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Building Carrier Digital Ecosystem, 

Accelerating Digital Transformation

New era of connected digital world is great opportunity for 
Carriers

Society is currently in the network and information era with both consumers and industries 
experiencing digital transformation. According to industry analysis and insights, by 2024, 
the number of netizens will reach 6.5 billion, the number of smartphone users will reach 
8.5 billion, there will be over 100 billion connected objects and the overall global digital 
transformation market will be worth US$15 trillion. In the future, all human beings as well 
as objects (including commercial and social activities), will be fully connected in the digital 
world. With this hundred-billion-level connection network, one that is as wide as the Pacific 
Ocean, the digital world begins to develop explosively.
 

Building Carrier Digital Ecosystem, accelerating digital 
transformation

Digital Transformation is undergoing extensive development changing the strategies of 
carriers to include the revenue increase of digital services. The Carrier Digital Ecosystem 
strategy will accelerate digital transformation, identify more partners and extend carrier 
business to all vertical industries. 

FOREWORD
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INDUSTRY INSIGHTS & TRENDS

DIGITAL ECONOMY
IS CHANGING THE WAY WE LIVE 

he advent of the digital economy 
represented by service digitalization 

and operation digitalization further 
integrates the physical world and digital 
world. Digital channels remove the 
physical distances and geographical 
borders between different markets and 
aggregate fragmented requirements 
that were previously unsatisfied because 
these requirements were too scattered, 
so that consumers can better express 
their wishes and have more opportunities 
to choose products. In this way, the 
diversified, personalized and fragmented 
requirements of consumers’ can be fully 
expressed.

New digital enabling platform and new 
business model match the changes of 
digital economy
 

The two most distinctive characteristics 
of the new digital economy are unified 
channels and fragmented requirements. 
Leading digital companies setup a 
platform to attract online consumers, 
to meet specific requirements of the 
consumers and to encourage the 
consumers to explicitly express their 
consumption intention and consume 
commodities. 

An ecosystem is built on this platform. 
With great consumption potential 
of a large number of consumers and 
cooperation modes such as revenue 
sharing, this ecosystem attracts various 
developers to release applications that 
meet those fragmented and personalized 
requirements of consumers. This in turn 
helps improve consumer loyalty to the 
platform and promotes platform values.

T
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HUAWEI’S VIEW

Carriers should take digital 
services as the point of 
penetration to identify more 
partners to build their digital 
ecosystem

ervices could be digital media, video, 
smart home etc. and could be fit for 

use in financial industry, medical industry 
and other vertical industries. Some 
leading carriers have already taken this 
route. For example, CMCC setup a new 
company to build their digital ecosystem 
by identifying more content and service 
partners. They provide their partners 
with service distribution channels and 
reward them with revenue share based 
on consumption of services like music, 
reading, game and video etc.

The Value of Carrier digital 
Ecosystem

(1) Open—to help operators in the digital 
economy turn into a digital business 
provider. Unified open platforms are 
created to facilitate telecommunications 
operators with rapid selection and use 
of partners. Transforming from a closed 
business environment to an open digital 
ecological environment will increase the 
number of operators and choices for 
customers, thus, creating greater value.

 

S (2) Partnerships – enrich service 
categories with the help of content 
and service partners. In the new digital 
economy world, nobody can be successful 
without the help and participation of 
content and service providers. All roles in 
the ecosystem should work together and 
share the benefits together.

(3) Efficiency – improve efficiency under 
a new business model and mechanism, 
creating new revenue streams. A stable 
digital service operation, integration 
mechanism with external system and new 
service launch mechanism will reduce the 
time to market of the new service. This 
is one of the distinct characteristics of a 
digital economy.
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MTN Group Success Stories 
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SUCCESS STORIES

MTN Group builds 
a Cross-Africa 
Digital Service 

Enabling Platform 
with the help of 

Huawei

MTN’s digital ecosystem offers over 8000 
digital services that provide easy access 
for over 230 million MTN subscribers. 
The digital service’s platform is able to 
connect all MTN OpCo markets through 
a single injection point and offer central 
distribution of content to all markets 
simultaneously. The revenue of all the 
digital services in the MTN eco-system 
is projected to grow annually. Game and 
Music+ services offer a digital experience 
for African people to enrich their lives 
through first world digital products that 
are localized in flavor. The digital service 
ecosystem covers all 22 MTN markets 
across Africa and the Middle East and 
provides rich digital content service to 
enrich customer digital life in business 
and consumer segments.
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SUCCESS STORIES

MTN Group Digital 
Ecosystem sets an 

example of an “All-
Win” business model
It is easy for content providers and 
service providers to access emerging 
markets using MTN and Huawei’s digital 
service enabling platform. The one-
point injection for all content and whole 
network distribution features enables 
CSPs to easily duplicate services in 
different regions and expend the service. 
For consumers it brings world class value 
added services that are compatible 
across all types of devices to ensure MTN 
provides a rich choice of digital services. 

This will also drive new revenue streams 
for the operator. The digital eco-system 
has been a strategic imperative for the 
overall MTN global strategy and resonates 
deeply with MTN’s mission statement “to 
lead the delivery of a bold, new digital 
world to our customers”.

Advanced digital services will continue to 
evolve into more sophisticated services 
such as mobile video, advertising, IOT, 
mobile payment and O2O, which will 
further enrich the ecosystem and provide 
improved digital lifestyle for Africans.
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Huawei Technologies South Africa (Pty) Ltd 

Block 7, Ground Floor, Grayston Office Park, 128 Peter Road, Sandown,

Sandton, 2196, Johannesburg, South Africa

Tel: +27 011 517 9800

*If you have any questions or comments, please email

hwroads@huawei.com

Disclaimer

The contents of this document are for information purpose only, and provided “as is”. Except as required by applicable 

laws, no warranties of any kind, either express or implied, including but not limited to, the implied warranties of 

merchantability and fitness for a particular purpose, are made in relation to contents of this document. To the 

maximum extent permitted by applicable law, in no case shall Huawei Technologies South Africa (Pty) Ltd be liable for 

any special, incidental, indirect, or consequential damages, or lost profits, business, revenue, data, goodwill or 

anticipated savings arising out of or in connection with any use of this document. 


