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Operator End customer

Solution Benefits Benefits
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With a Home-Zone Telephony Service operators can address new

low-ARPU segments

Add local coverage (e.g. single Siemens BS-82 1)
to areas where

* no/ very limited fixed lines are available
* e.g. rural, remote areas

Quick availability
e Almost no infrastructure needed

Launch Home-Zone Telephony Services

* by offering tariffs comparable to fixed
line services

Restrict usage of mobile phones to local cell /
area with "Home-Zone Telephony Service"

Get up to 5% additional revenues from low-ARPU
Home-Zone Subscribers
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