
 

KAZAM Technologies Inc www.kazamtech.com Page 1 of 16 

Wireless & Mobile Wireless & Mobile Wireless & Mobile Wireless & Mobile ---- Trends,  Trends,  Trends,  Trends, 
Challenges & OutlookChallenges & OutlookChallenges & OutlookChallenges & Outlook    

Synopsis for 2007 - 2009 



 

KAZAM Technologies Inc www.kazamtech.com Page 2 of 16 

 
 
 

    
Wireless Wireless Wireless Wireless & Mobile & Mobile & Mobile & Mobile     

TrendsTrendsTrendsTrends, Challenges & Outlook, Challenges & Outlook, Challenges & Outlook, Challenges & Outlook    
 
 

Synopsis & Outlook 2007 – 2009 
 
 
 

 
 

 
KAZAM Technologies Inc.  2007 

 
All rights reserved 

 
 
 
 
 
Copyright Notice—Entire contents Copyright © 2006 KAZAM Technologies. All rights reserved.  Other than 
by KAZAM, no part of this work may be reproduced, stored in a retrieval system, or transmitted, in any form 
or by any means—graphic, electronic or mechanical—including, but not restricted to, photocopying, 
recording, taping or storage in an information system by any third party without the prior written consent of 
the copyright owners. 
 
 
Disclaimer— the information contained herein has been obtained from sources believed to be reliable. 
KAZAM Technologies Inc. disclaims all warranties as to the accuracy, completeness or adequacy of such 
information. KAZAM Technologies Inc. shall have no liability for errors, omissions or inadequacies in the 
information contained herein or for interpretation thereof.  The opinions expressed herein are subject to 
change without notice. 

For analyst or consulting support, please contact us at: 
+1 905 479-0080 x 112 

 
To obtain copies of our reports, please email us at 

reports@kazamtech.com or visit www.kazamtech.com 



 

KAZAM Technologies Inc www.kazamtech.com Page 3 of 16 

 

1.0 CELLULAR INFRASTRUCTURE – WHERE’S THE GROWTH, WHERE’S THE 
MONEY ............................................................................................................. 4 

1.1 REGIONS WITH HIGHEST SUBSCRIBER GROWTH ................................................... 4 
1.2 OUTLOOK FOR CELLULAR INFRASTRUCUTRE SALES GROWTH................................ 4 

2.0 OPERATOR & SERVICE PROVIDER – THE DYNAMICS, THE THREATS AND 
THE OPPORTUNITIES ....................................................................................... 5 

2.1 MOBILE OPERATOR REGIONAL DYNAMICS - REVENUES ....................................... 5 
2.2 MOBILE OPERATOR REGIONAL DYNAMICS - PROFITABILITY.................................. 5 
2.3 EMERGING SERVICE PROVIDERS, DISRUPTIVE TECHNOLOGIES & NEW BUSINESS 
MODELS ...................................................................................................................... 5 

3.0 THE PUSH BEYOND MOBILE CONTENT – AREAS OF FOCUS................... 7 
3.1 CONTENT ISN’T ALWAYS KING, SO WHAT IS? ........................................................ 7 
3.2 FIRST THINGS FIRST – WHAT INHIBITS USE......................................................... 7 

DRM & Ability to Share and Port Content ................................................................................ 7 
Ability to Access Content ......................................................................................................... 7 
Content Value Chain – Impact on Cost of Content.................................................................. 8 

3.3 UNDERSTAND THE TARGET MARKET & ITS DRIVERS ............................................ 8 
3.4 SIMPLIFY USER EXPERIENCE – INTEGRATING SERVICES & DEVICES A KEY ........... 8 
3.5 SPEED UP CONTENT DISCOVERY ........................................................................ 8 
3.6 PROVIDE VARIETY............................................................................................. 9 
3.7 BLENDED SERVICES – THE PROMISE OF IMS AND SDP ....................................... 9 
3.8 USER GENERATED CONTENT & SOCIAL NETWORKS............................................ 9 
3.9 THE CONTENT MARKET ................................................................................... 10 

4.0 MOBILE COMMERCE, ADVERTISING AND MARKETING ........................ 11 
4.1 MOBILE COMMERCE........................................................................................ 11 
4.2 MOBILE ADVERTISING & MARKETING................................................................ 12 

5.0 HOT TECHNOLOGIES & ASSOCIATED IMPACT ..................................... 14 
5.1 IMS, UMA (GAN) – IMPACT ON FIXED MOBILE CONVERGENCE & SUBSTITUTION 14 
5.2 MOBILE BROADBAND....................................................................................... 14 

 



 

KAZAM Technologies Inc www.kazamtech.com Page 4 of 16 
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1.1 REGIONS WITH HIGHEST SUBSCRIBER GROWTH 
 

The Cellular Industry surpassed the 2 billion global subscriber mark a couple of 
years ago, and is rapidly marching toward the 3rd billion. Developed markets are 
already saturated in Europe and parts of Asia-Pacific; the growth is therefore 
coming from emerging regions of the world.  
 
Emerging markets including Brazil, Russia, India and China (BRIC), Middle East 
and African (MEA), Asia, and Latin America will represent 80% of worldwide 
subscriber growth, with just the BRIC countries representing over 50 percent of 
the world’s subscriber growth between 2006 and 2009. The cellular market in 
these countries is rapidly developing, driven by an improving economic 
environment, the need for connectedness, poor wireline infrastructure, 
affordability of cellular services, and the availability of low cost handsets. 

 
1.2 OUTLOOK FOR CELLULAR INFRASTRUCUTRE SALES GROWTH 

 
We expect cellular infrastructure sales to exceed $48.3 B worldwide by 2008.  
While 80% of the subscriber growth is going to be seen in emerging markets,  
60% of the growth in sales is expected to come from mature markets in Europe 
and Asia Pacific, as they continue to invest in 3.5G and beyond.  
 
 
For more information on emerging markets and opportunities in each region, 
kindly obtain the Emerging Wireless Markets report from www.kazamtech.com 
or email reports@kazamtech.com. If you would like analyst or consulting support 
for a project, kindly call us at the contact information provided.  
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2.1 MOBILE OPERATOR REGIONAL DYNAMICS - REVENUES 
 

The worldwide average revenue per user (ARPU), have declined from an 
average of $32 in 2003 to $21 in 2006. The decline in worldwide ARPU has 
occurred as a result of growing competition in mature markets, and rapid growth 
in emerging regions, with ARPU of less than $10.   
 
2006 saw developed markets in North America and Western Europe exhibit the 
highest ARPU of $55 and $40 respectively.  Asia Pacific, Middle-east and Africa 
are each nearing the $19 mark. Latin America and Eastern Europe are at $12 
and $10 respectively. The fastest growing emerging markets, including India, 
Pakistan, China, and Indonesia, exhibit ARPU levels between $5 and $9, with 
downward pressure on these revenues.  
 

2.2 MOBILE OPERATOR REGIONAL DYNAMICS - PROFITABILITY 
 
While one would expect the operators in the developed markets to be more 
profitable, the opposite is in fact true. Operators in emerging markets have 
shown EBIDTA margins up to 70%, with an average EBITDA of 46%. Economies 
of scale, and resulting purchasing power, coupled with lower cost of operations 
and no subsidy on handsets, has helped emerging markets achieve these levels 
of profitability. 
 
Meanwhile, developed markets show an average EBITDA of around 40%, with 
many in the 25 to 35% range. Developed markets focus more on post-paid 
subscribers and operators subsidize handsets.  The result of this is a higher cost 
of acquisition than seen in emerging markets. It is expected that operators in 
developed markets will be looking to reduce the subsidies they offer, especially in 
North America, as penetration rates start to increase. At this time it makes little 
sense for Western European operators to continue to offer heavy subsidies on 
handsets. The experience from emerging markets has shown that users can pay 
for handsets. Operators in mature markets may want to develop segments and 
have a segment specific strategy on devices, offering grades of subsidy 
depending on class of device and segment. This may also enable them to better 
offer low cost (sub $30) handsets for certain segments of their market, without 
the need for subsidy.  
 

2.3 EMERGING SERVICE PROVIDERS, DISRUPTIVE TECHNOLOGIES & NEW BUSINESS 
MODELS 

 
If there were one word to describe the nature of the service provider market 
globally, it would have to be ‘disruptive’. Mature and developing markets alike are 
facing the emergence of competitive forces as a result of disruptive technologies 
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and new business models. An example of this is Skype.  What Skype achieved in 
two years, AT&T couldn’t accomplish in a hundred and twenty years. The 
emergence of last mile solutions via WiFi, WiMAX, and now UMA (GAN); low 
cost devices; proliferation of computers and the Internet; convergence;  and the 
dire need to be connected, has propelled new service providers into the market. 
These range from MVNOs and Wireless ISPs to Municipalities.  
 
New business models, where they exist, are also becoming more aggressive. An 
example of this is the expected launch of an ad-based pan-European mobile 
operator, named Blyk, offering subscribers free voice and text services. 
 
This disruption is expected to grow over the next several years, creating a 
degree of instability in the mid term, as new entrants enter and exit the market.  

For more information on emerging markets and opportunities in each region, 
kindly obtain the Emerging Wireless Markets report. For more on the nature of 
growing competition, please obtain our report entitled “Google's Telecom 
Strategy- the Impact of Google as a Disruptive Force in the Wireless 
and Broadband Space” from www.kazamtech.com or email 
reports@kazamtech.com. If you would like analyst or consulting support for a 
project, kindly call us at the contact information provided.  
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3.03.03.03.0 THE PUSH BEYOND MOBITHE PUSH BEYOND MOBITHE PUSH BEYOND MOBITHE PUSH BEYOND MOBILE CONTENTLE CONTENTLE CONTENTLE CONTENT    –––– AREAS OF  AREAS OF  AREAS OF  AREAS OF 
FOCUSFOCUSFOCUSFOCUS    

 
3.1 CONTENT ISN’T ALWAYS KING, SO WHAT IS? 
 

As the mobile content market matures, operators have started to learn that the 
key to success in the mobile content space goes far beyond having content. 
Given no shortage of content, it has quickly become apparent that the user 
experience is king. KAZAM has been working on the end user experience 
starting with SK Telecom’s 3G data portal NATE, and the EVDO June service, in 
2002.  
 
In a recent survey1 of over 6000 mobile web users, close to 70% of users across 
six countries, including the US, the UK, and Germany, indicated that they were 
dissatisfied with their mobile browsing experience. The time it took to launch the 
browser, navigate, and the overall user friendliness in content discovery and 
download were highlighted as the top 3 reasons for dissatisfaction. 
 
It has therefore become critical to create an engaging end user experience. 
Some of the key elements in creating such an experience include: 
 

3.2 FIRST THINGS FIRST – WHAT INHIBITS USE 
 
Several factors inhibit use, these include a poorly targeted service offer (one size 
fits all rather than segment focused); difficult user experience, slow access to 
content, too much content; to name a few. These are addressed later in this 
section. Other factors include: 

DRM & Ability to Share and Port Content 

  
One of the factors that impact users and result in content uptake is DRM. Users 
want to be able to share content between devices, within their communities, and 
to port this content as they change devices. While OMA has defined DRM, its 
solution has been deployed in only 20% of the European market and little 
elsewhere. A combination of licensing challenges with OMA DRM and 
fragmented solutions from other parties has impacted content sharing.   

Ability to Access Content 

 
Despite the rapid growth of 3G and 3.5G with HSDPA deployment in Europe, 
fewer than 10% of Europeans have 3G devices, and close to 90% of Europeans 
do not have access to rich media content such as full track music over the air.  

                                                
1 Going Mobile: An International Study of Content Use and Advertising on the Mobile Web On-line 
Publishers Association, March 2007. 
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Content Value Chain – Impact on Cost of Content 

 
The value chain dynamics of content are getting understandably complex as a 
result of the variety of content, opposing demands from the operators and the 
content rights owners, and the emergence of user generated content. The cost 
for certain types of content such as brand owned real tones is very high as a 
result of royalties on the part of content owners and the desire for wireless 
operators to reap the rewards from the sale of content.  
 
It is expected that the mobile music industry alone will reach $30B by 2009; 
however, only 12% of the music on mobile phones is being downloaded over the 
air. The remainder is from means such as side-loading. This illustrates how 
important it is for both the operators and the content owners to reach a balance. 
Operators are set to lose with the advent of side-loading and user generated 
content if things are left status quo. Some operators are beginning to look at 
mobile advertising as a means to offset costs or generate additional revenue 
streams, though this is still a very nascent approach.  
 

3.3 UNDERSTAND THE TARGET MARKET & ITS DRIVERS 
 

Defining the strategic intent and imperatives is critical.  For instance, is the 
strategic intent to grow the percentage of high value customers vs. simply 
growing market share independent of the quality of user? This is important in 
developing segmentation, and tailoring, packaging and offering plans to users in 
these segments. SK Telecom has six different segments for its data services. 
Experience has shown that a one size fits all approach offers limited incremental 
value to operators wanting to attract users and drive revenues from content. 

 
3.4 SIMPLIFY USER EXPERIENCE – INTEGRATING SERVICES & DEVICES A KEY 
 

A simple user experience promotes usage significantly. However this requires a 
sound understanding of customer drivers to offer a segment tailored user 
experience. Korean and Japanese operators have successfully integrated 
services through intelligent service delivery mechanisms, and tight integration 
with handsets.  
 
In Korea, a handset standard called WIPI has been mandated to support faster 
integration of services to devices and facilitate testing of applications, as a result 
of a standard device-application layer interface. WIPI is somewhat similar to, but 
much more diverse than BREW has done for the handset.  

 
3.5 SPEED UP CONTENT DISCOVERY  
 

As the previously mentioned survey indicates, the entire process of having to 
launch a slow mobile browser to download content is painful for most users and a 
deterrent to the uptake of data services. 

 
User interface optimization approaches being used include the combination of 
intelligent user agents (in Korea), content discovery and search tools (most 
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mature markets are starting this), and OTA loaded previews of the hottest 
content. In the last case, a user can select from a list of hottest content icons on 
their front screen. This pre-loaded content (refreshed once or more daily) allows 
the user to preview the content and download it, if they are interested. Upon a 
download request by the user, the browser is still activated, but this happens 
transparently in the background once the user has shown interest in the content. 
This is a much more attractive way in which to offer content to users, rather than 
having the bottle-neck of a browser that must first be launched in order to view 
and download content.  
 
We expect the activity in content discovery and UI optimization to continue to 
grow. 

 
3.6 PROVIDE VARIETY  
 

Users get bored easily, and the average shelf life of content is 6 weeks. We 
observed that the longest shelf life of mobile content was 3 months for Jamba’s 
Crazy Frog.  
 
In mature markets like Korea, content is refreshed several times a day. 
Operators are beginning to reassess their on-deck/off-deck strategy, so as not to 
over whelm the end user. This is critical as approximately 80% of content 
revenue is derived from 20% of the content. As we don’t always know which 20% 
will be successful, operators must be able to rapidly refresh content. 

 
3.7 BLENDED SERVICES – THE PROMISE OF IMS AND SDP 
 

Service take-rates and repeat usage of a service increase when multiple services 
are integrated together in a seamless manner.  An example is presence enabled 
instant messaging (similar to the computer experience). With the advent of IMS 
and SDP, service blending is being promised, and we see more operators 
interested in the benefits of these enablers to offer a more compelling user 
experience.  
 
While IMS has been mostly in trial and the initial experiences have posed several 
challenges for IMS, we see IMS taking form in a staged manner for most 
operators with evolution over several years to full IMS capability. The key 
services of focus for IMS will likely be VOIP and UMA (GAN – WiFi/Cellular 
interoperable) and address book and presence based services.  

 
3.8 USER GENERATED CONTENT & SOCIAL NETWORKS 
 

User generated content and communities are continuing to grow. While YouTube 
has made this notion more pervasive, Korea has had Cyworld for over four years. 
To drive convergence and focus on the internet and broadcasting, SK 
Communications acquired Cyworld for $ 8.5M in 2003. Sales have exceeded 
$140M, with over 18 million members, or more than a third of the country's entire 
population. 90% of all Koreans in their 20s have signed up. Cyworld announced 
plans to launch service in the US to compete against MySpace, and is working 
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with Helio to provide the service. The focus for Cyworld is less on advertising and 
more on viral marketing. Cyworld’s revenue comes from the sale of virtual items 
worth nearly $300,000 a day, or more than $ 7 per user per year. By comparison, 
ad-heavy MySpace makes an estimated $2.17 per user per year2. 
 
  

3.9 THE CONTENT MARKET  
  

We estimate that the total data services market will approach $194B worldwide 
by 2009. The content piece of this for entertainment is expected to represent 
nearly half of these revenues, approaching $70B. Majority of the other revenues 
will be represented by data services including email, messaging, machine to 
machine communications, etc. Of the $70B for content, approximately half will be 
through the sale of music in one form or another (ringtones, ringback tones, 
music videos, etc.). However, current numbers indicate that only 12% of the 
music on phones is downloaded over the air onto a phone, the majority of it is 
side-loaded. We see this trend to continue into the near future, fueled further by 
Apple’s iPhone, on heals of its iPod success.  

 

For more information on successful content strategies, please obtain our in-depth 
reports entitled “Proven Strategies for 3G & Broadband Mobile Data Services 
& Applications - Case Studies from Mature Markets, Volume I and Volume 
II”  from www.kazamtech.com or email reports@kazamtech.com. If you would 
like analyst or consulting support for a project, kindly call us at the contact 
information provided.  

                                                
2 Cyworld Attacks!, CNN Money, Oct. 2006 
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4.04.04.04.0 MOBILE COMMERCE, ADVMOBILE COMMERCE, ADVMOBILE COMMERCE, ADVMOBILE COMMERCE, ADVERTISING ERTISING ERTISING ERTISING AND MARKETINGAND MARKETINGAND MARKETINGAND MARKETING    
 
4.1 MOBILE COMMERCE  

 
While the experience of m-commerce has been mixed, and arguably lined with 
more failures than success, the opportunity for m-commerce has resurfaced, and 
unlike the late 1990’s when there was significant hype as a result of the internet 
bubble, the outlook for m-commerce is starting to look more promising.  
 
The global m-commerce market is expected to reach US$88 billion by 2009, 
largely driven by mobile entertainment. According to the GSMA, ticket purchases 
will also emerge as a major application area in 20073 and continue to grow into 
2009. A catalyst in the growth of m-commerce has been as a result of 
improvements in technology (better security, greater bandwidths, appealing 
content, devices, etc.); however a significant role is played by non technical 
developments, including the growth of the pre-paid market and interest in 
providing m-commerce capability to this market, which is largely comprised of 
youth. Other non technical challenges include the m-commerce value chain for 
payments and transactions, with settlement, fulfillment, and tracking of financial 
transactions is important. Financial institutions such as banks and credit card 
companies, operators, and merchants all need to be able to participate in the 
value chain.  
 
According to an on-line survey conducted in the US4 at CTIA Wireless 2006, 58% 
of those surveyed would purchase a device with m-commerce capability, wireless 
banking and biometric security features similar to those available in Asia, and 
47% would consider switching service providers to obtain the services. Nearly 
one-third would pay an additional US$20-50 more for their new featured phone, 
according to the survey.  
 

                                                
3 “M-commerce”, GSMA 
4 AuthenTec conducted an on-line survey at CTIA Wireless 2006, with nearly 500 cell phone users. 
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We observe that the key components needed for a successful m-commerce 
deployment include ubiquity of service; integration into devices; the end user 
experience in using the service; security and privacy; successfully building a 
service delivery supply chain of partners and cost of the service. 
 

For more information on successful m-commerce strategies and experiences 
from mature markets, please obtain our reports entitled “M-Commerce – 
Lessons from mature and developing markets” from www.kazamtech.com or 
email reports@kazamtech.com. If you would like analyst or consulting support for 
a project, kindly call us at the contact information provided.  

4.2 MOBILE ADVERTISING & MARKETING  
 
Studies indicate that less than 10% of users in the US are open to mobile ads, 
and over half do not trust them. While the indications are that most users do not 
prefer mobile ads, the preferences vary by region, and it seems that despite the 
cold reception to mobile ads, they are here to stay.  
 
Mobile ads offer advertisers the potential to tightly link user response to the 
specific user, via the phone number. There is potential in the near future on a 
user opt-in basis, for advertisers to now the location, through GPS enabled 
devices, and the current availability of a user, through presence. This raises 
some privacy concerns, but should users opt-in to this, in return for special 
pricing, this offers advertisers an extremely powerful means to access users at 
the best time.  
 
The models for mobile advertising vary. The traditional messaging based model 
coupled with short-codes; the mobile browser model where banner ads are 

Figure 1 - Results of an on-line survey at CTIA 2006, showed interest in a large 
percentage of cell phone users to use their devices to make m-commerce transactions. 
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displayed on the screen; and the more sophisticated multimedia ads based 
model. The last category was spear-headed in Korea, where premium video clips 
of high end products are downloaded at night onto opt-in customers’ handsets. 
These offers are often exclusive to the service provider’s customers.  
 
Mobile advertising has also gained momentum as a result of the cost of 
delivering multimedia rich streaming content. Service providers are considering 
mobile advertising as a means to offset costs. Most recently, the launch of an ad 
supported MVNO named Blyk has been announced. Blyk is expected to offer 
free mobile voice and text services, with a revenue model based on mobile 
advertising.  
 
While mobile advertising is expected to grow, service providers and advertisers 
have to be careful in how this is approached, so as not to overwhelm or annoy 
end users.  
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5.05.05.05.0 HOT TECHNOLOGIES & AHOT TECHNOLOGIES & AHOT TECHNOLOGIES & AHOT TECHNOLOGIES & ASSOCIATED SSOCIATED SSOCIATED SSOCIATED IMPACTIMPACTIMPACTIMPACT    
 
5.1 IMS, UMA (GAN) – IMPACT ON FIXED MOBILE CONVERGENCE & 

SUBSTITUTION 
 
IMS continues to garner interest with triple/quad play operators looking to it as a 
means to achieve fixed mobile convergence. Another promise of IMS is the 
ability to offer integrated or blended services. We feel that blended services, 
rather than simply bundled services are the key to driving customer retention. 
However, IMS is not simple to deploy. Operators are beginning to realize that it 
comes with many challenges, including interoperability, integration, testing, and 
deployment issues. Cost benefits achieved via the CAPEX savings in launching 
IMS are expected to be out done by the professional services and associated 
OPEX costs to launch IMS.  
 
Operators are still working through the challenges of IMS and the overall move 
toward FMC has been relatively slow.   
 
Fixed mobile substitution is becoming more of a reality fuelled by the advent in 
some markets, as a result of three key ingredients. These include number 
portability (Canada implemented wireline to wireless and vice versa number 
portability in March of 2007); the availability of multi-mode devices supporting 
UMA (GAN) Cellular/WiFi services; and the reduction in cellular rate plans.  
 
As a result, wireline and Cable operators have been looking at partnering with 
wireless operators to launch an MVNO in conjunction with UMA to hedge against 
FMS.  
 

 
5.2 MOBILE BROADBAND 

 
Operators haven’t even fully monetized their investments in EVDO and HSDPA, 
and we are already seeing a lot of excitement for 3GLTE, UWB, and WiMAX in 
the 2007 to 2009 timeframe.  
 
While EVDO and HSDPA have both grown rapidly over the last year, WiMAX has 
been slow to garner support from mainstream wireless operators. With the 
announcement from Sprint in selecting WiMAX to be its technology of choice for 
evolution to 4G, interest has rekindled in the technology. Vodafone’s CEO Arum 
Sarin’s recent about turn on WiMAX versus 3GLTE was also somewhat of a 
surprise to some in the Industry.   
 
While the promise of 3GLTE and UWB are high and they may offer a more 
natural evolution path for mobile carriers than WiMAX, WiMAX is available today. 
This makes the value proposition for WiMAX more attractive.  
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Korea’s experience in WiMAX has been poor to say the least. It launched WiBRO 
(mobile WiMAX) with little success as a result of pervasive high speed EVDO 
and HSPDA coverage and mobile broadcast services including DMB-T and 
DMB-S.  
 
We expect the WiMAX infrastructure market to reach $3.2B by 2009.  
 
 
For more information on new technologies and their impacts, please obtain our 
reports entitled “IP Multimedia Subsystems (IMS) - Drivers, Industry Analysis 
and Architecture” and “3G, Broadband and IMS Technologies to Enable 
Wireless Data Applications & Services” from www.kazamtech.com or email 
reports@kazamtech.com. If you would like analyst or consulting support for a 
project, kindly call us at the contact information provided. 
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IMPORTANT: 
 

This topic can be presented by KAZAM Technologies Inc. with 
current perspectives and valuable insights. Please contact us at +1 
905 479 0080 Ext. 112 for inquiries. 

 

 
KAZAM OVERVIEW 

 
KAZAM Technologies Inc. provides telecommunications and broadband advisory 
and consulting services to the world’s leading telecom operators, vendors and 
businesses. KAZAM Technologies was ranked in the top 25 up and coming 
companies in Canada by the Branham Group in 2005. 
 

• Ranked in the top 300 Companies in Canada alongside Bell, TELUS, 
Rogers, Nortel, IBM, and RIM [Branham Group, 2005] 

• The fasted growing wireless, wireline, and broadband strategy and 
planning consultancy in Canada 

• Works with the most advanced operators from Canada to South Korea 
• Has Key Leaders participating on Advisory Board 
• Methodology recognized as best suited to manage disruptive 

technologies and new business models for successful competition 
• Able to secure $100 Million in investment for Operator Equity, for qualified 

Operators undergoing transformation 
  


