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It’s ALWAYS sizzling 
in the telco space

bY Karamjit Singh

THE action is heating up in the 
Malaysian telecommunications 
market.

That’s not the first time I have 
started a telco article with that line! I 
guess, the action is perpetually hot in the 
Malaysian telco market, especially on the 
mobile front.

According to Malaysian 
Communications and Multimedia 
Commission (MCMC) data, as of Dec 
31, 2013, Malaysia had more than 42.95 
million mobile subscribers, comprising 
35.31 million prepaid subscribers and 
7.64 million postpaid subscribers. These 
numbers translate to a mobile penetration 
rate of 143.6%.

The mature market means 
that the only way to increase 
market share is to grab it 
from competitors.

No doubt this is what 
Celcom Axiata bhd chief 
executive officer Shazalli 
Ramly had in mind when he 
declared in March that 2014 
was going to be a ‘Year of 
battles.’ Mind you, this came 
fresh after the company 
announced it crossed RM8 
billion in revenue for the first 
time.

Clearly no-one is taking it 
easy, no-one resting on their 
laurels and no-one expects 
any quarter to be given in the 
intense battles that lie ahead 
for market share, mind share, 
share of wallet and even, to quote Shazalli, 
“share of customers’ emotions.”

In April, senior brass from Ericsson’s 
management team, including CEO Hans 
Vestberg, were in Kuala Lumpur (KL) to 
sign a deal with Celcom, which aims to 
further improve its network performance 
to deliver a superior experience to its 14.6 
million subscribers (MVNO subscribers 
included) as at end-2013.

I was fortunate enough to have 
interviewed two members of its global 
management team, and it was an 
enlightening chat. And yes, those are my 
hands in the picture on this page.

You can read my article on Pg7 about 
some of the issues we discussed, including 
the fact that consumers now rate the quality 
of their mobile experience as being more 
important than price. It is the first time this 
has happened since Ericsson started its 
annual Mobility Report 15 years ago.

▶

Not to be outdone, Nokia too had its 
global CEO Rajiv Suri in town in May, when 
over 600 sales executives from around 
the world were in KL for their global sales 
meeting. Naturally, Rajiv did his rounds 
with the telco chiefs in town.

And, not surprisingly, both vendors also 
have commissioned reports that show 
how superior network performance leads 
to better customer experience and higher 
revenue from customers.

When talking about the telco sector, talk 
of spectrum is never far from the lips, and 

here I am delighted that a leading telco 
sector analyst firm, UK-based Analysys 
Mason, has contributed an interesting 
piece dissecting the spectrum picture 
in Malaysia, including Telekom Malaysia 
throwing its hat in the ring too. Catch that 
article on Pg6.

And naturally, no telco ‘deep dive’ 
can be complete without talking about 
the impact LTE (Long-Term Evolution) 
technology will have on the market, and 
here you will be keen to read Edwin Yapp’s 
article on the elusive business model for 
LTE on Pg4.

I am also excited that the highly 
regarded management consulting firm, 
the boston Consulting Group, has given 
DNA permission to carry a recent telco 
article it ran on its portal, which talks about 
a number of new ways telcos can monetise 
their core assets in a digital world.

These include customer profiles and 

usage information on how and when we 
interact with the apps and features on our 
smartphones. That article is on Pg12.

The manner we interact with our phones 
has changed mainly because many of 
us are now moving to or have moved 
to smartphones. And even when in the 
minority, we are voraciously consuming 
network resources, as evidenced by the 
comment from Maxis bhd CEO Morten 
Lundal, who tells DNA that 98% of his 
company’s network traffic is data based, with 
voice and SMS making up the other 2%.

What’s amazing here is 
that slightly over 50% of 
Maxis customers are still 
using feature phones where 
voice and SMS are the main 
functions used. Clearly, 
smartphone customers 
are the drivers of data and 
growth for telcos in Malaysia.

And video is a huge driver 
of this rapid data growth, as 
Lundal points out and as the 
Ericsson duo I met did too. 
And I happened to sit in on 
a presentation by a major 
Hong Kong media group 
recently, where its executives 
shared that watching video 
on smartphones was the 
second most popular activity 
among Hong Kong users, 

at 69%. Only reading news at 72% was a 
more popular activity on smartphones.

That percentage just goes to show too 
how so much of news consumption has 
gone digital – which brings me to my final 
point, that this inaugural DNA Deep Dive  
is the first time a digital-only version 
special focus has been produced on the 
telco sector in Malaysia.

The DNA team felt compelled to 
produce such a feature as there are just too 
many interesting things happening in the 
sector. We have also left out some stories, 
but you can catch all of those, as well as 
the articles in our Deep Dive, on our portal 
at www.digitalnewsasia.com, beginning 
June 2.

I hope you gain something out of the 
articles we have put together.

Please share your feedback with me  
at karamjit@digitalnewsasia.com.

(Facing camera) Magnus Mandersson, executive vice president 
and head of Business Unit Global Services, Ericsson; and Johan 
Wibergh, executive vice president and head of Business Unit 
Networks, Ericsson; having a chat with Karamjit Singh (hidden).
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bY Edwin Yapp

THE wireless industry’s next-
generation technology Long 
Term Evolution (LTE), sometimes 
referred to as Fourth Generation 

(4G), is said to be a natural migration path 
for 3G wireless systems.

LTE works over an all-Internet Protocol-
based network and is used to power 
everything from high-definition voice and 
video calls, to video-streaming and high-
speed downloads.

but while countries in the West, 
notably the United States and the United 
Kingdom, have ramped up LTE rollout in 
their markets, Malaysia’s moves have been 
somewhat muted.

The reasons for this are varied
Industry analysts Digital News Asia (DNA) 
spoke to say that while LTE deployment 
in the nation may be on track, it is still not 
clear how its mobile network operators 
(MNOs) are adapting their business models 
to recover the million-dollar investments 
they have made into the technology.

Industry watchers also note that the 
bitter lessons MNOs have learnt from 
going all-out in their 3G launches almost 
a decade ago have taught them to be 
more measured in their LTE rollout. 
These include being too aggressive in 
their marketing before 3G coverage 
was adequate and the disappointment 
from overselling the promise of fast 3G 
download speeds. 

The Malaysian Government, through 
industry regulator the Malaysian 
Communications and Multimedia 
Commission (MCMC), first approved 
mobile operators to use the 2,600MHz 
(band 7) in December 2012, paving the 
way for eight local operators to use the 
spectrum for LTE deployment.

It is not exactly clear how much each 
operator paid for the spectrum, but 
industry executives familiar with the 
regulatory process say each licensee 
was reported to have paid a RM10 
million (US$3.2 million) irrevocable bank 
guarantee to secure its spectrum.

Since 2013, only four operators – Maxis, 

▶

elusive 
business 
model LTE’s

DiGi, Celcom and U Mobile – have 
launched their LTE services commercially, 
and only focused on select urban areas  
in Malaysia.

Naveen Mishra, industry principal for 
telecommunications at analyst firm Frost 
& Sullivan Asia Pacific, says the population 
coverage for LTE goes up to only 15%, 
although the market has significant 3G 
coverage ranging between 80% and 90% 
of the population.

DiGi chief operating officer Albern Murty 
was not specific about his company’s 
plans or targets, saying however that its 
long-term ambition is to make LTE services 
available where DiGi already has 3G, to 
allow customers to take advantage of the 
faster data speeds.

“We plan to expand 3G coverage, 
currently at 80%, to 86% population 
coverage by end-2014,” he says, adding 
that DiGi’s LTE expansion would reach 50% 
population coverage by 2017.

Meanwhile, Celcom says that it has 
about 700 LTE sites already in service 
and plans to have 2,014 sites by year-
end, while U Mobile says that its LTE 
service has been available in parts of 
select cities since December 2013, but 

declined to give details.
Maxis declined to comment on its 

rollout and LTE expenditure plans, while 
the other licensed LTE operators have not 
fully revealed their exact LTE rollout plans.

In a bid to encourage competition 
among operators and spur LTE growth, the 
MCMC has indicated that it expects MNOs 
to incrementally grow their respective LTE 
coverage at about 10% of the population 
per year beginning 2013, culminating 
at 50% of the population by 2017. 
MNOs which do not comply will risk an 
unspecified sum in fines.

Investment figures
To date, all four operators have not 
revealed the specific investments they 
have made in LTE, only giving indications 
of how much they would spend in terms 
of capital expenditure (capex) for 2014, 
which generally comprises upgrades to 
their existing networks as well as their LTE 
rollout.

DiGi has indicated that it would spend 
about RM900 million on its entire capex 
for 2014, which includes the upgrade of 
existing 3G sites and for its LTE rollout. 

jump to pg1�
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bY tom mowat

IN this article we examine the Long-
Term Evolution (LTE) landscape and 
competitive dynamics in Malaysia 
from the standpoint of spectrum 

assignment, spectrum sharing and recent 
acquisitions.

Spectrum pooling in Malaysia
In December 2012, the Malaysian 
Communications and Multimedia 
Commission (MCMC) auctioned the 
2,600MHz LTE spectrum and allocated it to 
eight operators.

Celcom Axiata, DiGi Telecommunications, 
Maxis, REDtone and U Mobile received 
2x10MHz of frequency division LTE (FD-
LTE) spectrum. Altel, a startup subsidiary 
of Puncak Semangat, a company linked 
to Malaysian tycoon Syed Mokhtar Al-
bukhary, received 2x20MHz of FD-LTE 
spectrum.

Meanwhile, WiMax-based operators 
Packet One Networks (P1) and YTL 
Communications (YTL Comms) were each 
allocated 20MHz of time division LTE (TD-
LTE) spectrum.

The licence auction was unique in the 
sense that MCMC allotted a similar amount 
of spectrum to tier-1 operators (Maxis, 
Celcom DiGi) and tier-2 operators (U 
Mobile, REDtone) and new entrant (Altel).

In fact, Altel was allotted the largest 
block (2x20MHz) of FD-LTE spectrum. This 
led to a situation where tier-1 operators 
wished for more spectra so that they could 
offer higher quality services, especially 
in dense urban areas. Tier-2 operators 
and the new entrant had the spectrum 
but had limited or no existing network 

▶

No clear winner  
in Malaysia’s 
LTE race

infrastructure to deploy services.
Such dynamics led to the eight mobile 

network operators’ (MNOs) decision to 
work together, pool their spectrum and 
share network infrastructure between 
themselves.

Maxis has the edge 
In October 2011, Maxis signed a 
wholesale 3G radio access network 
(RAN) sharing agreement with U Mobile. 
The arrangement was later extended to 
LTE. Maxis and REDtone agreed to pool 
their LTE spectrum and share network 
infrastructure for 10 years beginning 
July 2012.

Meanwhile, Celcom and Altel 
announced their decision to pool their 
LTE spectrum bands and share RAN 
infrastructure via an mobile virtual 

network operator (MVNO) arrangement in 
July 2013.

As a result of the spectrum sharing 
arrangements with REDtone and U 
Mobile, Maxis has gained access to a 
total of 3x20MHz LTE spectrum. This 
implies that Maxis has the power to offer 
the highest quality 4G LTE services in 
the market, though it is not clear how it 
intends to make use of its spectrum from a 
technology standpoint.

Maxis also claims to have the highest 
LTE coverage in the market and was the 
first operator to launch LTE in Malaysia, in 
January 2013.

Figures 1 and 2 below illustrate how 
MNOs’ access to LTE spectrum has changed 
before and after spectrum pooling.

Without any spectrum sharing 

AFTER SPECTRuM POOLING

FD-LTE 
(�,�00MHz)

TD-LTE 
(�,�00MHz)

MaxiS
U 

MoBiLE
RED-
ToNE

CELCoM aLTEL aLTEL DiGi P1 YTL

2x10 2x10 2x10 2x10 2x10 2x10 2x10 20 20

BEFORE SPECTRuM POOLING

FD-LTE 
(�,�00MHz)

TD-LTE 
(�,�00MHz)

MaxiS CELCoM DiGi
U 

MoBiLE
REDToNE aLTEL P1 YTL

2x10 2x10 2x10 2x10 2x10 2x20 20 20

Source: Analysys Mason, 2014
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bY Karamjit Singh

THE senior management team of 
leading telco vendor Ericsson was 
in town in March to sign a major 
deal with Celcom Axiata bhd.

Celcom is aiming to enhance its 
network, with an eye towards delivering a 
better customer experience.

That customer experience, today, 
is increasingly data driven with users 
worldwide, especially in advanced 
economies, consuming a lot more video on 
their mobile devices, the performance of 
which thus dictates their user experience.

Ericsson is not short of data that 
supports this trend towards video, with 
Magnus Mandersson, executive vice 
president and head of its business Unit 
Global Services, saying that 40% of mobile 
traffic today consists of video. That is the 
global average, and it is much higher in 
advanced markets.

And while it is no surprise when Johan 
Wibergh, also an executive vice president 
and head of its business Unit Networks, says 
video is very important, Ericsson projects 
that over the coming six years, video traffic 
per user will grow six times, from the 
present 600Mb per user to 2.2Gb in 2019.

What really seems to excite both 
gentlemen, who report directly to Ericsson 
chief executive officer Hans Vestbergh, 
is the fact that the world will go from 
the current base of less than two billion 
mobile broadband subscriptions to 
possibly hitting eight billion (some users 
will have multiple subscriptions) in 2019.

“This will change the world! When 
mobile broadband is available 
everywhere,” declares Wibergh.

▶ Performance trumps price
With video experience increasingly 
becoming the main factor that determines 
a user’s mobile experience, it is no surprise 
that the latest data in annual Ericsson’s 
annual The Mobility Report shows that 
consumers see performance as being twice 
as important as price/ value for money.

This shows a significant shift in 
how consumers now rate their mobile 
experiences.

As Wibergh points out, “This is the first 
time in the history of the report that this 
has happened, with smartphones being 
the catalyst to drive the shift to data from 
voice.”

As the executive who leads Ericsson’s 
24,000-strong global research and 
development (R&D) unit with a US$5-
billion (RM16.2-billion) budget, Wibergh’s 
team is tasked with delivering innovation 
and performance in the increasingly 
complex networks that are needed to 
meet consumers’ user experience.

“To achieve this performance that users 
expect, we are not just talking about great 
outdoor and indoor coverage and high 
quality operations, we also have a new 
trend where mobile operators now talk 
of delivering on ‘app coverage’ for their 
customers,” he says.

Different apps need different coverage 
and faced with the reality that the 

consumer experience is 
increasingly app-driven, 

mobile operators today talk 
about how they can deliver 
the coverage for these apps 
and their performance in 

different places.
While over the 

past two decades, 
vendors have 

focused on 
improving 

the 
outdoor 
reception 

and 
experience, 

with 
smartphones 

and tablets 
increasingly 

being the 

preferred medium to interact with the 
Internet and with apps, indoor coverage 
and user experience have become critical.

For instance, Mandersson paints a 
scenario where in the future, every cell 
site could have 200 apps interacting with 
the network, from the average of  
15 today.

“Over the past 20 years, we have 
invested on building great coverage 
outdoors but in the coming years, this 
will change as we bring that outdoor 
experience inside,” says Wibergh, pointing 
to the Radio Dot System Ericsson 
introduced recently, designed to improve 
indoor coverage and capacity.

While there has been much talk about 
how mobile operators should handle 
the challenge from Internet players 
who deliver OTT (over the top) services 
over mobile networks while bypassing 
operators, Mandersson does not think it is 
a case of one party winning at the expense 
of the other.

“Consumers will choose what they want 
and on how they interact with their apps,” 
he says.

“Sometimes, they may not want to pay 
for the experience, and other times they 
may want to. On our part, we have to build 
our networks to ensure operators can offer 
the best service possible so consumers will 
interact with their apps via the operators’ 
networks [through specific app packages] 
rather than OTT players.”

One interesting trend happening 
on the network side, that will put 
power in the hands of the consumer, 
is what Wibergh calls ‘cloudifying’ the 
networks. This is basically a software-
driven revolution that will enable telco 
networks to become more agile in 
offering new services and products to 
the market.

The result will be that the market will 
move away from packages the operators 
offer customers, to customers picking 
what they want, be it voice, data, MMS 
(multimedia messaging) or any other 
service.

“This will open up new behavioural 
patterns with customers, and those 
operators that can offer these tailor-made 
services will have a great advantage,” 
predicts Mandersson.

      Consumers value 
performance 
        over price

JoHaN 
WiBERGH

MaGNUS  
MaNDERSSoN
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Working to truly understand, 

deliver value to the customer

DiGi Coo  aLBERN MURTY MaxiS CEo MoRTEN LUNDaL

bY Karamjit Singh

NOTICING that a neighbour’s 
house alarm had triggered and 
spotting some bikes outside 
the house, another neighbour 

tried desperately to reach to reach him. 
but Anthony Umann, the neighbour in 
question, was calm.

He had already received an alert when 
his house alarm went off, and, remotely 
accessing two wireless cameras he had 
installed, he saw that a back-door that was 
not shut properly was the cause of the 
alarm. 

Umann’s mobile has in effect become his 
home security monitoring centre. He did 
not need his telco, in this case, Celcom, to 
provide him the home security service, He 
just needed a data line that was reliable.

With many previously physical services 
becoming digitised and being delivered 
wirelessly, it therefore comes as no surprise 
when Maxis bhd chief executive officer 
Morten Lundal shares that 98% of the 
traffic over his company’s network is now 
data, with voice and SMS making up the 
remaining measly 2%.

This is despite the fact that around 
half of Maxis’ customers still use feature 
phones.

DiGi.com bhd is experiencing the same 
surge in data, which of course is a global 
phenomenon. As its chief operating 
officer Albern Murty points out, in the first 
quarter of 2014, data traffic increased 55% 
year-on-year.

This data surge has put the pressure 
on telcos in two key areas. The first is 
to upgrade their networks and sharply 
improve network performance.

Recent research by telco vendors shows 
that improved network performance leads 
to improved customer experience, which 
happens to be the second area telcos are 
under pressure to improve rapidly.

Albern talks about DiGi being “loved by 
customers” as a central pillar of its long-
term strategy, while Lundal talks about the 
lofty ‘Unmatched Customer Experience’ 
goal that Maxis has set and how it is 
working hard to come as close as possible 
to achieving this ambition.

You can read more about their response 
in the following Q&A, where we also asked 
them about how they were faring in areas 

▶

like location-based services (LbS), over-
the-top (OTT) services, and an update on 
the trend of consumers using dongles to 
access the Internet.

DNa: The volume of mobile data traffic 
we are going to see over the next five 
years, is expected to multiply by 11 with 
respect to 2013, Telefonica president 
Cesar alierta said in February. Based 
on what you have seen in your own 
experience, can you share your growth 
projections for volume of mobile data 
traffic over the coming five years? aside 
from the big three trends of Devices, 
Mobility and Social, are there any other 
factors driving this? 

albern: We believe the Malaysian 
market will likely see similar growth trends, 
albeit at a different scale and magnitude. 
For instance, DiGi’s Q1/2014 data traffic 
increased 55% year-on-year (13% quarter 
on quarter, vs Q4/2013).

This was fuelled by our stronger data 
network with the expansion of HSPA+/3G 
coverage to 86% of the population, and 
a clear plan to build 1,500 4G-LTE (Fourth 
Generation/ Long-Term Evolution) sites by 
end-2014. 

Aside from this wider coverage and 

higher capacity, other factors that will 
strongly drive data traffic will be more 
affordable and relevant Internet services; 
growth of high-speed digital service 
applications; and, the increase in smart 
device adoption, particularly at the entry 
level.

Lundal: It’s hard to see five years ahead 
and whether it’s seven, 11 or 15 times 
today, nobody really can predict with any 
confidence. but based on the exceptional 
data growth the last few years and the fact 
that half of our customers still use feature 
phones, we must assume that the growth 
will be very, very large.

And, it’s all about data, which 
constitutes 98% of our traffic, whilst voice 
and SMS comprise 2%.

The key to future data growth is the 
increase adoption of video streaming, 
particularly applications like YouTube, 
whilst emerging cloud solutions 
(particularly for enterprises) will also drive 
the demand for bandwidth.

DNa: Have you been able to monetise 
LBS (location-based services)? With so 
much promise touted over it, we don’t 
hear you talking about it much.

albern: Location is just one among 
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a variety of information points that 
make up a customer profile and dictates 
customer need.

If you serve something based on 
location alone, you run the risk of 
disregarding the customer’s other 
demographic and psychographic 
characteristics – an example of this would 
be offering a customer a concert ticket 
for a venue he lives close to, but if the 
customer dislikes the genre, you might 
end up dissatisfying him.

All of the demographics (like location, 
age, occupation) and psychographics 
(values, beliefs, personality) make up the 
comprehensive profile of the customer. 
Once you have built these profiles, you 
can be fairly confident of their contextual 
needs and wants, and start to promote 
tailor-made, highly relevant offers.

Lundal: Our location-based advertising 
(LbA) services are currently being utilised 
at more than 90% of our available 
inventory at most of our commercial 
locations. The feature adds relevance to 
the messages and offers our customers 
elect to receive. but this is not a big 
revenue stream for us.

DNa: Related to Q2, how have you 
been able to use the data you have on 
customers to enrich their experience?

albern: Customers have already been 
adopting and using LbS applications 
actively for navigation, taxi requisition, 
social applications, check-ins, etc., which 
drive overall demand for Internet and 
data traffic.

DiGi has also started its M2M (machine-

to-machine) service based on LbS 
technology to support logistics [players’] 
fleet-tracking system, and will explore 
more opportunities in the future.

In our view, experience mainly takes 
two forms. First is the physical experience 
of voice quality, data speed, etc., and 
the second is the intrinsic experience 
of knowing that my mobile operator 
understands me.

On the first aspect, we believe that 
we now have in place the right network 
to be able to deliver a strong customer 
experience. On the second aspect, we 
are offering micro campaigns tailored to 
the customer’s preference, and while we 
(as in the industry) are still in the early 
days of doing this, we strongly believe 
we will become better at offering more 
relevant products and services once our 
understanding of the customer evolves.

DNa: according to Ericsson’s annual 
Mobility survey, for the first time ever, 
consumers have ranked User Experience 
/ Performance as being more important 
than price. It is not a coincidence then 
that Telefonica has declared delivering 
user experience as the key pillar for their 
strategy moving forward. We know you 
have your own permutation on this, so 
what is your approach in delivering this 
User Experience?

albern: being ‘loved by customers’ 
is a central pillar of DiGi and Telenor’s 
long-term strategy. We also believe that it 
is experience as opposed to price which 
will drive customer loyalty and turn them 
into fans of a brand. What we have started 

doing is looking at customer experience as 
a precursor to taking any decision.

So, we don’t only ask whether a certain 
product or campaign will make financial 
sense and is feasible to be implemented 
from a technological point of view, we 
also ask how it will enhance customer 
experience. Thus we are building a 
‘Customer First’ mindset into our day-to-
day work.

As part of this, we have put in place 
a ‘Customer First’ focus across our 
operations. We have also put in place 
a customer satisfaction index or Net 
Promoter Score (NPS), which is viewed as 
an important measurement and is now 
embedded as part of a company-wide 
performance marker.

Another example is to again have 
enough insight on the customer to know 
how to do the little things right. For 
example, when is the right time of day 
to send him an offer, whether he prefers 
to receive a phone call or SMS when we 
want to notify him of something (rewards, 
promotions etc.), what kind of offers he 
prefers, and so forth.

Lundal: As data grows in importance, 
there will be bigger differences between 
the operators and this will matter more 
and more to customers.

We also know that there is a large 
segment in Malaysia who want the 
best and are willing to pay a (fair) price 
for it. Here, Maxis has always been 
the preferred choice for these most 
demanding customers and we intend to 
keep it that way.

jump to pg10
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We have set the bar as high as 
‘Unmatched Customer Experience’ and 
we are working hard to come as close as 
possible to this ambition.

DNa: as OTT becomes a bigger part 
of the user’s mobile experience, what is 
your fundamental approach towards this 
reality?

albern: All indications are that over-the-
top services will continue to strongly gain 
adoption. This presents a clear opportunity 
for operators to adapt to the new data 
game by finding pragmatic ways of 
benefiting each other.

Today, we offer customers relevant, 
affordable, bite-sized plans that are 
catered to their specific needs and use of a 
range of mobile applications, and we will 
likely see bundles (voice minutes, SMS, and 
data) gaining popularity in the coming 
years.

Moving forward we will continue to 
drive innovations in new services related 
to OTT.

We should note though that OTT 
players will never be able to provide 
guarantees on the quality of service, which 
underscores the importance of operators.

Lundal: OTT enriches our customers’ 
data experience, and such services have 
garnered massive popularity as a result of 
the rapid adoption of smartphones and 
tablets, simultaneously occurring with the 
social media boom.

 We are not fighting this phenomenon 
but instead making sure that our 
customers have the best possible Internet 

experience when they enjoy their 
favourite apps.

DNa: It is also inevitable that OTT 
players are coming after your voice 
market. Will this just hasten the day 
when you offer voice for free (as has 
happened in Norway) or do you have 
other mitigation strategies?

Lundal: Voice over Internet has been 
available for more than a decade but the 
adoption is marginal for several reasons.

One is that the user experience on VoIP 
is not necessarily the best. There is no 
dominant VoIP OTT (unlike in messaging, 
where there are giants like WhatsApp). As 
a result, users on different platforms will 
find it a challenge to communicate with 
each other.

Using VoIP is not completely ‘free’ – it 
uses up part of your data quota (unless 
you only use it on WiFi, which may not be 
widely available).

Also, a large portion of our user base 
is still on 2G (second-generation mobile 
technology) and feature phones, and will 
not have access to VoIP. These customers 
are still very important to us, which is 
why we are modernising our network to 
improve quality of calls and give them the 
best possible voice experience.

Enterprise customers, on the other 
hand, require reliability in their voice 
calls and connections, so we create value 
through a seamless experience across 
fixed and mobile voice.

That said, voice and SMS will over time 
likely also be sold as inclusive in larger 
data packages.

DNa: What is your view on the trend 
of consumers surfing the Internet via a 
USB dongle? Is it a declining segment (as 
in consumers migrating from dongles 
to small screens and mid screens 
– smartphones and tablets)? If yes, why 
is it declining? Is there still upside in this 
segment?

albern: Where it is available, 
households will tend to opt for fixed or 
fibre-enable broadband. This however 
requires high monthly commitments (> 
RM100), and not all households will do this 
– which is why we see mobile broadband 
continuing to be relevant.

Our observation is that Internet access 
via USb dongles is increasingly being 
substituted by tablets and smartphones. 
This is due to growing availability of 
innovative devices across a wide range 
of price points, increasing adoption 
of such devices by consumers, and 
also consumers increasingly using the 
devices as personal hotspots. Hence, 
we do expect usage of USb dongles to 
gradually decline.

Lundal: The USb dongle trend 
is declining industry-wide, due to 
increasing demand for tablets and  
more sophisticated smartphones as the 
device of choice to access the Internet. 
This is also coupled with the widespread 
WiFi availability at public areas in 
Malaysia.

Therefore we expect this decline in 
dongle broadband subscriptions to be 
compensated by the increase in data 
SIMs, which we also believe is easier to 
monetise.

from p�
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THE Malaysian broadband industry, 
which has been growing steadily 
over the past decade, is expected 
to go through interesting times 

ahead as services providers compete for 
ever-changing consumer needs.

Today’s Internet users demand more 
stability and speed, as opposed to mere 
coverage. Some users may also look into 
value-added services such as Internet 
Protocol TV (IPTV) before deciding which 
broadband package to buy into.

The Malaysian 
broadband 
landscape 
has evolved 
tremendously 
from the state 10 
years ago. back 
then, Telekom 
Malaysia bhd (TM) 
was offering 512 
Kbps packages. 
Downloading a 
song would have 
taken several 
minutes,  
while downloading an entire movie  
was relatively unheard of.

Also, the country’s broadband 
household penetration then may have 
been under 10%, an assumption based on 
the 2007 and 2008 household broadband 
penetration rates, which were at 15.2% 
and 21.1%, respectively.

Today however, most Malaysian 
households are enjoying download speeds 
of up to 20 Mbps. A simple document 
would take just a few seconds to be 
downloaded, and Internet users are not 
only just downloading movies, but entire 
TV series as well.

Meanwhile, Malaysia’s broadband 
penetration rate, as of December 2013, 
is at 67.1%. In Kuala Lumpur (excluding 
Putrajaya), broadband penetration has 
exceeded 111%. Selangor and Penang, 
which are among the more industrialised 
states, have broadband penetration rates 
of approximately 80%.

Although TM still remains the dominant 
player, the fixed-line operator is facing 
competition on all fronts – from other 
fixed-line providers to mobile operators.

However, TM does not seem to be taking 

▶

Interesting  
times ahead for broadband

its fixed-broadband dominance for granted. 
Recently, it announced plans to acquire a 
controlling stake in wireless broadband 
operator Packet One Networks (Malaysia) 
Sdn bhd or P1, as part of its overall ambition 
to be a ‘full suite’ service provider.

“This is in line with TM’s vision of being 
an ‘Information Exchange’,” said TM group 
chief executive officer Zamzamzairani 
Mohd Isa during the announcement of the 
TM-P1 deal.

Over the near to medium term, TM will 
be competing fiercely with other big boys 
like TIME dotCom bhd and Maxis bhd in 

the fixed-broadband 
segment alone.

Competition with 
TIME will most likely 
involve the consumer 
and business 
segments in selected 
geographical areas.

“Maxis, on the 
other hand, could be 
a serious competitor 
for TM. Using TM’s 
backhaul, it can 
potentially offer fixed 
broadband services 

to customers where TM has a presence 
in,” said Edmund Tham, head of research 
at Mercury Securities, when contacted 
by Digital News Asia (DNA).

With the increasing competition 
amongst fixed and wireless services 
providers, and the increasing demand  
for quality bandwidth by consumers, 
users in Malaysia should expect better 
days ahead.

This could also result in Malaysia 
performing better in its next broadband 
speed survey. About two weeks before 
World Telecommunications Day, a 
survey conducted by Ookla caught 
most Malaysian telecommunications 
companies and authorities by surprise.

The survey revealed that the average 
broadband speed in Malaysia is slower 
than in Vietnam or Cambodia. It ranks 
Malaysia at 126 out of 192 countries 
surveyed.

While the survey may not be a true 
reflection of Malaysian broadband 
speeds, with industry regulator the 
Malaysian Communications and 
Multimedia Commission disputing 
Ookla’s methodology, it was nevertheless 

a sign that much improvement is still 
needed before Malaysia can be on 
par with developed markets such as 
Singapore and Hong Kong.

It will be a long-haul task before 
Malaysia can become a broadband 
powerhouse, however, as there are still 
significant portions of the country still 
deprived of quality broadband access.

As of end-2013, Kelantan, which is one 
of the least developed states in Malaysia, 
had a household broadband penetration 
rate of 41.9%. The two East Malaysian 
states of Sabah and Sarawak had 
broadband penetration rates of 53.8% 
and 53.5% respectively.

“One area that seriously needs to be 
looked into is rolling out broadband in the 
rural parts of Malaysia,” said Tham.

However, most Malaysian 
households are enjoying 

download speeds of up to 20 
Mbps. A simple document 

would take just a few seconds 
to be downloaded, and 

Internet users are not only 
just downloading movies,  

but entire TV series.
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DIGITISATION continues to recast 
telecommunications, presenting 
both risks and opportunities to 
industry participants.

A potentially sizable opportunity for 
many players resides in the provision 
of digitally based support services to 
traditional, brick-and-mortar-based 
industries. Telcos possess assets – namely, 
access to a large customer base, a degree 
of control over the growing number of 
smart mobile devices that their customers 
use, and significant related data – that can 
help retailers, banks, and a host of other 
businesses increase the efficiency of their 
marketing and sales efforts.

by making these assets and related 
services available to these companies, 
telcos can help them drive business 
growth while securing for themselves 

entirely new revenue streams.
To seize the opportunity, telcos will 

have to overcome two challenges. The 
first is addressing consumers’ sensitivities 
regarding the use of their personal data. 
The second is building the organisational 
skills and capabilities necessary to identify, 
develop, and support these new, highly 
innovative services.

Today’s telcos are quite good at delivering 
on their raison d’être – the efficient, large-
scale provision of connectivity. but many 
lack the entrepreneurial spirit and agility 
necessary to successfully build these new 
businesses, which fall decidedly outside 
telcos’ main focus.

Telcos’ value proposition
 For most companies, maximising the 
payback on their marketing and sales 
investment is a perennial quest. That 
investment is indeed vast: We estimate 
that the retail, insurance, banking, and 
travel industries in the United States 
and Europe alone spend more than 
€500 billion (US$682 billion) annually on 
marketing and sales.

Telcos’ vast connections with, and 
knowledge of, their customers can prove 
a powerful aid to these companies, 
providing the foundation for a much 

▶ more targeted and nuanced approach 
than most companies currently employ. 
(See Exhibit 1 for a snapshot of the data 
typically available to mobile network 
operators).

Specifically, telcos can provide services 
that help traditional companies on three 
fronts. 

One is in the generation of marketing 
insights. Companies’ existing customer 
data can be augmented and re-
contextualised by the data that telcos 
hold. This enables a greater understanding 
of what drives consumer behaviour and 
a commensurately greater ability to seize 
the identified opportunities.

The use of subscriber geolocation 
analytics based on telcos’ network 
information, for example, allows a 
retail company to analyse footfall and 
conversion rates in a given outlet or 
branch far more easily and efficiently than 
through conventional analysis. It also 

provides a degree of specificity.
A second way that telcos can help 

traditional, brick-and-mortar companies 
improve their marketing and sales 
efforts is by improving and expanding 
communication with customers and 
prospects.

A telco’s customer base within a given 
geographic region is likely to be second to 
none in terms of size, and these companies 
are in regular contact with and conduct 
ongoing transactions with their customers. 
Telcos also enable their customers’ smart 
devices and have a strong understanding 
of customer usage patterns and user 
preferences (including downloaded apps).

Together, these two assets allow telcos 
not just to provide a powerful link between 
traditional companies and consumers in 
aggregate but also to facilitate tailored, 
‘segment of one’ communication.

Some telcos have already dipped a 
toe in the provision of such services. 
Verizon Selects, for example, enables 
participating retailers, advertisers, and 
other companies to deliver targeted 
marketing messages to Verizon customers 
who opt in to the programme and agree 
to share their personal information, such 
as location, app usage, and browsing 
data. (AT&T Alerts is a similar offering.)

Verizon is planning to take the idea 
a step further by offering its customers 
discounts on their phone or pay-TV bills 
if they agree to have ads delivered on 
their mobile devices. The company is also 
developing a scheme to auction space on 
the home screens of customers’ mobile 
devices to advertisers.

A third way that telcos can help drive 
traditional companies’ marketing and 
sales efforts is by shifting purchasing 
transactions into the digital space. NTT 
DoCoMo and Tokio Marine Nichido’s One-
Time Insurance service, for example, allows 
DoCoMo subscribers to use their mobile 
phones to quickly secure discrete amounts 
of insurance for travel and special events, 
such as auto insurance for an uninsured 
driver who borrows a friend’s car for a 
weekend trip. (Participating insurers, in 
turn, leverage available subscriber and 
context data to calculate and price risk for 
each transaction.)

The service represents a new sales 
channel for participating insurers and has 
also spawned new insurance products.

From the perspective of traditional 
companies, telcos’ value proposition on 
these fronts stands to be quite compelling. 
The challenge for telcos will be to deliver 
on it.

Overcoming concerns, 
possession of the ‘bit pipe’
In order to provide a credible offering to 
traditional companies, telcos will need 
to address consumers’ concerns about 
the use of their personal data. Indeed, 
our research indicates that fully 70% of 
consumers are concerned about this issue. 
(See “The Value of Our Digital Identity,” bCG 
article, November 2012.)

Telcos will also need to ensure that 
consumers view the ‘loan’ of their personal 
data as not just safe but also advantageous 
to themselves.

To clear both hurdles, telcos will need 
to design services with several objectives 
in mind. One is trust. Consumers must be 
convinced that their personal data will be 
secure and not used to their disadvantage. 
Another must-have is transparency. 
Consumers need to know which personal 
data will be accessible to a given company 

New uses for telcos’  
core assets in a digital world
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and how it will be used.
Additional imperatives are control and 

convenience. Consumers must be allowed 
to see and use ‘their’ data. The service must 
also make it easy for them to opt in – or 
out – of the agreement and control which 
specific data is shared. And the service 
must be simple to use and understand.

A final necessary element in the design 
of such services is real benefits. In today’s 
model, consumers usually get a service, 
such as a ‘free’ e-mail address, in exchange 
for the use of their data. The value of the 
service to consumers is potentially far less 
than the value that the company derives 
from the use of their data.

Telcos can help consumers and 
companies understand the data’s real value, 

with the aim of compensating consumers 
fairly – possibly with a direct monetary 
payment or a credit to their account.

Provided it meets these imperatives, 
telcos’ offering to traditional companies 
could actually become a win-win-win, 
because consumers will reap advantages 
as well. by acting as an exchange, or data 
hub, that facilitates the use of personal 
data by both consumers and companies, 
telcos would be filling a void and adding 
considerable value for multiple stakeholders. 

Other players could establish similar, 
competing services. but telcos have two 
compelling advantages here (beyond 
their access to a large customer base and 
related data).

First, they sit on the ‘bit pipe’ through 
which all the data flows. This allows telcos 
to control which data (for example, a 
consumer’s browsing history) actually 
reaches third parties.

Second, as our research shows, telcos 
often enjoy a relatively high degree 
of trust among consumers, especially 
relative to ‘over the top’ (OTT) players, or 

Internet service providers.
The combination affords telcos a 

powerful competitive edge in developing 
winning new products and services. Telcos 
could, for example, offer fully encapsulated 
security mechanisms that limit the use 
of any personal data collected by OTT 
players. They could also, with consumers’ 
consent, offer services that use personal 
data for specific purposes.

Taking the idea forward 
Success in this new arena will call for 
an orientation and abilities (including 
great speed and flexibility) considerably 
different from what telcos’ traditional 
business demands.

It is therefore likely that telcos will need 

to establish dedicated units to seize the 
opportunity. These units should have both 
considerable independence and access 
to the telco’s core assets, which are what 
create the opportunity in the first place.

Instituting the necessary organisational 
structures and ties between the unit and 
the core business, and striking the right 
balance between autonomy and support, 
will prove challenging for many telcos.

Telcos will also need to adopt a wholly 
different mindset (and enact a number of 
supporting organisational and operational 
measures, including new suites of KPIs or 
key performance indicators, governance 
processes, and resource allocation 
mechanisms) as they weigh the unit’s 
contribution.

The lens applied to telcos’ core business 
is inappropriate for gauging the potential 
worth of an entity tasked with the launch 
of small, rapidly growing services – services 
whose payback period will be years.

In our experience, the best way for these 
units to create the envisioned new services 
is through a combination of venture 

investments, acquisitions, and incubation.
Each approach has its advantages and 

challenges, and the optimal plan of attack 
will differ depending on the environment 
– what works best in an emerging market 
might not be right for the United States 
or Western Europe. (See Through the 
Mobile Looking Glass: The Transformative 
Potential of Mobile Technologies, bCG 
Focus, April 2013.)

Venture investments in third-party 
startups can be an effective means of 
establishing the new services, assuming 
telcos manage to augment these ventures 
by linking them with their core assets. A 
key disadvantage of venture investments, 
however, is that telcos must cede a fair 
amount of control.

Acquisitions are a viable alternative 
and give telcos complete control over 
the acquired companies. Acquisitions are 
particularly well suited to quickly gaining 
technology and market access.

The main downside is that the price 
tag for those gains can be relatively steep 
compared with the cost of securing them 
through venture investments.

The third option – incubation – is less 
familiar to most telcos and therefore 
involves a steeper learning curve, but it 
offers a number of advantages. A critical 
one is that it gives the telco, through direct 
involvement in development, a thorough 
understanding of the new service’s 
potential value and a better chance to 
realise that value in full.

Incubators can also deliver quickly: Our 
case experience confirms that they can 
take an initiative from ideation to market 
launch within six months if the effort is 
executed properly.

Also critical to a speedy, successful 
launch by means of incubation is 
alignment between the telco and its brick-
and-mortar partners early in the process.

The telco’s role in this arrangement is to 
provide the basic technology, data, and 
access to its subscriber base; its partners’ 
role is to ensure that the new services 
address specific industry problems, thus 
pre-empting the possibility of creating 
overly generic or complex platforms.

Telcos must also work closely with their 
brick-and-mortar partners to identify 
concrete opportunities. In the past, some 
telcos built technical platforms first and 
then searched for ways to deploy them. 
but now it is important for telcos and 
their partners to jointly develop the 
opportunity right at the outset.

— This article first came out on March 31 in 

bcgperspectives.com and is used with permission 

from The Boston Consulting Group.

EXHIBIT 1 | Customer Data Typically Available to Mobile Network Providers

Customer profile
Unique identifier
• Customer ID, mobile
subscriber identity,
interface management
entity
Plan details
• Data and voice plan
(volume-based, pack-based)
• Recharge history (amount 
and time)
• Account balance
Demographic
• Home location
Service profile
• Prepaid or postpaid
• Other services, such as 3D 
(live TV and video calling)

Device information
• Brand, model, and series
• Features and technology 
(Genaral Packet Radio Service 
generation;  
Wireless Application  
Protocol support)
• Content (multimedia 
messaging service)
• Device usage
• Device history (including 
previous device)

Source: bCG analysis.

Service management
• Customer category (platinum/gold/silver)
• Customer care history (number of mobile-
Internet-related calls per month; complaint 
category; number of queries resolved

Location information
• Current location
• Roaming countries
• Frequently visited location

usage infomation
Voice and short-messaging 
services
• Multiple variables for each call 
(time, date, call type, call duration 
and charges)
Value-added services
• Multiple variables for each 
transaction (time, date, type of 
content, genre, and charge)
Other services
• Derived revenue
Mobile Internet
• Browsing/usage (time and 
duration; URLs visited and time 
spent on each)
• Content download (content type, 
such as pictures, videos, and songs, 
size of downloads and charges
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arrangements, DiGi seems to lagging 
behind its competitors. It doesn’t currently 
offer LTE on 1,800MHz and has only 20MHz 
in 2,600MHz.

In terms of LTE spectrum availability 
and differentiating LTE services based 
on quality, DiGi may lose out to its 
competitors.

P1, TM may pose a threat 
In April 2014, TM was reported to have 
bought 57% of struggling WiMax player 
P1. However, we don’t expect P1 to be fully 
incorporated into TM by this year, as it will 
be complex and costly at a time when TM 
is already undergoing major change.

It is possible that P1 and TM will share a 
network rollout strategy, but commercially, 
it is mostly likely they will remain separate 
for the immediate future. P1 is reportedly 
planning its TD-LTE dongle launch soon 
and is contemplating a handset launch for 
later this year.

However, device availability in 2.3GHz 

has not reached a low enough price-point 
to reach the market P1 would currently 
address as it is not currently known as 
a handset provider in Malaysia, and will 
most likely seek to address low-value 
customers.

YTL Comms has a smaller network in 
terms of number of towers than P1, but a 
more advanced architecture. YTL Comms 
also has quite a strong brand, quite a 
lot of spectrum (20MHz of 2,600MHz + 
30MHz of 2,300MHz), and some high-
profile deals.

For example, it provides connectivity 
to schools – in a project known as 
1bestariNet – that positions it well in the 
market. The major issues of the WiMax era, 
most importantly the lack of handsets, will 
not repeat themselves in TD-LTE, and YTL 
Comms appears to have the least work to 
do in order to get a competitive TD-LTE 
network to market in Malaysia.

but while YTL Comms might be a 
known brand for dongles, it has no name 
in Malaysia as a handset provider and will 

struggle to take market share off the big 
three – Maxis, Celcom and DiGi.

As a result of the acquisition of P1, TM 
now has 20MHz of 2,600MHz + 30MHz 
of 2,300MHz in addition to its existing 
2x10MHz of 800MHz.

We should expect TM to come out 
with a very strong LTE play, which it 
can effectively bundle with its home 
broadband and WiFi solutions to capture 
valuable consumers. We would also 
expect strategies like multi-device 
bundles to be introduced.

The main issues for TM are around 
the network itself. It does not have an 
established cellular network in Malaysia 
and will need to invest significantly in the 
coming year.

Additionally, having the only 800MHz 
spectrum for LTE in the market will give 
better general coverage and a substantial 
advantage for in-building coverage.

Tom Mowat is principal analyst and Asian 
programme head of Analysys Mason, a British-based 
telecom consultant and research firm.

LTE war shaping up
from pg�

Celcom has said it does not intend to 
spend more than RM1 billion for its total 
capex.

Jeffrey Tan, investment analyst with RHb 
Research, says LTE capex is incremental and 
telcos typically would have allocated some 
20-30% of their total capex sums for LTE 
rollouts … or about RM200 million to RM300 
million (US$67 million to US$100 million).

An industry executive who is familiar 
with LTE capex rollout concurs with this 
estimate, noting that when LTE is more 
widely available from 2015 onwards, the 
percentage of total capex for LTE rollout 
would likely increase to between 30% and 
40%.

However, another industry executive 
DNA spoke with notes that while operators 
were fiercely competitive over their 3G 
services, all of them have been fairly 
muted in their LTE advertising campaigns.

This stems from the fear that engaging 
in too aggressive a marketing blitz would 
backfire, should LTE services underwhelm 
due to the lack of coverage.

“When 3G was first launched, everyone 
went to town with their 3G marketing 

and promotions,” the executive says, on 
condition of anonymity. “but that backfired 
on them because 3G took time to roll 
out and there weren’t many exciting and 
interesting applications to take advantage 
of the technology then.

“Many subscribers then were left 
disappointed,” he says.

Services to expect
besides the MNOs’ cautious rollout 
strategy, the lack of a clear roadmap for 
specific applications and services that 
would benefit from LTE is another factor 
that has given them pause.

Frost & Sullivan’s Naveen says 
applications such as WhatsApp have 
caused a decline in voice and messaging 
traffic and revenues, and that in such 
a scenario, MNOs with LTE networks 
can focus on offering high-speed and 
interactive applications with low latency, 
such as high-definition voice, also known 
as voice over LTE (VoLTE).

VoLTE is essentially Voice over Internet 
Protocol (VoIP) running over LTE networks.

“Video streaming and download 
services, along with machine-to-machine 

(M2M) and other digital services, could be 
key services to offer,” he says. 

M2M communication allows devices 
such as smart meters and sensors to 
report data, via an LTE network, to a utility 
company, so that it would be able to use 
the information to automatically track 
usage and offer tiered pricing.

“For video streaming and downloads, 
one would just need to work with a few 
partners whereas for M2M, a large number 
of partners across the value chain would 
need to be involved,” Naveen says.

However, RHb Reseach’s Tan expects 
LTE would not be a game-changer in the 
short- to medium-term.

“To be able to better monetise 
revenues on LTE, there has to be a shift 
towards quality-of-service (QOS)-led 
and tiered pricing models [instead of 
a flat rate model],” he says, adding that 
operators have yet to figure this out 
conclusively.

“The ecosystem in terms of devices 
should also be in place and there must 
be a critical mass of adoption to attain 
scale, and that comes with more extensive 
coverage,” he adds.

On the horizon for LTE
from pg�
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THE growth of smartphones 
has been nothing short of 
phenomenal, at least since the 
iconic Apple iPhone hit the 

shelves back in 2007. Research firm 
Analysys Mason predicts that there will 
be 3.9 billion smartphone connections 
worldwide in 2018, a growth of 136% over 
the next five years.

but the rise of the smartphone has 
also taken a toll on telecommunications 
networks – a side of the equation that 
consumers hardly think about. This 
is because the smartphone has 
essentially changed the way the 
consumer interacts with the 
network.

Smartphones are driven 
predominantly by the use 
of the applications or apps 
consumers download in 
order to make their device 
useful. This affects the 
bandwidth requirements 
and signalling loads of 
mobile network operators 
(MNOs).

Incidentally, the use of  
apps also affects consumers in terms of the 
data plan they opt for and where battery 
life is concerned.

A recently released study undertaken by 
Alcatel-Lucent entitled The Alcatel-Lucent 
Mobile Application Rankings Report, sought 
to correlate and examine the impact of 
leading mobile applications on various 
MNOs’ networks and on consumers’ data 
plans and device battery life.

The Franco-American vendor says the 
findings are based on measuring, scoring 
and ranking data volume and network 
signalling (software protocols that 
govern data transmissions) consumption. 
Together, these two metrics provide the 
key to understanding the overall impact 
of apps.

According to the study, data volume 
drives MNOs’ bandwidth-related capital 
expenditure (capex), and at the same time, 
consumers’ data usage fees. Furthermore, 
network signalling uses spectral, hardware 
and processing resources in MNOs’ 
networks and depletes battery life in 
consumers’ mobile devices.

▶ In addition, the ratio of signalling and 
data volume gives an indication of each 
app’s efficiency.

Alcatel-Lucent says the insights 
revealed by the study are beneficial not 
only to MNOs and consumers, but to app 
developers too.

The study’s author, Josee Loudiadis, says 
app developers, mobile operators and 
end-users have little understanding of how 
they impact each other.

App developers do not know if their 
implementation causes excessive strain 
on network resources or battery life; 

MNOs often do not know which 
apps impact their networks; and 

end-users have little visibility 
of which apps are consuming 

their data and battery the 
most.

Loudiadis, who is also 
director of network 
intelligence at Alcatel-
Lucent, says MNOs can 
use these analytics 
to monitor apps 
proactively, effectively 
engage app developers 
for optimisation, plan 
for network growth 

more accurately, and package apps in 
a sustainable way that end-users will 
appreciate.

“App developers can use it [the study] 
to understand how their app’s efficiency 
stacks up against their competitors, and 
decide if they should devote design cycles 
to optimise their app for mobile,” she tells 
Digital News Asia.

“Consumers can leverage the apps’ cost 
and efficiency comparisons to decide 
which apps they will use.”

Alcatel-Lucent says all measurements 
made in the study were based on actual 
app usage by more than 15 million 
subscribers on live 3G mobile networks 
in North America, Asia Pacific and the 
Middle East.

The rankings cover consumer 
applications that are offered on app 
stores or already installed on any mobile 
device. However, the study notes that 
since the results originate from many 
networks, they are not representative of a 
specific network; rather, they represent a 
composite, more global network.

The hidden costs  
of app use • The five apps with the highest network 

impact – Google Search, Facebook, 
WhatsApp, Facebook Messenger and 
YouTube – are also the most popular 
apps, and optimising these apps can 
create significant benefits. For example, 
Facebook successfully optimised 
signalling for Android devices, reducing 
the overall signalling load in some 
networks by 5% to 10%;

• Apps that impact the network due to 
their high data volume – a group that 
includes most video apps, along with 
iTunes, Instagram, Pinterest, Apple Maps 
and Pandora – are targets for bandwidth 
optimisation. 

• Low-impact apps – a group that includes 
weather apps, Google Maps, Dropbox, 
Zynga games and select social media 
apps like Nimbuzz or Palringo – could be 
excellent candidates for flat-rating, zero-
rating or other innovative packaging 
plans.

• The Watch List includes applications 
that do not yet have a great impact on 
networks. However, these applications 
have a higher per-user delivery cost 
that could quickly increase their overall 
impact if they become more popular. 
They include Tango, Nimbuzz, Palringo, 
Office 365, Zynga, Netflix, Pandora, 
Pinterest, Facebook Channel, Kik and 
Skype.

• The top battery-draining apps are 
Nimbuzz, Yahoo Messenger, blackberry 
Messenger, Facebook Messenger, Kik, Viber 
and Palringo.

• The apps with the biggest impact on the 
consumer data plan are YouTube, Netflix, 
Facebook Video, Pandora and Instagram 
Video. 

• The lowest-volume cost apps for 
consumers by category are Yahoo Mail and 
Gmail; blogger, QQ.com, Live Messenger 
and Viber (social media); and Instagram 
Video (video); and

• The least ‘chatty,’ or most signalling-
efficient, apps by category are blogger 
and Instagram (social media); Gmail (mail); 
Weather Channel (weather); and Yahoo 
(search engine).

Below are some 
excerpts from  
the report:
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The human body can be part of a communications network. Using a tech-

nology known as capacitive coupling,  it is possible to transmit information 

from a smartphone to another device instantly, and at high speeds.

Your body as a wire
The human body works like an 

electrical circuit, with both 

capacitance and resistance. 

Capacitive coupling uses naturally 

occurring signals in the body to 

transmit information to and from a 

mobile device.

The receiver
A device specially designed to 

pick up the signal that has just 

passed through the body.

The source
In one hand you hold a smartphone 

adapted to transmit a mobile signal 

through the body.

Making life simpler
Capacitive coupling is set to allow super-simple 

solutions such as:

Unlocking a door by holding the handle

Confirming a purchase by touching the 

check-out counter

Exchanging a business card by 

shaking hands

Getting photos and film clips by 

touching a TV monitor

Embedding medical devices in the body

Being able to access printed electronics 

containing links, applications or 

information simply by touching them.

 History
Capacitive coupling was first demonstrated in 1995 at 

MIT, in the US, at speeds of about 2.4kbps. South 

Korean university KAIST and Japanese telecom 

operator NTT DoCoMo have also demonstrated human- 

body communication.

The Networked Society is when people, business and 

society are using connected devices to their benefit.

By 2017 there will be:
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When the body
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What is Connected Me?

This is Ericsson’s proof of concept that demonstrates 

capacitive coupling at speeds of up to 10Mbps. 

Learn more at: 

http://www.ericsson.com/networkedsociety/connectedme

Source: Ericsson

Source: Ericsson.


