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	The success of this service prompted the operator to expand it across all 21 MTN operations in the Middle East and African region in the first quarter of 2009.
	Popularising non-voice services: The operator offers services such as ring back tones to create demand for data services and counter declining ARPU. MTN Nigeria was the first Nigerian operator to launch 3G products in 2006. It looks to leverage high s...
	Zain Sudan
	Market Environment – Sudan
	Handset prices are a major barrier to increasing mobile penetration
	During the period 2005-2008, the price of acquiring a SIM has been slashed from over USD 50 to approximately USD 1.55F
	Low ARPU market with about four-fifths of the subscriber base using entry-level handsets
	Increasing competition between Zain Sudan, MTN Sudan, and Sudatel Telecom (CDMA)
	Low penetration level (24.0 percent) presents latent growth opportunity for operators.
	Young demographics, with approximately 21 percent in the 15-25 years age group.
	With the civil disturbance under control in Darfur (in southern Sudan), and the Government of Southern Sudan, in late 2007, allowing Zain and MTN to expand their mobile services there, the country may witness swift growth in subscribers in the next co...
	Encouraging high usage among prepaid subscribers: Sudan is primarily a prepaid market with both major operators Zain and MTN having above 95 percent prepaid subscribers as of year-end 2008. Zain – in addition to drawing subscribers to postpaid plans –...
	Targeting youth segment: Zain Sudan targets the youth segment, primarily university students, through dedicated packages such as ‘Lamatna’. The service provides the facility of ‘community charging’ to students. The service also provides discounts for ...
	Using music services for driving ARPU: Zain has been successful in creating mass interest for music-based services. Ring Back Tone (RBT) has emerged as a killer application in this low ARPU market. RBT garnered 0.6 million users in two months of launc...
	Encouraging inter-state calls while roaming: Zain Group has provided a ‘One Network’ service across 16 countries in the Middle East and African region since April 2009.  The service enables travellers to use their local SIM card to make calls at local...
	Maroc Telecom Morocco
	Market Environment – Morocco
	Morocco is predominantly a prepaid market with prepaid subscribers forming approximately 95.5 percent of its subscriber base.
	Maroc Telecom and Medi Telecom are the two major operators in the market; Maroc Telecom had approximately 65.0 percent market share as of end-2008.
	Despite subscriber additions primarily coming from the low income segments, ARPU has been steady.
	Major MNOs launched 3.5G networks in mid-2007 – with a full launch in major towns/cities following in mid-2008; the Moroccan market is showing encouraging signs for the uptake of data services.
	Operators are pushing the utilisation of 3.5G networks forward by offering unlimited voice and data offerings.
	Safaricom Kenya
	Market Environment – Kenya:
	Growing competition from Celtel and Orange Kenya
	High percentage of population is rural
	Predominantly prepaid market
	Requirement of high CAPEX (capital expenditure) for expanding coverage
	The figure below shows the subscriber base of the major MNOs in Kenya.


	Performance Measurement 3 – Revenue Growth of the MNO
	Formula and Rationale
	Rankings
	MNO Strategies
	life:) Ukraine
	Market Environment – Ukraine:
	The nominal penetration of Ukraine’s mobile market is more than 100 percent; however, the actual figure hovers around the 60-70 percent mark as this market is host to multiple SIM-cards, which account for an additional 30 percent.13F
	NGN (Next Generation Network) technologies are being deployed with the aim of modernizing fixed-line networks and offering convergence services
	MNOs are increasingly focusing on network expansion and enhancing broadband services.
	Fiercely competitive market with three leading players – Kyivstar, MTS, and life:) fighting for market share.
	Broadband witnessing sluggish growth due to the country’s underdeveloped Internet sector.
	The figure below shows the developments in the market share of Ukrainian MNOs during 2006-2008.
	The figure below shows the total revenues generated by Ukrainian MNOs during 2006-2008.
	BITE Lithuania
	Market Environment – Lithuania:
	Small but highly competitive market with the presence of three established players (Omnitel, Tele2, and BITE)
	Leader in terms of mobile penetration among the Baltic States, resulting from the extremely high SIM card penetration
	Mobile broadband is making rapid strides, with operators taking full advantage of the investments in 3G and HSDPA networks
	Internet market pretty well developed with broadband accounting for 90 percent of connections
	The figure below shows the total revenues generated by Lithuanian MNOs during 2007-2008.
	Oi Brazil
	Market Environment –  Brazil:
	The largest mobile market in terms of subscriber numbers in Latin America
	Dominated by the big four – Vivo, Claro, TIM and Oi
	Predominantly a prepaid market with nearly 81.4 percent of total mobile subscribers being prepaid by end-2008
	3.5G has been launched in the market
	Mobile number portability implemented in the country
	The figure below shows the subscriber base of the major MNOs in Brazil.
	The figure below shows the total revenues generated by the four largest Brazilian MNOs according to their total revenues during 2006-2008.


	Performance Measurement 4 – MNO Profitability
	EBITDA Margin
	MNO Strategies
	Globe Telecom The Philippines
	Market Environment – The Philippines:
	Country has significant mobile penetration of 71 percent despite the region’s low income levels
	Competition exists among the two leading players – Smart and Globe – which together constitute nearly 60 percent of The Philippines market
	The overall telecom market is gaining momentum, characterized by increased competition, evolving business models, technology enhancement, etc.
	The Philippines accounts for one of the highest SMS volumes worldwide
	Uptake of 3G has been quite slow as a result of various factors, including expensive 3G handsets, and high tariffs for non-SMS data traffic
	The Philippines VAS (value added services) market is witnessing strong growth as most companies are developing of wireless applications providing content services.
	EBITDA Margin and Revenues – Globe Telecom:
	Re-branding: As a step to effectively align its products and services for all subscribers (including business), Globe came up with a new branding strategy. This new strategy meant that all the products and services in the mobile and broadband category...
	WiMAX Service: Globe has been the first operator in The Philippines to launch WiMAX services. The MNO’s network is one of the biggest broadband networks in the South East Asian region. The package will allow users to enjoy Internet access at speeds of...
	Enhancing Usability: The MNO has partnered with Nokia Siemens Networks in order to upgrade its prepaid charging system. The enhancement helped the operator in enriching the experience of its subscribers and also improving its operational efficiency. A...
	Service Innovations: Globe has gained prominence in The Philippines wireless market for devising an innovative service and product portfolio. Some of the major service innovations include:
	Duo – Mobile and Landline in One: The operator launched a total convergent solution ‘Duo – Mobile and Landline in One’ in partnership with Acision (a leading messaging company) which would work on both fixed and mobile networks for postpaid subscriber...
	Share-A-Load: This innovative service allows postpaid, prepaid and TM subscribers to transfer prepaid call and text credits to other Globe and Touch Mobile Prepaid subscribers via SMS. The loading service allows the transfer of amounts ranging from ne...
	Globe GCASH: This is another ground-breaking service from Globe Telecom, wherein subscribers’ phones are converted into mobile wallets. It offers a range of services such as buying goods, transfering money person-to-person, receiving domestic funds an...
	Plan Duo Subscription: This service allows Globe subscribers to carry two numbers (one mobile and one landline) in a single SIM card. Subscription to this service comes at a price of USD 8.32 per month (PHP 399 per month).25F
	Djezzy Algeria
	Market Environment –  Algeria:
	Dominated by the big two – Djezzy and Nedjma
	One of the fastest growing wireless markets in the Middle East and Africa
	Operators have launched different brands to target different segments
	The figure below shows the subscriber base of the major MNOs in Algeria.
	EBITDA Margin and Revenues – Djezzy Algeria:
	KPN The Netherlands
	Market Environment – The Netherlands:
	The country hosts one of Europe’s most sophisticated and advanced fibre infrastructures
	The acquisition of Orange by T-Mobile has led to the emergence of three MNOs in The Netherlands wireless market – KPN, T-Mobile, and Vodafone
	3G is acting as the driving force behind the increase in subscriber numbers; however, the market for high-end data services is still in its nascent stage as a result of low consumer enthusiasm
	All three operators are providers of wholesale services to MVNOs (Mobile Virtual Network Operators) and resellers and have been able to cover almost 90 percent of the population via their 3G networks26F
	Owing to extensive government investment, the country has one of the highest levels of broadband penetration worldwide
	EBITDA Margin and Revenues – KPN:
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	Formula and Rationale


	Performance Measurement 5 – MNO Growth vs. Market Growth
	Formula and Rationale
	Rankings
	MNO Strategies
	Wind Italy
	Market Environment – Italy:
	Italians are very receptive to data services; the market’s affinity for data services including GPRS, MMS, and other multimedia services based on 3G/3.5G networks is creating opportunities for operators to increase revenues.
	The entrance of virtual mobile network operators has intensified the already existing competition among four major operators. The figure below shows the market share of Italian MNOs during 2006-2008.
	Prepaid subscribers formed over 80 percent of the Italian mobile subscriber base by end-2008; considering the high percentage of prepaid subscribers, the market has high data usage – which is generally not associated with prepaid markets
	The market has pioneered evolving technologies innovative offerings (triple play; quadruple play, fixed-mobile convergence); and is among the leading markets in mobile television
	TDC Denmark
	Market Environment – Denmark:
	Demand for data services is providing the impetus for growth among the main operators – TDC, Telia Denmark, and Sonofon
	3G services have a widespread presence across the country, with all the major MNOs planning to roll out HSDPA upgrades
	Among the European countries, Denmark has displayed impressive uptake of broadband and digital media services, with the analogue switch-off expected by end-2009.
	Targeting Business Segment: Business Nordic group has catered to the requirements of the business segment effectively by launching various products exclusively for this segment. This includes Turbo 3G services based on HSDPA technology to cater to the...
	Customized Product Offerings: Fixnet Nordic introduced various products/offerings targeting the needs of different groups:
	Only company in Denmark to introduce unlimited music downloads of more than two million tracks for its broadband and mobile subscribers at no extra charge, via its ‘PLAY’ service in 2008
	Owing to the decrease in subscriber base of traditional landline telephony and also to counter migration between mobile and VoIP, Fixnet came up with various flat-rate products. TDC Telefoni (a PSTN subscription) was launched wherein the users enjoyed...
	Convergence Product: Fixnet Nordic launched a convergence product ‘Duét’ which bundled landline and a mobile subscription. It also includes an advanced forwarding function between subscribers’ landline and mobiles. The subscriber base for this service...
	Innovative Services: Mobile Nordic has continually improved the user experience by introducing new, innovative services for its users. The company launched a new service where the users can view the caller’s name and address even if the contact is not...
	Vodafone Ireland
	Market Environment – Ireland:
	The market is dominated primarily by three players namely Vodafone, O2, and Meteor.
	The Mobile market is witnessing fierce competition owing to the entry of MVNOs. This has caused changes to the wireless landscape, including the failure of Smart Telecom (fourth 3G operator) and the consolidation of Meteor as a mobile arm of Eircom
	Mobile broadband is growing fast as a result of flat-rate data plans
	The broadband market is quite under-developed compared to other European countries; however, Government efforts to enhance the local loop unbundling is helping the market to register growth, albeit slow
	Attractive Tariff Plans: Vodafone Ireland has launched exciting tariff/price plans for its subscribers:
	New Perfect Fit 400 and 600 postpaid plans have been launched, wherein the users enjoy the flexibility of calling other Vodafone users free of charge. This plan has lifetime validity and is available to new as well as existing subscribers. Vodafone su...
	The company introduced the Prepay tariff - which has no signing or connection fee - for the Polish community. Looking at the vast Polish community in Ireland, Vodafone targeted this group with special tariff plans as Poles considered mobile as their p...
	First Time Services: The operator has pioneered various new services in Ireland’s wireless market. These include:
	Vodafone Mobile Internet: Vodafone Ireland has integrated the Internet and mobile through Vodafone Mobile Internet by partnering with popular websites such as eBay, Google, MySpace, etc., in order to deliver a rich user experience. This service does n...
	3G services: Vodafone was the first Irish operator to launch 3G data services and 3G broadband
	Vodafone Unlimited Data: The operator launched a flat-rate 3G mobile Internet service. This service is available at USD 77.3 (EUR 49) per month and allows unlimited e-mail and Internet access anytime.
	The package also allows subscribers to enjoy Vodafone’s 3G broadband network using HSDPA technology. This service comes at a cost of approximately USD 77.3 (EUR 49) per month offering a speed of 1.2 Mbps.30F
	Sky Mobile TV: The MNO has been the pioneer in launching Mobile TV in this country. The host of services include 24-hour news channels, sports,and entertainment.
	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.


	Summary and Conclusions
	Traditional KPIs
	Ranking 1: Traditional Approach
	Ranking 2: Normalised Approach
	Ranking 3: Blended Approach
	Notes covering a few anomalies, outliers and interesting observations
	Objective Analysis of Regional Performance in Three Core Areas of Success
	Overall Ranking 1 – Best MNOs by region for size and growth
	Overall Ranking 2 – Best MNOs by region for extracting revenues from subscribers
	Overall Ranking 3 – Best MNOs by region for advancing non-voice mobile services


	Methodology
	Appendices
	Glossary
	1G or First Generation Packet Data Networks
	2G or Second Generation Packet Data Networks
	2.5G
	3G or third generation
	4G or fourth generation
	AAC
	AMR
	AMPS
	Average Profit per User (APPU)
	Average Revenue per User (ARPU)
	Backhaul
	BMP
	BoP
	BREW
	Broadcast Technologies for Mobile TV
	BTS
	BWA
	CAPEX
	CDMA
	CDMA2000 1x
	Churn Rate
	Concatenate
	DoJa
	DRM
	DSL
	DVB-H
	EBITDA margin
	EDGE
	Emoticon
	EV-DO
	ExEn
	GIF
	GPRS
	GSM
	GUI
	HTML
	IC
	iMelody
	Instant Messaging
	Intranet
	i-mode
	IMPS
	IMS
	Interoperability
	J2ME
	Java
	JPEG
	LTE
	MIDI
	MNO market penetration
	Mobile Number Portability (MNP)
	Mobile penetration
	MP3
	MVNO
	Node - B
	Nokia Binary
	OPEX
	Packet Data
	PCO
	PCS networks
	PDA
	PDC
	PHS system
	PIM
	PNG
	Purchasing Power Parity (PPP)
	PTT
	QCP
	RAN
	SIM card
	SIM Toolkit
	SIMPLE
	SIP
	Smartphone
	SMS TV
	SMSC
	SoC
	SS7
	TIFF
	TDD
	TDMA
	UMTS
	UMTS TDD
	UMTS FDD
	VAS
	vCalender
	vCard
	WAP
	WAV
	WBMP
	WiBro
	Wi-Fi
	WiMAX
	Wireless MAN
	WLL
	WMA
	WML
	W-CDMA

	Portio Research Classifications
	Geographical Regions:
	Mobile Subscribers
	Currency and Monetary Values

	Companies Mentioned in this Report
	About the Authors
	John White

	Also available from Portio Research Limited

	PortioDirect_27_May_2009.pdf
	1: 7aa




