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Today, all the right conditions are falling into

place to enable communications service providers
(CSPs) to profit from deploying 3G
services in emerging markets.
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Furthermore, 3G can provide high An additional factor is that many These markets are ripe for mobile Several CSPs in emerging markets
voice capacity at a much lower cost emerging economies are driven 0 broadband as many of them have are already launching 3G, encouraged
than older technologies, helping by a desire to improve the economic Emel’g | ng marketS = a low national penetration of fixed by the desire of users to obtain
to remove capacity and spectrum prospects of their populace. broadband, often below 10%. They the status of possessing the latest
restrictions, particularly in urban areas.  Information and Communications

Technology (ICT) in general is with relatively few fixed Internet the overall limited ARPU of these
One of the keys to opening up considered a key to making this connections and there is often no markets, there is still a significant
emerging markets to 3G is cutting the happen, which is why governments feasible connection method other high-ARPU sector, including
user’s Total Cost of Ownership (TCO).  often actively welcome and encourage than mobile broadband. Another prosperous consumers, enterprises
Typically, people are willing to spend a CSP’s 3G investment. factor is the rapidly declining prices and government agencies.

between 5 and 10% of their disposable of low-end 3G handheld devices.

income on mobility’. With 2.7 billion
people earning less than 2 USD per
day, a monthly cost of 5 USD or less
is needed to enable the majority of
the world’s lower-income consumers
to join the mobile community. A report
by Strategy Analytics reveals that low
end 3G handheld terminals are now
available for under 100 USD.

These low prices are one of the Every effortis made to ensure that our
primary reasons why the handheld P e
terminal has already become the
main method of accessing the
Internet in many markets.

“The key to improving the economic and
productivity performance of every country
in the world lies with the greater and
better-focused use of Information and
Communications Technology.”

Connectivity Scorecard 2009

Study created by Professor Leonard Waverman, London
Business School, and economic consulting firm LECG,
commissioned by Nokia Siemens Networks.
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What can you
offer with 3G?

Success with 3G in emerging markets is best achieved by
starting simply, offering basic services such as voice. By
removing voice capacity bottlenecks, a 3G based voice

offering can be an attractive proposition for
handset users disappointed by the lower quality

level of existing networks.

Moreover, our recent Mobile
Broadband study shows that Internet
browsing and e-mailing are by far

the most popular data applications in
emerging countries. These applications
are readily accessible when 3G is
deployed, without the need for further
investments in complex content
packaging and delivery platforms.

3G can also be used as a substitute

or alternative to fixed or stationary
access, particularly where the fixed
network simply does not exist. It can
complement or compete with the xDSL
market, providing access for laptop or
desktop users via routers installed at
home or at public places, for example
Internet cafés or Internet kiosks.

Furthermore, with 3G an operator
can add mobility to its broadband
services offering, a facility that will
prove attractive to both handset and
laptop users.

3G also allows operators to create
their own content and services,
either alone or in partnership with
third party developers. In addition, in
today’s Web2.0 environment, content
generated by users themselves is
becoming more and more popular.

Get in early to win

Experience has shown that CSPs who
enter a market first with a 3G offer are
the ones who gain the greatest market
share. The first wave companies have
achieved market share of over 60% in
some cases, while those who waited
longer to make their entry have had to
resign themselves to a share of around
10 to 30%. Companies who entered
the market later still have found their
market share to be 5% or less.

There is clearly nothing to be gained
by waiting and everything to lose. A 3G
network represents a major investment
of capital and effort, one that is too
large to risk by following on in the
wake of competitors and picking up the
crumbs from the market cake.



3G hand in hand
with a good economy

Generally speaking, economies with a good level of broadband

penetration do well. Figures produced by the OECD show that

countries with a high broadband penetration (up to 3.9
subscribers per 100 head of population), have a
higher GDP than those with lower broadband figures.

This was backed up by the US
government’s Global Trends report
2005, which concluded that early
adoption of Internet and information
technologies by countries such as
India and China could give them a
significant economic advantage.

“...the mobile Internet
will a play an important
role in bringing access
and services to that
portion of the population
that were previously

As well as boosting the economy, outside the coverage of
widespread access to broadband the legacy information
also makes it easier for people to structure.”

gain information on healthcare and
education, leading to a healthier Jon Fredrik Baksaas,
more educated populace with more CEO, Telenor
prospects and job opportunities.

Emerging markets
get the 3G bug

Making the most of the opportunities in emerging markets
involves taking the simple approach — providing broadband

access in markets that do not have it.
This approach is already proving successful.

For example, TEF in Chile took only
60 days to achieve traffic of 4TB a day
on its 3G network, compared to its
EDGE network which took six years

to achieve 450GB a day. In the case
of TEF Chile, most of the 3G traffic
originates from rural areas where there
is no fixed line infrastructure.

Other markets where 3G has gained a
foothold include Egypt, where Etisalat
and Mobinil have both launched 3G.
According to Etisalat's CTO, the mobile
device is becoming the most important
way of accessing the Internet in Egypt.

In South Africa, MTN and Vodacom’s
launch of 3G in 2006, followed by a
push to promote wireless broadband in

place of the expensive fixed broadband,

has led to more than two million 3G
customers across both networks.

“In Egypt, 3G profitability
comes from offload of
our 2G network and
from the extension to
our 2G license.”

Guillaume van Gaver,
CTO, Mobinil

What can you

offer with 3G?

Success with 3G in emerging markets is best achieved by
starting simply, offering basic services such as voice. By
removing voice capacity bottlenecks, a 3G based voice

offering can be an attractive proposition for
handset users disappointed by the lower quality

level of existing networks.

Moreover, our recent Mobile
Broadband study shows that Internet
browsing and e-mailing are by far

the most popular data applications in
emerging countries. These applications
are readily accessible when 3G is
deployed, without the need for further
investments in complex content
packaging and delivery platforms.

3G can also be used as a substitute

or alternative to fixed or stationary
access, particularly where the fixed
network simply does not exist. It can
complement or compete with the xXDSL
market, providing access for laptop or
desktop users via routers installed at
home or at public places, for example
Internet cafés or Internet kiosks.

Furthermore, with 3G an operator
can add mobility to its broadband
services offering, a facility that will
prove attractive to both handset and
laptop users.

3G also allows operators to create
their own content and services,
either alone or in partnership with
third party developers. In addition, in
today’s Web2.0 environment, content
generated by users themselves is
becoming more and more popular.

Get in early to win

Experience has shown that CSPs who
enter a market first with a 3G offer are
the ones who gain the greatest market
share. The first wave companies have
achieved market share of over 60% in
some cases, while those who waited
longer to make their entry have had to
resign themselves to a share of around
10 to 30%. Companies who entered
the market later still have found their
market share to be 5% or less.

There is clearly nothing to be gained
by waiting and everything to lose. A 3G
network represents a major investment
of capital and effort, one that is too
large to risk by following on in the
wake of competitors and picking up the
crumbs from the market cake.

Make adoption easy

The user is the crucial factor in the
success of any 3G network. Making
it easy for the user to take up and
use your 3G service is half the battle.
At the same time, innovative charging
offerings are another focus area.

In particular, customers with a low
income appreciate capabilities

such as time-based Internet

access and frequent credit top-ups
for small amounts of money.

Services should be easy to use, as well
as available to the right segment, at the
right price, using the right access and
payment method. Speed is also vital,
as faster network speeds make Internet
browsing and the exchange of e-mails
an enjoyable experience, which in turn
makes people more accustomed to it.

Essentially, the service should be
available with content that creates
the motivation to use it, meaning
that the content needs to be

very relevant to local people.

The three drivers of adoption — Service, Simplicity and Speed

Notes: 1. http://unite.nokiasiemensnetworks.com/articleview/id/94



