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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.  
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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
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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.   
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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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