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The home is the most 

competitive location for providing 

telecommunications services today. 

Fixed, cable, mobile and VoIP 

providers all work aggressively to 

provide a full range of personal 

communication services (voice, 

instant messaging, email, social 

networking) to consumers, with a 

primary goal of winning additional 

mind (and wallet)-share from 

consumers when at home. Many 

within the industry have termed this 

fierce competition as the “battle  

for the building.”

Home Zone 2.0  
Mobile operators set  
their sites on your home

COVER STORY
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For mobile operators, one of the most successful weapons in the battle for the building is the 
deployment of Home Zone services.  A Home Zone service is based on a mobile operator defining 
a service area around a subscriber’s home where the operator can aggressively price service.  For 
example, when a subscriber is within his or her Home Zone (i.e., the subscriber is being served by 
the cell tower nearest to home), mobile calls are charged at land-line rates.  Introduced in a number 
of Western European countries, these first-generation Home Zone services have proved popular with 
consumers.  Unfortunately, as these services are based on using the macro radio access network 
(RAN), they also present a number of significant challenges for mobile operators.

�Revenue Leakage: As a subscriber’s “Home Zone” is based on the cell tower(s) that services their 
home, in many situations a subscriber could be served by the same tower throughout their day, 
whether at home, work or in transit. 
�

Shrinking Margins: As the Home Zone service uses the macro RAN, an operator’s cost of service 
delivery remains the same.  As a result, operators are directly sacrificing service margins.

�Poor Performance: Unfortunately, the home is often ill-served from the macro RAN, as it is 
plagued by poor indoor coverage, particularly with high-speed 3G technologies.

To address these cost and performance challenges, mobile operators are beginning to launch the 
next generation of Home Zone services, known as “Home Zone 2.0” (HZ2.0).  HZ2.0 services are 
defined by two primary characteristics.  

First, they use a low-power femtocell or Wi-Fi access point deployed within a subscriber’s home to 
address revenue leakage and poor performance.  

The low-power access points overcome wireless service coverage issues.  Moreover, these access 
points improve the performance of the handset in the home because the radio resource is closer to 
the device.  The signal is stronger and as a result, data rates are typically higher.  A stronger signal 
also leads to lower power consumption on the handset, as the handset needs to transmit only a short 
distance.  Finally, offloading voice and data traffic to the micro radio access point frees up valuable 
macro network spectrum for outdoor mobile service delivery.

With a relatively small coverage radius (typically within the home), low-power access points 
constrain the home ‘zone’ and address the revenue leakage issue of alternative approaches.  This 
improved Home Zone resolution helps operators keep the benefits of the HZ2.0 service actually within 
the home.    

Second, HZ2.0 services use a subscriber’s existing home broadband access connection for 
backhauling mobile services.  Broadband penetration in developed markets ranges from 35-60% of 
households.  For mobile operators, broadband represents an ultra-low cost transport network that 
improves the margins for voice and data service delivery.  

Also, a wired broadband network provides fast, reliable IP transport for new revenue-generating mobile 
data services.  When delivered through high-speed 3G femtocells or Wi-Fi connections, subscribers get 
a true broadband mobile data experience.  

Home Zone 2.0 – Deployed Today Home Zone 2.0 is not just a concept; operators 
have begun to deploy  services today.  ABI Research recently published a report projecting the number 
of HZ2.0 (femtocell and dual-mode handset (DMH)-based) subscribers to reach more than 250 
million worldwide by 2012.  
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Orange’s multi-national Unik/Unique HZ2.0 service 
offer, based on DMH and Wi-Fi, is among the most 
successful worldwide.  Deployed for more than a year in 
France, Orange’s Unik service has delivered a 10% increase 
in average revenue per user (ARPU), and 15% of subscribers 
who take the service are new to Orange mobile.

  In more recent months, the US has seen the industry’s 
first femtocell-based HZ2.0 offer. Sprint’s Airave service is 
currently in limited production, available in just two cities, 
but offers a promising glimpse at a femtocell service offer.

Sprint’s femtocell is available for a one-time fee of 
$49.95.  For an additional $15/month, subscribers receive 
unlimited calling when in their Home Zone.  This offer 
compares very favorably with competitive unlimited call-
ing packages.  Vonage, for example, offers unlimited in-
home calling for $25/month.  

It is interesting to compare Airave 
with the US’s other HZ2.0 service 
offer.  T-Mobile’s HotSpot @Home 
offer is a Wi-Fi-based plan that was 
rolled out nationwide in June 2007.  
The HotSpot @Home plan offers 
unlimited calling from within the 
zone for $20/month.  A T-Mobile-
branded Wi-Fi access point is avail-
able for $49.95, but subscribers are 
able to use their own access points.    

One advantage of the HotSpot @
Home service is subscribers can at-
tach to any access point anywhere 
in the world and receive discounted 
calling.  This has made HotSpot @
Home particularly attractive for in-
ternational travelers.  

UMA – Delivering 
Home Zone 2.0  UMA 
(Universal Mobile Access) is the 
3GPP standard behind the vast 
majority of DMH and femtocell-
based HZ2.0 services.  With UMA, 
mobile operators can now deploy 
low-power, low-cost Wi-Fi or 
femtocell access points directly into 
subscriber homes for dedicated 
coverage and capacity, as well as 
leverage broadband access and the 

internet for low-cost mobile service backhaul.
UMA supports both 2G and 3G core network services.  

UMA network controllers can typically support either DMH 
or femtocell services, offering flexibility and protection for 
operators investing in a Home Zone infrastructure.  

Stéphane Téral, principal analyst with Infonetics 
Research, recently completed an exhaustive report on the 
fixed-mobile convergence (FMC) market.  In the report, 
Infonetics forecasts the FMC market, including UMA 
network controllers, multi-access convergence gateways, 
and dual-mode cellular/WiFi phones will grow to $46.3 
billion by 2010. At the conclusion of his analysis, Teral 
commented: “For those who still believe UMA will be 
short lived, it can now support 3G, is backed by the 3GPP, 
has a clear migration roadmap to IMS and is becoming the 
default case for femtocells.”
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Figure 1:  �First generation home zone based on cellular ne�twork



Conclusion  Mobile operators have begun to 
realize the strategic imperative of HZ2.0.  The home is an 
extremely competitive telecom location and represents 
an enormous growth opportunity.  However, the existing 
macro radio network does not meet the cost or performance 
requirements to win the ‘battle for the building.’

Low-power access points (femtocells and Wi-Fi) offer 
advantages for mobile operators to address indoor mobile 

radio performance.  By leveraging broadband and IP as a 
backhaul network technology, operators can dramatically 
lower the cost of delivering services.  

HZ2.0 services relying on broadband access and low 
power access points (femtocells and Wi-Fi) are being 
deployed by operators today.  UMA is the technology that 
powers HZ2.0.     

Internet &
Broadband

UMA Network Controller
(a.k.a. RAN Gateway)

           WiFi

           2G/3G           2G/3G

Home Zone

Mobile Core
Network
(Circuit, Packet, 

IMS services)

Mobile Core
Network
(Circuit, Packet, 

IMS services)

2G/3G

Figure 2:  Home Zone 2.0 solution using low-power access points and broadband backhaul

For those who still believe UMA will be short lived, 
it can now support 3G, is backed by the 3GPP, has a 
clear migration roadmap to IMS and is becoming the 
default case for femtocells.  Stéphane Téral, principal analyst 
with Infonetics Research



LTE on the  
Horizon

As a 3GPP RAN standard, UMA/

GAN continues to evolve in parallel 

with other 3GPP RAN technologies. 

For example, while UMA/GAN was 

initially based on leveraging 2.5G core 

network interfaces, the 3GPP recently 

added 3G network interface support 

into the UMA/GAN specifications.  

Now, with LTE on the horizon, people 

are beginning to wonder about the 

role UMA/GAN may play as operators 

start planning for deployment of this 

new IP-based macro radio network 

technology.  UMA Today sat down 

with Patrick Tao, vice president of 

technology for Kineto Wireless, to 

understand where UMA fits within 

the next generation macro RAN 

standard.

INTERVIEW



UMA Today:  To get started, what is LTE and 
what are the framers trying to accomplish with 
the effort? 

Patrick Tao:  LTE, or “long term evolution” is the next 
generation of 3GPP-based radio access technologies.  The 
LTE vision is a flat IP network with very high broadband 
data rates.  Some of the high level goals include supporting 
download data rates of 100 mbps, with packet latency 
under 5 milliseconds and supporting VoIP on the access 
network.

For operators and subscribers alike, LTE promises to 
open up the “mobile internet,” where voice, video and data 
are available instantly to anyone, anywhere.  LTE is often 
discussed in conjunction with a new IP-based service core 
network known as System Architecture Evolution, or SAE.

UMA Today:  What is the relationship between 
LTE and existing RAN technologies like GERAN 
(GSM) and UTRAN (UMTS/HSPA)?  How will 
operators likely deploy LTE? 

Tao:   LTE is designed to take advantage of the latest 
in radio technologies like OFDM (orthogonal frequency-
division multiplexing), as well as MIMO (multiple-in, 
multiple-out) antenna technology to improve throughput 
and performance. 

In terms of deployment, it’s not clear if operators will 
gain new frequency bands for LTE or have to re-farm 
existing GSM and UMTS frequencies.  

While there are operational efficiencies that come 
with an all IP access network, the massive installed base 
of circuit GSM and UMTS networks and services cannot 
be abandoned.  Therefore, a key element of LTE, as with 
other 3GPP RAN specifications, is mobility and service 
transparency between access networks.  
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UMA Today:  What is the role of UMA/GAN 
when the RAN moves to LTE?  

Tao: The short answer is that UMA will be used in 
the same manner it is today:  to extend mobile services 
over broadband and the IP access network.  Just as UMA 
supports 2G (A/Gb over IP) and 3G (Iu over IP) services 
today, it will evolve to support LTE (S1 over IP).  

  But to fully answer that question, let me take a quick 
step back and explain the role UMA plays in relation to 
any 3GPP macro RAN standard.

When UMA/GAN was first defined, it looked to leverage 
the many years of work already done within 3GPP for 
defining mobile service delivery over a 2.5G (GERAN) 
macro radio network and adapt it to enable those same 
mobile services to be delivered safely, securely and in large 
scale over the internet.  

It did that by defining a new controller that connects 
into an existing mobile core network using existing 
interfaces (the A and Gb interfaces) and then extend those 
interface services over IP (i.e. A/Gb-over-IP). The new 
controller solves many unique technical problems that 
appear only when one considers that it is subscribers, not 
the operators, who control when and where their personal 
radio base station lights up.

However, 3GPP didn’t stop there with UMA/GAN.  As we 
all know, many operators are aggressively ramping up their 
3G/UMTS radio access and core networks.  And, the same 
need UMA/GAN initially addressed for 2.5G networks (i.e. 
extending mobile services over the internet/broadband IP) 
also exists for operators deploying 3G networks.  To meet 
this need, 3GPP recently updated the UMA/GAN standard 
to add 3G interface support, thereby enabling Iu interface 
services to be extended over broadband (i.e. Iu-over-IP).

So, there are two key things you need to remember about 
UMA/GAN.  First, from a service enablement perspective, 
UMA/GAN seeks to enable 3GPP-based operators to 
extend any service they can deliver over their macro 
RAN, over broadband.  Second, from an architectural 
perspective, UMA/GAN follows the simple philosophy of 
“design for macro radio access and adapt for broadband 
IP access.” 

In other words, operators should focus their network 
design and planning efforts on how they are going to 
address the primary mobile service use case (i.e. the 
delivery of mobile services over their macro radio access 
network).  Only then should they seek an approach for 
extending delivery of those same services over IP, and to do 
so in a manner that causes the smallest disruption to their 
overall network design (i.e. adapt for broadband access).

Now, let’s look forward to the deployment of LTE.  Just 
as the need for extending mobile service delivery over 
fixed IP networks and the internet exists for operators 
deploying 2.5G and 3G RANs, that same need will exist 
with the deployment of an LTE-based RAN.  

The 3GPP is working very hard right now to complete the 
LTE specifications so mobile operators can begin taking 
advantage of the cost and performance benefits promised 
by the next generation RAN as soon as possible.  

As one might imagine, almost all effort right now is being 
spent on defining how mobile services will be delivered over 
an LTE macro RAN using a new interface into the mobile 
core network, the S1 interface.  Looking forward, it’s 
natural to expect that  operators will be looking to extend 
services being delivered via the S1 interface via broadband 
and IP.  A UMA/GAN-like solution that can enable S1-
over-IP service delivery becomes a requirement.  

UMA Today:  So are you saying the business 
drivers for UMA remain in an LTE network?  
Tao:  Absolutely.  The business drivers for deploying UMA 

for dual-mode handset or femtocell services still remain in 
an LTE access network.   Operators benefit from off-loading 
home or office mobile traffic onto the fixed-line broadband 
access network at an incredible cost savings.  In addition, 
there will always be the challenge of getting very high data 
rates to devices when indoors.  

The use of local basestations resources, like femtocells 
or Wi-Fi, will never go away.  UMA, as the only 3GPP 
standard for delivering services over IP and broadband, 
will continue to fill a key role as the mobile network 
evolves.      

INTERVIEW
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BIO
Patrick Tao, Vice President of 
Technology,  Kineto Wireless

As Kineto’s vice president of technology, 
Patrick Tao manages the company’s tech-
nology relationships with mobile operators 
and network equipment provider partners.  
Mr. Tao is also responsible for driving the 
continued evolution of UMA technology 
through the 3GPP standards body.



Award Sponsors

Winners announced at

Congratulations  
to the winners  
and finalists of  
UMA Innovation  
Awards 2008 
Companies and individuals were  
awarded in the following categories:

DEVICES	
 Best Dual-Mode Handset (Feature Phone)
 Best Dual-Mode Handset (Smart Phone) 
 Best Client Software
 Best Test Platform

INFRASTRUCTURE	
 Best Infrastructure (UNC Solution)
 Best Infrastructure (UNC Components)

SERVICE 	
 Best Home Zone Service
 Best Home Zone Service  

       Marketing/ Advertising

INDUSTRY 	
 Most Influential Person
 Most Influential Company

Winners were selected by an independent  
panel of industry experts, including  
analysts, thought leaders and journalists.

For a full list of winners and more information  
about the UMA Innovation Awards, visit: 

UMA Innovation Awards 2008
Recognizing Leadership in the UMA Market

http://www.umatoday.com/awards.php
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UMA Market Update:  

Marketing Home Zone 2.0 
Services



It’s clear that the battle for the home is well underway.  
In an extremely competitive telecom environment, multi-
ple mobile, VoIP and occasionally fixed-line operators are 
bearing their swords to conquer personal communication 
services at home.

The ideal solution for a mobile operator in this battle is 
to create a service ‘zone’ in the home.  In this zone, the op-
erator can offer aggressive discounts to incent consumers 
to use their mobile phone as their only phone for all types 
of personal communications services (voice, instant mes-
saging, email, browsing, social networking...)

Unfortunately, in this battle, the mobile provider is at 
an operational disadvantage.  The mobile radio access 
network (RAN) is typically more expensive than fixed or 
IP networks in the cost of service delivery.  The structure 
of the macro RAN does not support a good ‘home service 
zone.’ And with low mobile device performance indoors 
(coverage, packet data rates), it becomes clear mobile pro-
viders need a new approach in the home. 

To combat this, T-Mobile and Sprint are focusing on 
the next generation of Home Zone service technologies 
to overcome these issues. Known as “Home Zone 2.0” 
(HZ2.0), these services rely on low power in home wire-
less access points (Wi-Fi or femtocells) to improve mobile 
performance, while using the consumer’s broadband and 
the internet to lower service-delivery costs.  

There are many variables for operators to consider 
when developing a HZ2.0 service offer based on femtocells 
or dual-mode handsets (DMH): pricing, positioning, 
strategic objective and more.  A handful of operators 
have stepped ahead of the pack and are establishing best 
practices for HZ2.0 offers. 

 
Key Offer Influencers

Service Objectives Before crafting a Home Zone 2.0 
service offer, an operator should first determine its pri-
mary objectives for deploying the service. There can be any 

number of business drivers and objectives with a HZ2.0 
service. Typically, it is intended to achieve one or more of 
the following objectives:

n  Increase mobile average revenue per use (ARPU) 
n  Accelerate/manage fixed-mobile substitution (FMS)
n  Increase mobile subscriber acquisition
n  Increase broadband subscriber acquisition
n  Increase subscriber loyalty and reduce churn
n  Address threat from VoIP providers

A well-crafted service offer may be able to address mul-
tiple objectives and meet with greater success.  However, 
it is important to prioritize the service objectives to ensure 
that internal and external company goals are met.  

Market Position When evolving a HZ2.0 service strategy, 
an operator needs to clearly understand its market position 
relative to other mobile and broadband providers.  For 
example, a HZ2.0 service offer from an integrated operator 
with leading market share in both mobile and broadband 
service would likely be quite different from a mobile-only 
operator that is a challenger in the market.  

Charting an operator’s market position (Figure 1, p. 26) 
can help identify opportunities or issues to be addressed 
by a HZ2.0 service offer.  Paired with identified service 
objectives, the market position chart is helpful in plotting 
HZ2.0 service goals.

As Figure 1 shows, a HZ2.0 service targeted at existing 
mobile and broadband customers (top left square) is the 
easiest opportunity to address.  For integrated operators 
with strong market positions in both services, it may make 
sense to target the initial HZ2.0 service at this group to 
increase loyalty and mobile usage.

 However, if the market has little broadband penetra-
tion (top right square), or the operator has a low share of 
broadband (top center square), the objective may be to 
secure new broadband subscribers.  In such a situation, 

In the US, T-Mobile and Sprint kicked off new service plans in 2007 
designed to make the consumer’s mobile phone their only phone.  
T-Mobile’s Wi-Fi-based HotSpot @Home service and Sprint’s femtocell-
based Airave are the next generation of plans geared towards helping 
mobile operators to own personal communications in the home. 
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an HZ2.0 offer may focus on lower-cost mobile services as 
an inducement for consumers to sign up or switch to the 
operator’s broadband service.  

If the service objective is to acquire new mobile subscrib-
ers, or to increase usage/ARPU with existing subscribers, 
or the mobile operator does not have a fixed broadband 
network, then the service must reach the widest possible 
market.  In this case, an HZ2.0 offer that runs over any 
broadband access network lets subscribers with other 
broadband providers move to the operator’s mobile plan.  

Key Offer Dimensions  
By understanding an operator’s market position and 

service objectives, it is possible to begin evaluating 
different dimensions of an HZ2.0 service.  The different 

facets of an offer can be modified or adjusted to meet 
specific goals.  

Basic Offer Structure: New Plan or Add-on Plan  There 
are two basic approaches for structuring a HZ2.0 service 
offer: (i) create a new set of mobile service plans that  
includes HZ2.0 capability or (ii) make HZ2.0 an ‘add-on’ 
feature to existing mobile service plans.

The latter simplifies the customers’ decision process.  
Rather than evaluating an entirely new mobile service 
plan, the subscriber can simply decide to add the HZ2.0 
feature to their existing plan at a nominal monthly fee.

This is the approach HZ2.0 leaders, such as Orange,  
T-Mobile and Sprint, have taken with their service 
launches.

easy to
address

difficult to
address

broadband

m
o

b
ile

My Mobile

Other Mobile

No Mobile

No BBOther BBMy BB

Market Position

Figure 1:  A model to evaluate an operator’s relative broadband (BB) and mobile market positions 



 Basic Pricing Structure: Flat Rate or Price/Minute  There 
are two basic approaches to pricing actual service usage when 
subscribers are in their Home Zone: (i) offer a discounted 
per-minute rate or (ii) offer a flat-rate usage plan. 

To date, nearly all operators worldwide have chosen to 
structure their HZ2.0 offers as flat-rate service plans.  

Operators see HZ2.0 services as a good way to introduce 
flat-rate plans without sacrificing the value of the macro mo-
bile network.  It enables operators to limit flat-rate usage to 
specific locations (e.g. home and office).  

Target Service Price  Flat-rate pricing of an HZ2.0 offer 
can be used to advance an operator’s strategic objectives in a 
particular market based on the operator’s relative position as 
incumbent or challenger.

 The marketplace has seen challengers being aggressive on 
flat-rate pricing from the beginning, with the goal of driving 
increased ARPU and minutes of use, as well as acquiring new 
mobile subscribers.  

T-Mobile US, for example, introduced HotSpot @Home 
with unlimited flat-rate calling for a low $10/month.  Orange 
UK’s Unique offer is free for subscribers with service plans of 
£30/month ($60) or more.  

Alternatively, incumbent providers often choose to start with 
a relatively high flat monthly rate.  For example, Orange’s Unik 
service in France has an initial monthly price of €22/month 
($30US) and is crafted initially to increase loyalty and drive us-
age from existing Orange mobile and broadband subscribers.  

Access Point Distribution  HZ2.0 services rely on a low-
power access point in the home. For a DMH service, it is a 
Wi-Fi access point.  For a femtocell service, it is the femtocell 
itself. 

In a femtocell offer, the operator has to provide a femto-
cell to be installed in the home as part of the service.   In the 
case of a DMH service, it is not required for the operator to 
provide a Wi-Fi access point as part of the service offer, as 
many broadband homes already have a Wi-Fi router.  How-
ever, most operators deploying a dual-mode offer make Wi-Fi 
access points available to subscribers for purchase if they do 
not already have one.

For subscribers using the operator’s own broadband, the 
ideal access point is likely to be an integrated DSL modem 
and Wi-Fi router.  This approach provides the operators with 
the best control and also provides ‘sticky-ness’ for the bun-
dled broadband and mobile services.  

Home Zone Service
Add-on

(baseline $20/mos.)

Comment

Own Broadband

No Broadband

Other operator
Broadband

$10/ month

$10/ month +
3 mos free BB

$20/ month

Takes own BB +
Own Mobile =
Discounted HZ

Takes own BB  =
Discounted HZ +
Discounted BB

Own Mobile -
Other BB = 
Full Price HZ

Figure 2:  Chart on pricing services
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For subscribers using third-party broadband, there is 
value for the operator to develop a branded Wi-Fi router 
to be used in conjunction with the subscriber’s existing 
in-home network.  T-Mobile’s branded Wi-Fi access points 
serve as a strong model.  Placing a branded access point 
in the home offers an additional element of ‘sticky-ness,’ 
as well as providing an element of operator control for the 
HZ2.0 offer.  

Service Restrictions

A goal of the HZ2.0 service deployment is to maximize 
subscriber uptake. Introducing as few service restrictions 
as possible enables the widest possible target market.  How-
ever, other service objectives, as well as the market position 
of the operator, may dictate unique service restrictions.  

Broadband Connection  A common service restriction 
for a HZ2.0 service pertains to the broadband access line 
used to deliver the service.

An operator should make the service available for use on 
any broadband access connection, regardless of provider, to 
reach the widest number of potential subscribers.

However, some operators have launched HZ2.0 services 
targeted only at existing broadband and mobile subscrib-
ers.  While sufficient for initial launch, this tends to unduly 
restrict the total number of potential subscribers.

To provide service to an entire market, operators must 
consider the consumers’ different broadband situations.  
For the purpose of this discussion, we will segment potential 
HZ2.0 subscribers into three categories (from Figure 1):

n  Those with the operator’s own broadband service
n  Those with broadband service from another provider
n  Those with no broadband service

It is possible to craft a service offer to appeal to all three 
subscriber types (Figure 2).  

First, determine a service rate – for example $20/month.  
This becomes the service price for subscribers using a com-
petitive broadband service. These subscribers are taking a 
single service (mobile) from the operator and therefore de-
serve no added incentive for the HZ2.0 service.  

Then, adjust the offer as an incentive for the operator’s 
own broadband users.  There should be a benefit in taking 
two services from the operator (mobile and broadband).  In 
this example, the subscriber gets a discount on the HZ2.0 
offer, paying just $10/month.  

Finally, for subscribers with no broadband or who are 
willing to switch broadband providers, there should be an 
additional incentive to take the operator’s own broadband 
service. In this example, the offer may include three or six 
months free broadband with sign up.  In addition, the $10/
month bundled HZ2.0 service rate also applies.

It is possible to meet the needs of all three broadband sub-
scriber types while making the service available to the wid-
est range of mobile subscribers. It’s a win-win situation.

Usage Locations  The ideal HZ2.0 service offer extends 
beyond the home.  The competition from VoIP providers is 
any location with broadband and Wi-Fi.

HZ2.0 offers based on Wi-Fi technology have many 
service location considerations.  Should the HZ2.0 plan 
be available to subscribers in the home?  Only on specific 
Wi-Fi access points?  In the office?  At 3rd party hotspots?  
From Wi-Fi locations outside the home country?  

An operator can grow this as much as is prudent. T-Mo-
bile US decided to be aggressive, enabling HotSpot @Home 
subscribers to receive service from any Wi-Fi access point, 
anywhere in the world.  

Service Additions

The focus of most HZ2.0 service plans has been on dis-
counted calling from within the zone.  For consumers, the 
position of a mobile phone that “works better, costs less” is 
an easy concept to grasp.  

However, there are opportunities for operators to add 
features and benefits to the basic Home Zone plan to make 
the offers more attractive.  

Data plans  HZ2.0 is not only for voice. Subscribers typi-
cally have a per-byte data service fee associated with their 
mobile plan.  The operator can offer unlimited flat-rate 
data access within the zone as well.  Telia has pioneered 
this with its HomeFree service offer, which offers unlim-
ited packet data service access when subscribers are con-
nected over Wi-Fi.  

International calling  Some operators, such as Orange, 
offer an additional incentive to HZ2.0 subscribers by add-
ing unlimited calls to fixed lines in several other countries 
(typically Western Europe and the US).  The service goal is 
to increase mobile usage, and this is an example of adding 
incentives to make the mobile phone the only phone. 
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Fixed-line VoIP  Many consumers are hanging on tight to 
their fixed-line phone numbers and their POTS line equip-
ment (cordless phone) rather than migrating to mobile 
for all in-home calling.  Therefore, a complete solution for 
FMS may require supporting fixed-line telephony as well.  
Several operators are considering this type of service.  

While the basic HZ2.0 services center around low-cost 
voice, there are many opportunities to add unique elements 
to the service (Figure 3).  

Conclusion

Mobile operators are rolling out HZ2.0 service offers for 
clear strategic and tactical reasons. They are being used to 
increase loyalty, subscriber ARPU, mobile usage, as well as 
to capture and retain broadband subscribers.   

Yet crafting the HZ2.o offer is critically important.  En-
suring the service objectives are clear and well defined is 
key to developing an effective service offer.  

Orange’s HZ2.0 offer, Unik, is an example of a well-
crafted offer that  has been an unqualified success.  Unik 
subscribers generate 10% more ARPU, and 15% of Unik 
subscribers are new to Orange.  In the first nine months, 
Orange recorded more than 500,000 devices sold. This was 
estimated to reach 1million by year-end 2007 (figures un-
available at press time).

Taking advantage of the multitude of opportunities 
to expand service, an operator can measurably increase 
subscriber minutes and capture new revenues. In today’s 
increasingly competitive environment, a strong HZ2.0 
service offer is a strategic imperative to meet an operator’s 
long-term goals.      
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Figure 3:  Common service additions to Home Zone 2.0 offers



july  

The Femto Forum launches as an independent, 
not-for-profit membership organization to sup-
port femtocell deployment worldwide. The group will 
promote uptake of femtocell technologies through 
open standards, market education and ecosystem  
development.

Samsung Electronics’ T409 is 
announced as a handset exclusive 
to the T-Mobile launch, powered 
by NXP’s UMA-enabled Nexperia™ 
cellular solution.

Research in Motion (RIM) announces 
on its Web site that its new Blackberry 
8820 supports UMA and will be 
available summer 2007.  In a follow-up 
announcement, Orange says the 8820 
will be available to its subscribers in the 
UK and France. 

Ubiquisys announces it secured 
B-round funding totaling $25m 
from major investors, including 
search engine Google. 

Samsung launches the P260, its newest 
UMA-enabled device. It weighs 119 
grams, is 101×50×17 mm and features a 2 
megapixel camera and 262k color 320x240 
resolution display.

 
August  

SGS Wireless announces it is adding inspection, 
verification, testing and certification services for Generic 
Access Network (GAN), Assisted Global Positioning System 

(A-GPS) and application enablers, including OMA Push to 
Talk (PoC), at its test laboratory in Cambridge, UK.

Linksys files with the Federal Communications 
Commission for approval on its unannounced 
WRTU54G, a new wireless router with integrated 
UMA-enabled terminal adaptor (TA) capability.  
By integrating a UMA-enabled TA into the 
router, Linksys is enabling mobile operators to 
offer fixed-line VoIP services off their existing 
mobile core network.  

Kineto and Ubiquisys co-host a webinar focusing on 
the femtocell ecosystem and why UMA is the back-haul 
technology of choice.

september  

Nokia announces its 6301 handset, which 
offers seamless voice and data mobility across 
GSM cellular and WLAN networks via UMA 
technology.  Orange will be one of the first 
operators to offer the Nokia 6301, as part of 
its Unik/Unique portfolio for its dual-mode/
UMA service offers in France, the UK, the 
Netherlands and Poland.  

NetCom launches a UMA-based ‘HomeFree’ service.  
Netcom is the second largest supplier of mobile services 
in Norway and offers a complete range of services for 
businesses and consumers.

T-Mobile US announces its customers 
have access to the Blackberry Curve 
8320. Customers can use the Wi-Fi 
capabilities with T-Mobile’s HotSpot 
@Home service. The new device 
combines the popular BlackBerry Curve 
cameraphone with the ability to make 
calls over 802.11 b/g Wi-Fi networks. 
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Orange Business Services UK launches Open Office, a 
comprehensive portfolio of solutions to offer choice and 
convenience for flexible workers. Marketed as “flexible 
solutions for forward-thinking firms,” Open Office includes 
UMA in its service offer so customers can use one mobile 
phone over the Wi-Fi network whether at home, work or 
on the road.  

TeliaSonera, which launched the first 
UMA-based service in the world in 
Denmark in 2006, extends that same 

UMA-based Home Free service in Sweden.  Subscribers are 
able to choose between two different service packages. 

october  

Kineto announces a new release of 
its industry-leading UMA Network 
Controller (UNC) and says it has 
entered trials with mobile operators 
worldwide.  Key features of the 
release include support for the 3G 
Iu core network interface, which 
enables deployment of 3G femtocells 
and dual-mode handsets. 

Infonetics Research publishes a report entitled, “FMC 
Equipment, Phones and Subscribers Market Outlook,” 
in which it states that UMA is here to stay.  The report, 
forecasts that the fixed-mobile convergence market, 
including UMA network controllers, multi-access 
convergence gateways and dual-mode cellular/Wi-Fi 
phones will grow to $46.3 billion by 2010.

november  

Ubiquisys announces it is in trials 
with eight operators in Europe, 
including  a previously announced 
trial with Softbank Group in Japan. 

Motorola completes end-to-end 
testing of its 3G femtocell solution 
and begins trialing its solution with 
a major European operator. 

 NEC, which integrated Kineto’s 
UMA Network Controller into its 
Home Gateway Femtocell solution, 
is elected to a board of director 
position with the Femto Forum.

The 3GPP’s GERAN working group 
approves a change request (CR) to 
add support for the 3G core network 
interfaces (Iu-CS and Iu-PS) to the 
UMA/GAN Stage 2 specification.  
Approval of this CR formally created a 
3G version of UMA, also referred to as 
“Iu-mode UMA.” 

december  

GENBAND Inc. announces its G9 Converged Media 
Gateway is available to support the Media Gateway (MGW) 
and Signaling Gateway (SeGW) functionality in both 
femtocell and dual-mode handset, UMA-based fixed-
mobile convergence network architectures. 

LG makes its latest UMA-enabled device, 
the KE520, available to Orange subscribers 
in France. This is LG’s first phone that is 
compatible with Orange’s UMA-based dual-
mode handset offer. 

UMA Today announces the UMA Innovation Awards 2008, 
sponsored by Orange.  The awards program recognizes 
innovation and development of UMA-based products and 
services across the global.  Ten awards in four categories 
are announced at the Mobile World Congress 2008.  

Orange launches Research In Motion’s 
(RIM) newest UMA-enabled handset, 
the Pearl (8120).  There is speculation that 
the 8120, the third UMA-enabled device 
from RIM, also should be available from 
T-Mobile US in the first quarter 2008.  

For the latest news, subscribe to the UMAToday.com RSS news feed.



UMA today interviews 
Daniel Quant, setcom’s 
senior product manager, 
about the evolution of 
UMA and the role and 
importance of testing 
to create consumer 
confidence.

INTERVIEW

UMA Today: Since its incep-
tion in 2003, UMA technol-
ogy has made quantum leaps. 
How do you gauge the devel-
opments in the industry?

Daniel Quant: UMA/GAN pro-
vides an access technology that offers 
the consumer greater wireless cov-
erage and ultimately fewer dropped 
calls.  A single mobile device with 
one number anywhere in the world 
you go is now a reality on numerous 
networks.  Operators may begin to 
fully utilize investments from dif-
ferent network technologies such as 
Wi-Fi and 3G in a complementary 
fashion while offering flexible and 
compelling consumer tariffs.

UMA Today: What are your 
views on UMA/GAN as a ma-
jor technology that is revolu-
tionizing the mobile phone 
industry?

Quant: UMA/GAN pioneers 
various technologies, such as LTE, 
WiMAX and UMB, that will be in-
tegral to the future of all IP wireless 
networks.  With these, traffic moves 
over a point-to-point IP network, 
such as voice using VoIP technol-
ogy and complex authentication and 
channel security algorithms. The 
ability to handover between differing 
access networks is also considered a 
key requirement for new wireless 
network roll outs. UMA/GAN is here 
today and this technology is now al-
lowing the industry to use these fea-
tures and finally realize the digital 
convergence.
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UMA Today: How important is it to have a 
comprehensive range of UMA/GAN  devices?

Quant: Early 2007 saw the two device manufacturers, 
Samsung and Nokia, enter the market with fairly basic 
dual-mode devices. In late 2007, we saw more feature rich 
devices coming from these two vendors, as well as a rapidly 
increasing range of devices from vendors such as HP, LG, 
Sagem and RIM entering the marketplace. It’s no surprise 
that offerings to UMA/GAN services have raised in line 
with this increased choice.

UMA Today: What value do test tools add to 
the UMA/GAN ecosystem?

Quant: Test tools are critical in accelerating time-to-
market, reducing development costs and improving the 
quality and user experience of new devices/technologies by 
providing an repeatable and deterministic environment to 
develop new features and benchmark performance. 

In today’s mobile environment of short product lifecycles, 
it is imperative that test tools cover the complete product 
lifecycle from early R&D through to device certification and 
network acceptance. Test teams require a test system that 
supports multiple Wi-Fi access points and a mix of GSM/
EDGE and W-CDMA RF channels, such as setcom’s new  
S-CAT 6030 test system. Typical UMA/GAN performance 
tests are voice analysis and stress testing, handovers both 
to and from GERAN and Wi-Fi, authentication and security 
algorithms, as well as end-to-end throughput and latency 
testing.

Test tools are also a natural choice to perform certification 
testing as they are designed to be repetitive, automated and 
able to run a large number of complex network emulation 
test scenarios, as defined in the case of GAN by the 3GPP 
GERAN group. These test cases can also address negative 
testing scenarios that are unable to be tested on a live 
network.

UMA Today: What value does device 
certification bring to the industry?

Quant: The purpose of a certification scheme is to 
provide a guarantee of quality, safety and compliance 
of products to the ultimate customer. However a good 
certification scheme can reap even more benefits. 

Operators were quick to realize that certified devices 
cause less after-sale headaches and less network issues. 
They also create a high level of consumer satisfaction, both 
with the vendor’s mobile device and the operator’s network, 
thereby increasing uptake of new features and ARPU while 
reducing customer churn. 

Device vendors also realized that participating in the 
industry-based certification schemes, such as PTCRB 
and Global Certification Forum (GCF), reduced the time-
to-market by reducing consuming operating network 
acceptance and IOT test scenarios at every major operator. 

UMA Today: What is your opinion on the 
future of UMA/GAN?

Quant: Building upon the UMA successes of 2007, 
operators in 2008 will incorporate W-CDMA into the 
UMA/GAN menu, allowing consumers to maintain better 
continuity of services between access networks such as rich 
multimedia services.

Since operators such as T-Mobile and Orange are 
pushing to continue the evolution of UMA/GAN, the 3GPP 
is moving ahead with Enhanced GAN (EGAN) which will 
further reduce latencies and improve network scalability. 

The future of UMA/GAN  is looking ever more secure 
and successful with continued 3GPP technology standards 
development, an increasing device ecosystem and a defined 
device certification process, contributing to a long and 
bright future.  

BIO 
Daniel Quant is the strategic product marketing manager for setcom wireless products.  
He has worked in telecommunications for more than 15 years with companies such as 
British Telecom, Fujitsu and Rascal.  Mr.  Quant is a well-known face at many of the wireless 
industry meetings such as 3GPP, OMA and certification forum.



Femtocells have the potential to meet this objective 
because they enable, at the same time: (i) better quality 
of service for the usage of mobile in the home; (ii) cheap 
cellular services delivery costs; and (iii) support of already-
existing handsets with no new requirements on the device 
side. 

How operators will leverage these benefits to develop new 
strategies in the home may vary, in particular depending on 
local market conditions. But at top level, we consider that 
the femtocell business models for an operator may be one – 
or rather a combination – of these three approaches:

First, an indoor coverage solution for the operator’s cus-
tomers experiencing cellular coverage issues, which is 
mostly relevant in markets where cellular voice coverage is 
still a critical issue;

Second, a solution enabling a decrease in the operator’s 
cellular infrastructure costs – as femtocells offload traffic 
from the macrocell network, they may limit the need to in-
vest for more capacity in the macrocell network;

Third, as a solution enabling to generate additional end-
user revenues, thanks to the introduction of new, differen-
tiated consumer offerings for mobile at home. This could 
consist, for instance, of attractively priced all-you-can-eat 
plans.

Still, femtocells also bring in many new challenges for 
the operators and vendors involved. Looking at it closely, 
a few questions come to mind: How do they differentiate 
between the existing dual-mode WiFi/cellular device 
offerings? What devices and applications can really benefit 
from higher data rates at home? Does this require the 
mobile operator to control the fixed broadband access? 
Will end-users accept a mini base station in the home? Is 
it for private access only, or is it open to all the operator’s 
customers?

Preparing for market launch means addressing a lot of 
different issues which create substantial complexity when 
added together. Various players have already underlined the 
technology challenges of femtocells, and we hope to soon 
see results of the ongoing trials that will give an indication 
of the progresses made. 

Building a Business Case for Femtocells
By Vincent Poulbere, Principal Analyst in Ovum’s Consumer Practice

ANALYST INSIGHT
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Femtocells are a very nice concept. Putting a residential cellular 
access point inside the home and backhauling the cellular traffic via 
the customer’s broadband internet access line brings tangible benefits 
to mobile operators.  At the top-level, the objective is basically for 
mobile operators to make cellular access more competitive in the 
home environment – where in Europe, for instance, 30-40% of the 
mobile voice traffic is generated, as well as a significant proportion 
of mobile data usage.



There are regulatory issues that need to be solved prior 
to commercial launches. And last but not least, there needs 
a compelling business case for femtocells that will justify a 
return on the investment.

Considering the structure of the business case, there are 
two main components on the revenue side: the potential 
macrocell cost savings due to the offload of traffic from the 
macrocell onto the home access point; and the additional 
revenues from end-users (e.g. for a service subscription 
bundled with the femtocell or for femtocell sale/renting). 

We believe operators’ strategies should aim at generating 
both components, as it may prove a challenge to seek a 

return on the femtocell rollout costs from cost savings alone 
(without any significant new revenues) or from incremental 
end-user revenues (without any anticipated infrastructure 
cost savings). 

Yet it’s quite clear that most operators cannot realistically 
bank on big cost savings in the short term. It’s more a mid-
to-long term prospect, when the usage of 3G networks is 
large enough to threaten to produce traffic congestion in 
the macrocells.

In summary, operators need to develop femtocell strategies 
that will aim both at making new compelling consumer 
offerings and generating substantial infrastructure cost 
savings. To conclude, let’s mention a few open issues to 
analyze for the operators:

Design the customer value proposition:  The 
offer should be truly differentiated, possibly with new price 
plans or some innovative services for the ‘connected home’ 
and have the right pricing model for the provisioning of the 
femtocell.

Get a better understanding of cost impacts:  
Getting a better picture of the usage patterns of mobile 
data in the home is particularly key to understanding the 
potential for offloading traffic from the macrocell infra-
structure.

Make up the deployment scenario:  A lot 
of options need to be explored, including whether the 
femtocell should be a separate product or included in the 
home gateway or whether, for example, there should be 
partnerships with fixed ISPs.   

BIO
Vincent Poulbere is a principal analyst in Ovum’s Global Consumer 
Practice. He specializes in radio communications and the consumer 
mobile services market. With more than seven years experience 
as an analyst or consultant in the telecoms market, Mr. Poulbere 
has played a leading role in numerous market research reports 
and international wireless consulting projects for operators and 
equipment manufacturers. He contributes in particular to Ovum’s 
Mobile and Wireless Multimedia advisory services, on topics such 
as mobile TV, the impacts of IP in the mobile area, mobile content 
provisioning, mobile payments, mobile contactless (NFC) and 
broadband wireless access, including femtocells.   www.ovum.com
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Operators need to 
develop femtocell 
strategies that will 
aim both at making 
new compelling 
consumer offerings and 
generate substantial 
infrastructure cost 
savings.
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