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About Piran Partners

MOBILE OPERATORS

Commercially 
Focused

Experienced

Independent

THIRD PARTIES
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Who are Ethnic subscribers?

New immigrants to a country

People with family roots in other countriesPeople with family roots in other countries

Long term visitors: students, gap year, work experienceg , g p y , p

Typically, 10% of the population of a progressive country falls into this 
group

Plentiful source of new consumers to a country
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Calling Internationally
Market price positioning

Representative 
retail price perretail price per 

international minute 
(£, GBP)

Quarterly outbound International minutes (millions)
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‘Price elasticity’ curve

Representative 
retail price perretail price per 

international minute 
(£, GBP)

Quarterly outbound International minutes (millions)
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Ethnic MVNO

Representative 
retail price perretail price per 

international minute 
(£, GBP) Ethic MVNO

Price premium

Large opportunity

Quarterly outbound International minutes (millions)
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Benefits of hosting an Ethnic MVNO
to an mobile network operator

• Substantial migration of traffic away from the landline networks

• Very large market €6 billion across Europe by 2012Very large market, €6 billion across Europe by 2012 

• Access to new immigrants – a substantial growth area

O ?• How does a Mobile Network Operator address the market?

• 100% owned subsidiary with new brand, e.g. KPN’s e-plus Ayyildiz00% y , g p yy
• Third party MVNO, e.g. CPW MobileWorld or Lebara Mobile
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Accessing the consumers

• Price alone simply doesn’t work,
distribution is key

• New immigrants are wary – need 
to prove the offer is genuine p g

• Need to sell the offer from within 
the community

• Without harming the own brand’s international price point
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Maximising the profits from 
Ethnic MVNOs

• A national market can support between 3 to 4 different Ethnic MVNOs

• Pass responsibility for customer care to the Ethnic MVNO

• Ensure that national pricing is competitive but not too competitive

• Allow the Ethnic MVNO to route the international traffic

© Piran Partners LLP 2006 12



Considering your portfolio
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How does an Ethnic MVNO 
fit your MVNO portfolioy p

• Traditional wisdom has it that an MVNO portfolio should comprise large:
• Retailers
• Brands
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• We disagree.
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How does an Ethnic MVNO 
fit your MVNO portfolioy p

• Traditional wisdom has it that an MVNO portfolio should comprise large:
• Retailers
• Brands

• We disagree.

• Optimum MVNO portfolio should comprise:• Optimum MVNO portfolio should comprise:
• MVNOs with distribution – e.g. retailers
• MVNOs with a very differentiated proposition – e.g. Ethnic MVNOs
• Diversified portfolio of other MVNOs  
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UK “MVNO” market overview

• Key dimensions of a 
sustainable MVNO:sus a ab e O

– Market Focus

– Strength of Proposition

• Strength of Proposition is 
combination of:

– uniqueness of product

– distribution capability

– brand recognition

• Pure on-line plays don’t work 
– EasyMobile & Toucany
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Implementing an Ethnic MVNO

Mobile Network Operators (MNO) need to:( )

• Decide whether the Ethnic MVNO carry the International Traffic?
Th d t it’ i t t diff ti t• They need to it’s an important differentiator

• Check the Ethnic MVNOs propositionCheck the Ethnic MVNOs proposition
• Which consumers will the proposition target?

• Check the Ethnic MVNOs distribution
• Is it multi-Ethnic?  Is it effective?  And will it reach the target consumers?

• Check the Ethnic MVNOs probity 
• The calling card market has historically been associated with dubious 
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Real Life Example Piran Partner’s Client
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Lebara MobileLebara Mobile 
• Europe’s #1 Ethnic MVNO

• 5 operational MVNOs5 operational MVNOs

• Launching 3 more in 2007

• Over 450,000 users

• APRU over €20

• UK’s 4th fastest growing 
privately held companyprivately held company



Piran Partners Methodology 
VPP™ (Virtual Partner Programme) 

• 3rd Party –VPP for MVNOs

Engagement process used to secure 
wholesale agreements with mobile 
operators for third parties.



Piran Partners Methodology 
VPP™ (Virtual Partner Programme) 

• 3rd Party –VPP for MVNOs • Operator – VPP for Carriers

Engagement process used to secure 
wholesale agreements with mobile 
operators for third parties.

Process enables operator to define or 
improve their wholesale strategy, identify 
which partners to target and which products 

d i t ff hil d t diand services to offer, while understanding 
the operational impact on the business.



Financial wholesale modelling

User Profile:
• Calls made / received
• Average call durations
• Peak / Off-peak / Weekend ratios
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• Termination fees / income
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Gross Margin 
Calculator

Calculation of per call 
gross margins
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Business Engine
Financial modelling
Volume forecasts

Profit & Loss

Business Engine
Financial modelling
Volume forecasts

Profit & Loss

Retail Tariffs:
• Proposed retail tariffs per call
• Per second / unit / event charging 

Retail Tariffs:
• Proposed retail tariffs per call
• Per second / unit / event charging 

options
• SMS / VAS tariffs
• Allocation of per subscriber charges

options
• SMS / VAS tariffs
• Allocation of per subscriber charges



Five Top Tips 
Gaining MVNO agreements

• Get the story straighty g
• Don’t approach MNOs until the story and strategy stands up from all angles

• Be realistic
• Both with revenue projections and timeline expectations

• Being conscious of the MNO’s hidden hurdles
• Hidden icebergs waiting to hole your pitch

• Ensure that everything is consistent
• Often two levels of detail in advance

• It takes longer than expected
• Be patient• Be patient
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Conclusions

• Ethnic MVNOs represent a substantial opportunity

• Third party MVNOs have been more successful than 100% owned 
subsidiaries of MNOs

• Don’t put the MNO’s brand at risk by launching a branded tariff plan

• The MVNO market is currently very receptive to well presented 
propositions with experienced management teams 
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