employers

SATELLITE broadband provider 
Eutelsat and internet service 
provider Isocel have announced 
a partnership to provide satellite 
connectivity to Benin tax au-
thorities. The agreement involves 
a multi-year lease for C-band 
capacity on the EUTELSAT 3B 
satellite to support the country’s 
tax collection system. 

According to Eutelsat, the 
capacity provided will sup-
port a secure private network, 
which transmits citizen tax 
data gathered from collection 
centres across the country to a 
centralised admin system. The 
network, which will go live in 
December, has been specifically 
designed to operate in a tropi-
cal climate, where the monsoon 
period runs from April to 
November. 

“Through this collaboration 
with Eutelsat we are expanding 
our portfolio of services with 
satellite communications and 
extending our coverage to the 
whole country, including to the 
most isolated regions,” Isocel 
CEO Robert Aouad said. “We 
have placed our trust in a lead-
ing satellite operator in the West 
African region and can now 
benefit from the resources of the 
new EUTELSAT 3B satellite.”

“Launched in May 2014,  

EUTELSAT 3B satellite is de-
signed to diversify and increase 
our resources and footprint at 
the 3 degrees East position,” 
Eutelsat Regional VP, Africa 
Rodney Benn said.” Together 
with EUTELSAT 7B, we are now 
exceptionally well positioned 
to meet customer demand 
for data transmission and site 
interconnection services across 
West Africa. We are proud to be 
selected for this new service by a 
major operator in Benin whose 
development is redefining the 
telecoms sector in the country. 

VODACOM has encouraged em-
ployers to consider paying staff 
salaries via its mobile transaction 
platform m-pesa. The African 
telco claimed m-pesa offers 
a low-cost and simple way to 
make payments to all employees, 
including those who don’t have a 
bank account. 

The system also enables em-
ployees to hold money in their 
m-pesa account, and they can 
have a credit card associated with 
it, allowing cash withdrawals at 
any ATMs, as well as point-of-
sale debit payments. 

“Previously, we had a lot of 
problems transferring to bank 
accounts and also took a bit of a 
risk when making cash pay-
ments,” General Manager of 
Future Force Fields Solutions 
Tracy Lipworth said. “By moving 
to Vodacom m-pesa, our staff 
get paid via their mobile phones. 
They also have debit cards so 
they can access their funds at 
various retail outlets and auto-
matic teller machines throughout 
South Africa.”

“Not everyone has a bank ac-
count, and this certainly isn’t a 
unique challenge facing Future 
Force Fields Solutions. We’ve 
found that m-pesa is a simple 
and extremely user friendly way 
for us to pay all staff regardless 
of their circumstances, and I’ve 

got to believe that it would work 
well for other companies facing 
similar issues.

 “I definitely see this as an ex-
citing development for employers 
and their permanent or part-
time staff. It has huge potential 
in industries like agriculture, 
which have a high percentage of 
seasonal workers, and also at the 
lower end of the general income 
market,” she said.

First launched in Kenya, m-
pesa is currently also available in 
Tanzania and Mozambique. Vo-

dacom claimed existing custom-
ers are keen to see it introduced 
in more countries to make cross-
border transactions easier. 

“The m-pesa platform pro-
vides a seamless, low cost and 
real time disbursement system 
for salaries, loans and grants that 
is low risk and easy to audit,” 
Managing Executive for m-com-
merce at Vodacom Herman Singh 
said. “It’s as close to cash that you 
can get, without being exposed 
to the risks associated with its 
handling in South Africa.” 
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UK-based telecom hardware as-
set management specialist TXO 
Systems has officially launched 
i-VALUE, a real-time inventory 
valuation tool at AfricaCom. 
The solution, aimed at the 
secondary telecoms market, can 
be used by operators or other 
organisations wanting to dis-
pose, liquidate, recycle or resell 
technology assets. 

TXO said the system has 
been developed as a response to 
growing demand to accurately 
value unused technology assets. 
I-VALUE is designed to aid in 
inventory and idle asset valua-
tion and network modernisation. 
Real-time valuations are linked 
to live data generated from TXO’s 
market intelligence and historical 
trading transactions.  

TXO claims to have helped 
European operators achieve 
a total of £10 million in extra 
revenues this year alone through 
recovering, refurbishing and 
recycling unused hardware. Ac-
cording to the company, as much 
as 50% of any operator’s assets 
are not properly catalogued, and 

it expects to double 
its growth in the next 
three years.

Tom Parker, Busi-
ness Development 
Director said many 
operators have no 
idea of the amount of 
unused but perfectly 
reusable inventory that 
is just sitting in a ware-
house when it could 
be refurbished and 
sold on, or re-installed 
as part of their own 
infrastructure.

“We are challeng-
ing the market to think dif-
ferently about their hardware 
assets,” Parker said. “The market 
is strapped for cash and we can 
help operators make savings and 
generate extra revenue.”

Operating across five con-
tinents, TXO claims to handle 
some 100,000 parts a month and 
apparently many are now realis-
ing the value of giving a new life 
to unused hardware. Recovered 
hardware can be redeployed to 
support existing network main-

tenance programmes, or used 
to build new infrastructure, or 
recycled.

TXO helps in identifying the 
assets and the best use or way 
to recycle them. It collects the 
unused hardware, and refurbishes 
or recycles it accordingly. Refur-
bished parts are then reused by 
the owner operator or OEM, or 
sold on to others. The company 
also handles the warehousing and 
logistics, effectively acting like a 
middle man in the process.  

TXO Systems unveils i-VALUE 
for inventory valuation 

REVENUE management 
specialist, SunTec, unveiled 
its latest monetisation prod-
uct at AfricaCom this week. 
By analysing user data and 
consumption, SunTec claims 
operators are able to provide 
their customers with highly 
personalised LTE offerings, 
with support from third party 
services and content.

The vendor’s “LTE Monetisa-
tion Solution” allegedly allows 
operators to create a sophisti-
cated LTE proposition, which 
is tailored to each customer on 
an individual level. As opera-
tors the world over realise the 
imperative nature of find-
ing new revenue generation 
methods, SunTec claims that 
mobile operators can offer 
less-traditional tariff and plans, 
ultimately aiming to reduce 
churn, and increase customer 
lifetime value.

Analyst firm Ovum recently 
published a report stating that 
operators around the world 

could potentially churn up to 
50% of their customer base 
in the next 12 months, largely 
due to broadband speeds and 
digital service availability. Ac-
cording to the report, nearly 
six out of every 10 customers 
believe web-based services are 
essential, leading one to as-
sume churning to a different 
service provider is a distinct 
possibility if broader or more 
personalised services are on 
offer.

“Across the world, LTE oper-
ators are in danger of slipping 
into a debilitating price war 
in which the playbook is to 
simply offer customers higher 
speeds and greater volumes 
for lower prices,” said Nanda 
Kumar, President and CEO 
of SunTec Business Solutions. 
“We are enabling operators to 
avoid this commoditisation 
trap by offering customers LTE 
service and content pack-
ages that precisely meet their 
requirements.” 

SunTec moves  
to monetise LTE
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feature | abn

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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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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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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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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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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