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China Mobile http://www.chinamobileltd.com/ 
China Unicom http://www.chinaunicom.com.cn/ 
Chunghwa Taiwan http://www.cht.com.tw/CHTFinalE/Web/ 
Claro Argentina  http://www.claro.com.ar/ 
Claro Brazil http://www.claro.com.br/portal/ 
Claro Chile http://www.clarochile.cl/ 
Claro Peru http://www.claro.com.pe/ 
Comcel Colombia http://www.comcel.com.co/ 
Cosmote Greece http://www.cosmote.gr/ 
CSL New World Mobility Hong Kong http://www.hkcsl.com/ 
DiGi Malaysia http://www.digi.com.my/ 
Digitel Venezuela http://www.digitel.com.ve/ 
Djezzy (Orascom) Algeria http://www.djezzygsm.com/ 
DNA Finland http://www.dna.fi/ 
DTAC Thailand http://www.dtac.co.th/english/ 
du The UAE http://www.du.ae/ 
Elisa Finland http://www.elisa.fi/ 
Entel PCS Chile http://www.entelpcs.cl/ 
E-Plus Germany http://www.eplus.de/ 
Etisalat Misr Egypt http://www.etisalat.com.eg/ 
Etisalat The UAE http://www.etisalat.ae/ 
Excelcomindo Indonesia http://www.xl.co.id/ 
FeT Taiwan http://www.fetnet.net/ 
Globacom Nigeria http://www.gloworld.com/ 
Globe The Philippines http://www.globe.com.ph/ 
Globul Bulgaria http://www.globul.bg/eng/ 
GrameenPhone Bangladesh http://www.grameenphone.com/ 
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HTIL Hong Kong http://www.three.com.hk/ 
Hutch Sweden http://www.tre.se/ 
Hutch Thailand http://www.hutch.co.th/ 
Idea Cellular India http://www.ideacellular.com/ 
Iusacell Mexico http://www.iusacell.com.mx/ 
KDDI Japan http://www.kddi.com/ 
KPN The Netherlands http://www.kpn.com/ 
KTF South Korea http://www.kt.com/ 
Kyivstar Ukraine http://www.kyivstar.ua/en/ 
LG Telecom South Korea http://www.lgtelecom.com/ 
life:) Ukraine http://www.life.com.ua/index.php?lng=en 
M1 Singapore http://www.m1.com.sg/ 
Maroc Telecom Morocco http://www.maroctelecom.com/ 
Maxis Malaysia http://www.maxis.com.my/ 
Meditel Morocco http://www.meditel.ma/ 
MegaFon Russia http://eng.megafon.ru/ 
Meteor Ireland http://www.meteor.ie/ 
Mobilink Pakistan http://www.mobilinkgsm.com/ 
Mobilkom Austria http://www.mobilkom.at/ 
Mobiltel Bulgaria http://www.mtel.bg/ 
Mobily Saudi Arabia http://www.mobily.com.sa/ 
MobiNil Egypt http://www.mobinil.com/ 
Mobistar Belgium http://www.mobistar.be/ 
Movilnet Venezuela http://www.movilnet.com.ve/ 
Movistar Argentina http://www.movistar.com.ar/ 
Movistar Chile http://www.movistar.cl/ 
Movistar Colombia http://www.movistar.com.co/ 
Movistar Mexico http://www.movistar.com.mx/ 
Movistar Spain http://www.movistar.es/ 
Movistar Venezuela http://www.movistar.com.ve/ 
mt:s Serbia http://www.telekom.yu/ 
MTN Afghanistan http://www.mtn.com.af/ 
MTN Iran http://www.irancell.ir/ 
MTN Nigeria http://www.mtnonline.com/ 
MTN South Africa http://www.mtn.co.za/ 
MTN Sudan http://www.mtn.sd/ 
MTN Syria http://www.spacetelsyria.com/ 
MTS Belarus http://www.mts.by/ 
MTS Russia http://www.mtsgsm.com/ 
MTS Ukraine http://www.mts.com.ua/ 
Nedjma Algeria http://www.nedjma.dz/ 
Netcom Norway http://www.netcom.no/ 
Nextel Argentina http://www.nextel.com.ar/ 
Nextel Brazil http://www.nextel.com.br/ 
Nextel Peru http://www.nextel.com.pe/ 
NTT DOCOMO Japan http://www.nttdocomo.com/ 
O2 Czech Republic http://www.cz.o2.com/ 
O2 Germany http://www.telefonica.de/ 
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O2 Ireland http://www.o2online.ie/ 
O2 The UK http://www.o2.co.uk/ 
Oi Brazil http://www.oi.com.br/ 
Omnitel Lithuania http://www.omnitel.lt/ 
Optimus Portugal http://www.optimus.pt/ 
Optus Australia http://www.optus.com.au/ 
Orange Austria http://www.orange.at/ 
Orange France http://www.orange.com/ 
Orange Poland http://www.orange.pl/ 
Orange Slovakia http://www.orange.sk/ 
Orange Spain http://www.orange.es/ 
Orange Switzerland http://www.orange.ch/ 
Orange The UK http://www.orange.co.uk/ 
Pannon Hungary http://www.pannon.hu/ 
Partner Communications Israel http://www.orange.co.il/ 
PCCW Mobile Hong Kong http://www.pccwmobile.com/ 
Pelephone Israel http://www.pelephone.co.il/ 
Polkomtel Poland http://www.plusgsm.pl/ 
Promonte Montenegro http://www.promonte.com/ 
Proximus Belgium http://www.proximus.be/ 
PTC Poland http://www.era.pl/ 
Reliance Communication India http://www.rcom.co.in/ 
Rogers Canada http://www.rogers.com/ 
Safaricom Kenya http://www.safaricom.co.ke/ 
SFR France http://www.sfr.fr/ 
Sibir Telecom Russia http://www.sibirtelecom.ru/ 
SingTel Singapore http://home.singtel.com/ 
SK Telecom South Korea http://www.sktelecom.com/ 
Smart The Philippines http://www.smart.com.ph/ 
SmarTone Hong Kong http://www.smartone.com.hk/ 
SoftBank Japan http://mb.softbank.jp/mb/ 
Sonofon Denmark http://www.sonofon.dk/ 
Sprint The US http://www.sprint.com/ 
Starhub Singapore http://www.starhub.com/ 
Sun The Philippines http://www.suncellular.com.ph/ 
Sunrise Switzerland http://www.sunrise.net/ 
Swisscom Switzerland http://www.swisscom.com/ 
Taiwan Mobile http://www.taiwanmobile.com/ 
TCI Iran http://www.irantelecom.ir/ 
TDC Denmark http://www.tdc.dk/ 
Telcel Mexico http://www.telcel.com/ 
Tele2 Croatia http://www.tele2.hr/ 
Tele2 Lithuania http://www.tele2.lt/ 
Tele2 Russia http://www.tele2.ru/ 
Tele2 Sweden http://www.tele2.se/ 
Telecom Italia http://www.tim.it/ 
Telecom Mobile New Zealand http://www.telecom.co.nz/ 
Telecom Personal Argentina http://www.personal.com.ar/ 
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Telefonica Peru http://www.movistar.com.pe/ 
Telefonica Slovakia http://www.sk.o2.com/ 
Telenor Norway http://www.telenor.com/ 
Telenor Pakistan http://www.telenor.com.pk/ 
Telenor Serbia http://www.telenor.co.yu/ 
Telenor Sweden http://www.telenor.se/ 
Telia Denmark http://www.telia.dk/ 
Telia Sonera Finland http://www.sonera.fi/ 
Telia Sonera Sweden http://www.telia.se/ 
Telkomsel Indonesia http://www.telkomsel.com/ 
Telstra Australia http://www.telstra.com.au/mobile/ 
Telus Mobility Canada http://www.telusmobility.com/ 
Tigo (MIC) DR Congo http://www.tigo.cd/ 
Tigo Colombia http://www.tigo.com.co/ 
TIM Brasil  http://www.timbrasil.com.br/ 
TMN Portugal http://www.tmn.pt/ 
T-Mobile Austria http://www.t-mobile.at/ 
T-Mobile Croatia http://www.t-mobile.hr/ 
T-Mobile Czech Republic http://www.t-mobile.cz/ 
T-Mobile Germany http://www.t-mobile.de/ 
T-Mobile Hungary http://www.t-mobile.hu/ 
T-Mobile Montenegro http://www.t-mobile.me/ 
T-Mobile Slovakia http://www.t-mobile.sk/ 
T-Mobile The Netherlands http://www.t-mobile.nl/ 
T-Mobile The UK http://www.t-mobile.co.uk/ 
T-Mobile The US http://www.t-mobile.com/ 
Truemove Thailand http://www.truemove.com/ 
Tunicell Tunisia http://www.tunisietelecom.tn/ 
Tunisiana Tunisia http://www.tunisiana.com/ 
Turkcell Turkey http://www.turkcell.com/ 
Velcom Belarus http://www.velcom.by/ 
Verizon  The US http://www.verizonwireless.com/ 
VimpelCom Russia http://www.vimpelcom.com/ 
VIP Serbia http://www.vipmobile.rs/ 
VIPnet Croatia http://www.vipnet.hr/ 
Vivatel Bulgaria http://www.vivatel.bg/ 
Vivo Brazil http://www.vivo.com.br/ 
Vodacom DR Congo http://www.vodacom.cd/ 
Vodacom South Africa http://www.vodacom.co.za/ 
Vodafone Australia http://www.vodafone.com.au/ 
Vodafone Czech Republic http://www.oskarmobil.cz/ 
Vodafone Egypt http://www.vodafone.com.eg/ 
Vodafone Germany http://www.vodafone.de/ 
Vodafone Greece http://www.vodafone.gr/ 
Vodafone Hungary http://www.vodafone.hu/ 
Vodafone India http://www.vodafone.in/ 
Vodafone Ireland http://www.vodafone.ie/ 
Vodafone Italy http://www.vodafone.it/ 
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Vodafone New Zealand http://www.vodafone.co.nz/ 
Vodafone Portugal http://www.vodafone.pt/ 
Vodafone Romania http://www.vodafone.ro/ 
Vodafone Spain http://www.vodafone.es/ 
Vodafone The Netherlands http://www.vodafone.nl/ 
Vodafone The UK http://www.vodafone.co.uk/ 
Vodafone Turkey http://www.vodafone.com.tr/ 
Wind Hellas Greece http://www.wind.com.gr/ 
Wind Italy http://www.wind.it/ 
Zain Iraq http://www.iq.zain.com/ 
Zain Jordan http://www.jo.zain.com/ 
Zain Kenya http://www.ke.zain.com/ 
Zain Nigeria http://www.ng.zain.com/ 
Zain Sudan http://www.sd.zain.com/ 

 
 



 

270 © 2009, Portio Research. All Rights Reserved  

Ranking The World’s Best Mobile Operators 

Also available from Portio Research Limited  
 
Portio Research Ltd is a UK-based research company focussing on the mobile space, 
providing reports, handbooks, directories and database products.  
 
 
New and Best Selling Reports in 2009 include:  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
If you have any questions or if we can be of any assistance to you, please contact us  
by e-mail: info@portioresearch.com  
 
Copyright 2009. Portio Research Limited 2009 
 
www.portioresearch.com  

Mobile Handset Shipments Databank 2009 
 
Portio’s exciting new 40 slide presentation provides crucial worldwide and regional mobile 
handset and smartphone shipment forecasts to 2013.  This new presentation is crammed 
with clearly-presented and vital data including subscriber numbers, handset shipments by 
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Mobile Entertainment Futures 2009-2013 
 
This essential new report provides analysis and growth forecasts for mobile entertainment 
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services, as well as projections to 2013 on both a global and regional level, this new study is 
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worldwide, all packed into this massive 382-page report. 
 
Please click here for more details. 
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	The operator also introduced Windows Mobile, which provides remote access to Microsoft Outlook, Word, Excel, PowerPoint, etc. A number of handheld devices support this service.
	Bundled Offerings: In order to increase its business subscriber base, Vodafone Ireland has come up with the ‘Vodafone Office’ plan, which is a broadband and phone bundle package. It offers free local and national calls from Vodafone landlines along wi...


	Performance Measurement 6 – Significance of the MNO
	Formula and Rationale
	Rankings
	MNO Strategies
	du The UAE
	Market Environment – The UAE:
	Population – 4.6 million; population in 10-74 year age-group – 3.9 million (31st Decmber 2008)
	Mobile market comprises of two operators – Etisalat and du
	Wireless market with highest penetration worldwide
	Etisalat’s monopoly broken by du
	Movistar Venezuela
	Market Environment – Venezuela:
	Population – 26.4 million; population in 10-74 year age-group – 20.5 million (31st Decmber 2008)
	Boasts one of the highest mobile penetrations in Latin America. Country’s ratio of mobile handsets to fixed line is nearly 4.5:1 (September 2008).36F
	Strong growth in subscriber numbers despite the country’s penetration surpassing the 100 percent mark.
	CDMA remains the leading technology, though MNOs are turning to GSM
	Initial dominance of prepaid service in the country; however, focus is gradually shifting towards postpaid.
	Mobily Saudi Arabia
	Market Environment – Saudi Arabia:
	Population – 28.1 million; population in 10-74 year age-group – 20.3 million (31st Decmber 2008)
	Strong growth in subscriber numbers
	3.5G networks operational in the country


	Performance Measurement 7 – Successful Growth of Revenue from Data Services
	Formula and Rationale
	Rankings
	MNO Strategies
	Smart Communications The Philippines
	Market Environment –  The Philippines:
	Dominated by the big two – Smart Communications and Globe Telecom
	Known as the ‘SMS Capital of the World’
	Nearly 1 billion SMSs are exchanged daily in the country46F
	SMS prices are extremely low, Sun Cellular offers free SMS
	The figure below shows the subscriber base of the major MNOs in The Philippines.
	Data revenue measure – Smart Communications:
	Telkomsel Indonesia
	Market Environment –  Indonesia:
	Dominated by the big three – Telkomsel, PT Satelindo and Excelcomindo
	Competition has intensified in recent years leading to considerable reductions in the price of services
	Big SMS market in the region
	3.5G networks deployed in the country
	Operators aggressively promoting their content services
	The figure below shows the subscriber base of the major MNOs in Indonesia.
	Data revenue measure – Telkomsel Indonesia:
	NTT DOCOMO Japan
	Market Environment –  Japan:
	Dominated by the big three – NTT DOCOMO, KDDI and SoftBank
	The most advanced wireless market worldwide
	Largest 3G subscriber base worldwide
	Mobile subscribers are well educated and aware about the technical know-how of wireless services
	Sole market where mobile e-mail has surpassed SMS
	4G networks in testing phase
	Mobile number portability has been introduced
	The figure below shows the subscriber base of the MNOs.
	Data revenue measure – NTT DOCOMO Japan:


	Performance Measurement 8 – Measuring Subscriber Loyalty
	Formula and Rationale
	Rankings
	MNO Strategies
	KDDI Japan
	Market Environment –  Japan:
	Dominated by the big three – NTT DOCOMO, KDDI and SoftBank
	The most advanced wireless market worldwide
	Highest 3G subscribers worldwide
	Predominantly postpaid market
	High level of subscriber loyalty high with low churn
	Higher switching cost – another reason for low churn
	Mobile number portability introduced in October 2006
	The figure below shows the subscriber base of the major MNOs in Japan.
	SingTel Singapore
	Market Environment –  Singapore:
	Wireless market comprises three MNOs – SingTel, Starhub and M1
	Low churn market
	Full mobile number portability implemented in 2008
	All MNOs offer 3G services
	Highly competitive market with very little to choose between the three MNOs
	The figure below shows the subscriber base of major MNOs in Singapore.
	Chunghwa Telecom Taiwan
	Market Environment –  Taiwan:
	Dominated by three operators – Chunghwa Telecom, FeT and Taiwan Mobile
	Among the most advanced wireless markets in Asia
	All major operators have launched 3.5G networks
	WiMAX roll out expected in 2009
	Operators are cutting voice prices and pushing data services
	MVNOs are operational in the country
	The figure below shows the subscriber base of the major MNOs in Taiwan.


	Performance Measurement 9 – Postpaid Penetration Measure
	Formula and Rationale
	Rankings
	MNO Strategies
	Telefonica Moviles Peru
	Market Environment –  Peru:
	Dominated by two MNOs – Telefonica and Claro
	One of the high growth markets in Latin America
	Network distribution is highly uneven because of varying topographies
	Primarily a Prepaid market
	Growth of prepaid subscribers outpacing growth of postpaid subscribers
	3G networks operational in the country
	The figure below shows the subscriber base of the major MNOs in Peru.
	Comcel Colombia
	Market Environment –  Colombia:
	Comcel is the clear market leader
	Prepaid subscribers dominate market
	Growth of prepaid subscribers outperforming growth of postpaid subscribers
	Operators focus more on prepaid segment for higher growth
	3G networks are operational in the country
	The figure below shows the subscriber base of the major MNOs in Colombia.
	Vodafone Egypt
	Market Environment – Egypt:
	Penetration is quite moderate (around 54 percent) despite significant growth in mobile users – reflecting a huge untapped market for MNOs
	Market primarily dominated by prepaid subscribers
	Nearly half of the Egyptian population resides in rural areas, which is driving MNOs to invest heavily in infrastructure in order to target the low-income rural areas.
	Competition in the Egyptian market has been intensified by the entry of the third player, Etisalat, as a result of the innovative services and low prices it is offering
	Internet market proliferation in the country, owing to the launch of broadband Internet connectivity in 2004 and subscriber-friendly broadband packages
	Postpaid Dominance in a Prepaid Market
	Prepaid subscribers account for the majority of the overall wireless market. MobiNil leads the market in terms of market share (45.1 percent) as well as overall subscribers (20.1 million). However, Vodafone Egypt has a strong foothold on the postpaid ...
	Focus on Postpaid Segment
	Taking into consideration that the ARPU for postpaid subscribers is greater than the prepaid segment, the former is an extremely lucrative segment for the MNOs. In order to tap this segment effectively, Vodafone has taken the following measures in ord...
	In order to increase its revenue per user, the MNO has refined its mobile tariff structure, thereby increasing the price per minute for postpaid subscribers while lowering down the postpaid monthly connection fees.
	Vodafone is targeting the business segment and promoting postpaid subscriber use through a wide range of value-added services.
	Vodafone also decided to acquire a 3G license. Primarily for the following two reasons:
	First and foremost, the operator wanted to counter the competition provided by Etisalat Misr through the launch of 3G services.
	Secondly, postpaid subscribers are likely to be heavier users compared to prepaid and more likely to use 3G services such as Internet browsing, etc.
	Vodafone promoted its 3G services for its postpaid subscribers by following an aggressive pricing strategy:
	Video Telephony – Approximately USD 0.1 (EGP 0.75) per minute56F
	Mobile TV- Approximately USD 0.1 (EGP 0.50) per minute
	Internet Surfing – Nearly USD 0.2 (EGP 1) per day (up to max of 5 MB) and an additional USD 0.8 (EGP 5) for each extra MB
	Track download – Nearly USD 0.9 (EGP 4.5) per song57F
	Besides this pricing strategy, the operator also offered 20 minutes of free video calling per month in the initial two months following the video calling service launch.
	Product Portfolio Enhancement
	Vodafone Egypt came up with the following attractive products and services for its subscribers:
	TV Phone: Via ‘Vodafone Live!’, Vodafone Egypt subscribers were able to enjoy Video and Radio streaming for the first time in this country.
	Ring Back Tones: This service was pioneered by Vodafone in the Egyptian mobile market wherein a subscriber can select from different songs and set it as their ringtone
	Balance Transfer for Vodafone El Kart and El Khat: Vodafone was the first company that gave subscribers the option of transferring small balances from their phones to their peer group, relatives, etc. through this service.
	Vodafone World: While roaming, subscribers were able to call and send SMS at flat prices.


	Performance Measurement 10 – Technology Measure
	Formula and Rationale
	MNO Strategies
	Vodacom DR Congo
	Market Environment – Democratic Republic of Congo:
	Lack of proper infrastructure results in high capital expenditure
	Vodacom’s Strategies
	MTN Sudan
	Market Environment – Sudan
	MTN Sudan’s Strategies
	Market Environment – Egypt:


	Other Leading MNOs’ Strategies
	China Mobile
	Market Environment – China:
	Largest mobile market worldwide
	Dominated by the big two – China Mobile and China Unicom
	Mobile penetration still below 50 percent
	Biggest operator China Mobile launched 3G in 2008
	Huge number of potential subscribers in rural areas
	‘Lower ARPU, lower Minutes of Usage (MoU), lower cost’: In order to drive rural market development, China Mobile has been aggressively following this strategy. Through better resource utilization and efficiency, it reduced its subscriber acquisition a...
	Economies of scale achieved through the ‘Lower ARPU, lower MoU, lower cost’ strategy was leveraged in its sales and marketing activities. It used mass broadcasting and economical advertising channels specifically catering to the rural market to boost ...
	Low-cost distribution channels were also launched in rural areas.
	Small denomination recharge and over-the-air-recharging was also promoted among the rural subscribers.
	The operator introduced a wide range of applications focussing on urban and rural development, education and environmental protection, etc.
	China Mobile also enhanced the service provisions to multi-national corporate users and trans-provincial users
	Machine-to-machine business application was also introduced in various areas in the corporate arena.
	In order to cater to the demand for mobile office, production monitoring and service management, China Mobile promoted industry-specific applications based on mobile-terminals. The figure below displays the key industry-specific applications introduce...
	Cater to increasing market demand
	Further aid in the development of value-added business
	Integrate the 2G/3G network
	Sustain the leading position in the Chinese market
	Reconstruction after natural disasters
	In 2009, the operator plans to spend 76 percent of the budget on the integration of 2G/3G and the rest for 2G wireless networks, out of which 70 percent will be used for network construction in rural areas.
	3G Development
	The operator is making rapid strides in the development of 3G technology in the Chinese wireless market. China Mobile is leveraging the existing 2G core network and launching innovative 3G services for its subscribers. The MNO has introduced 3G dual m...

	AT&T The US
	Market Environment – The US:
	Largest North American mobile market
	Dominated by the big four – AT&T, Verizon, T-Mobile and Sprint
	Among the most advanced mobile markets worldwide
	Strong presence of enterprise segment in the mobile industry
	Market experiences high ARPU generation
	Subscribers have both high awareness and technical know-how of data services
	Content Delivery on Portals: The operator has started offering unique contents on portals such as AT&T blue room and AT&T Smart Limits.
	Blue room provides features such as exclusive sports, music, gaming, live performances, original sports contents and video, wide range of commentary on different topics, to name a few.
	AT&T Smart Limit collates the wireline, wireless, Internet and video information into one online destination via this portal.
	Additionally, AT&T has also ventured into partnership with content providers such as TotalVid, Akimbo, Vongo and MobiTV. This has been done to enhance the broadband experience through differentiated entertainment-related services.
	Wireless Service Offering Portfolio: AT&T has introduced a host of attractive and exciting service offerings in the wireless space. Some of the most innovative services include the following:
	MobiTV: This service allows users to view news, sports, entertainment, etc., from more than 30 channels (MSNBC, CNBC, FOX Sports, Discovery Channel, to name a few) on their mobile phones.
	Home Monitoring Service: AT&T has launched one of the most revolutionary services which integrates wireless and Internet services and this service is available nationwide. Home Monitoring equips the users with the flexibility of accessing streaming di...
	AT&T Unity: This service offers subscribers free domestic calling to and from AT&T wireless and wireline phones. Through the AT&T Unity plan, the operator has brought together home, business and wireless calling.
	The following table lists the key factors that have led to the success of the operator.
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