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More than

12 years

executive

level

experience

in telecoms

Masters in 

Business 

& 

Telecoms

Joined

MIC in 

2007

CEO  

DRC and 

Ghana

COO DRC - 2007

CEO DRC - 2008

CEO DRC & Ghana - 2009

INTRODUCTION ïCHRISTOPHE SOULET
INTRODUCTIONςCHRISTOPHE SOULET
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Christophe 
Soulet, GM

French

42 yrs 

18 yrs in 
telecom

Carlos 
Caceres, 

COO

Paraguayan

35 yrs

4 yrs in 
telecom

Patricia Obo-
Nai, 

CTO

Ghanaian

36 yrs

10 yrs in 
telecom

Sarah 
Hakeem, 

CFO

Sri Lankan

38 yrs

14 yrs in 
telecom

Alexandra 
Gevers, 

HR

Dutch

36 yrs

1 yr in 
telecom

Thomas 
Eshun, 

Legal

Ghanaian

33 yrs

5yrs work 
experience

Edward 
Appiah, 

Procurement

Ghanaian

40 yrs

2 yrs in 
telecom

INTRODUCTION ïMANAGEMENT
INTRODUCTION - MANAGEMENT
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ABOUT GHANA

ÅGDP as at 2009 was estimated 

at $14.9 B ($1500 per capita).

ÅAgriculture employs 60% of 

population

ÅExporter of gold, cocoa, 

timber, electricity and soon oil

ÅCurrency is the Ghana Cedi 

1 USD = 1.43 GHc

ÅGhana is located in Western 

Africa bordered by Togo, Ivory 

Coast and Burkina Faso

Å24.3 million inh. (+1.9% / yr)

ÅMedian age: 21 yrs

ÅOfficial language is English

ABOUT GHANA
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TELECOMS  IN GHANA

Å The sector is regulated by the National 

Communications Authority (NCA)

Å Current mobile penetration is 68%

Å Incoming players are Glo (New Entrant) 

and Airtel (Acquired Zain)

5 Mobile Operators:

2 Fixed Operators:

Mobile Market Share ïMar 10

Source: 60 days interconnect activities

One of the 

most 

competitive 

markets in 

Africa!

TIGO
25%

MTN
54%

VODAFONE
12%

ZAIN
7%

KASAPA
2%

TELECOMS IN GHANA
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TIGO OPERATIONAL GEOGRAPHY

5 territories and 13 regions within them:

Å ACCRA: Accra West, Accra East

Å TEMA: Tema, Eastern, Volta

Å ASHANTI: Ashanti region

Å WESTERN: Central, Takoradi,  Tarkwa

Å NORTHERN: Brong Ahafo, Northern, 

Upper West, Upper East

TIGO OPERATIONAL GEOGRAPHY
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CURRENT CHALLENGES

ÅOne of the most competitive markets in Africa

ÅExchange rate risks

ÅTaxation increasing

ÅMobile number portability end of 2011

ÅSIM registration compulsory

CURRENT CHALLENGES
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KEY ACHIEVEMENTS IN LAST 6 MONTHS

ÅCommercial reorganization to boost customer 

intake: +112K customers last 6 months

ÅTower monetization: 720 towers sold to Helios 

expecting 100M$ in value creation

ÅVAS revenue contribution increased 230 basis 

points between Q3 2009 and Q1 2010

KEY ACHIEVEMENTSIN LAST 6 MONTHS
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TECHNICAL

TECHNICAL



1111

11

NETWORK QUALITY
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TCH Drop

TCH Drop Target

Drop call rate
ÅAverage Call success rate from 

Q1 2009 to Q1 2010 is  92.86%

ÅAverage Drop call rate from Q1 

2009 to Q1 2010 is 1.3%

ÅBest network quality 

communicated by the regulator 

in Q1 2010

Next challenge: 

Å Roll out of third generation (3G) network

NETWORK QUALITY
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COMMERCIAL

COMMERCIAL
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TIGO NUMBER ONE

Make unlimited calls monthly to 

one number

SMARTALK

Discounted packages of minutes 

LOYALTY BONUS

Bonus upon recharge based on 

age on network

KEY PRODUCTS & SERVICES

TIGO DAY BONUS

Receive triple bonus for every

recharge on specific days

NUMBER SELECTION

Choose your own number 

when you buy a new SIM

GIFT & COLLECT

Gift: SMS sender pays 

for receiverôs text

Collect: Sender pays 

for reply to SMS sent

TIGO SPECIAL SUNDAY

Different Voice and VAS 

surprises each Sunday

GOOGLE SMS

SMS search engine by 

Google

FACEBOOK SMS

Update your Facebook via SMS

KEY PRODUCTS & SERVICES
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EVOLUTION OF ACTIVE CUSTOMERS

2,875,740 

2,896,251 

2,959,982 

3,094,176 
3,100,252 

2,750,000 

2,800,000 

2,850,000 

2,900,000 

2,950,000 

3,000,000 

3,050,000 

3,100,000 

3,150,000 

Q1 2009 Q2 2009 Q3 2009 Q4 2009 Q1 2010

Total Active SubsTotal Active Customers

Continued 

growth despite 

tough market 

conditions

EVOLUTION OF ACTIVE CUSTOMERS
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DIRECT vs. INDIRECT SALES
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Indirect Direct

DIRECT VS INDIRECT SALES
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BRAND KPI STUDIES

ÅMeasure brand awareness and purchase intent

ÅMap customersôperception of brand

ÅCapture usage and brand penetration patterns

RESEARCH AND ANALYSIS

CHURN PREVENTION OUTBOUND CALLS

ÅElicit reasons for inactivity from subscribers

ÅIncrease understanding of triggers of churn

PRODUCT MONITORING OUTBOUND CALLS

ÅObtain changing perceptions of products and

promotions.

ÅRefine offerings based on responses

RESEARCH AND ANALYSIS
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FINANCE

FINANCE
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FINANCIAL PERFORMANCE

VAS contribution 

increased by 230 

basis points last 

two quarters

7.1%

8.3%

9.4%

0.00%

1.00%

2.00%

3.00%

4.00%

5.00%

6.00%

7.00%

8.00%

9.00%

10.00%

Q3-09 Q4-09 Q1-10

%VAS to Recurring Revenue
FINANCIAL PERFORMANCE
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REVENUE EVOLUTION
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Q1 2009 Q2 2009 Q3 2009 Q4 2009 Q1 2010

Overview 

Å6.5% increase in revenue 

between Q1 2009 and Q1 

2010

ÅImprovement in revenue 

mix due to focus on 

on-net and on VAS

ÅInternational revenue hit 

by poor regulations

Revenue (M GHc)
REVENUE EVOLUTION
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SUMMARY

ÅCompetitive market place

ÅIncreasing taxation / regulation

ÅContinued growth in customer numbers

ÅBest network

ÅGrowing revenue contribution from VAS

SUMMARY



TIGO DRC: BUSINESS OVERVIEW



2222
22

22

Christophe Soulet

CEO

Masters in Business and 

Telecommunications

Abdellatif Bouziani

COO

Masters in Business 

Administration and 

IT

Akbar Ladak

CTO

Masters in Electronics 

and Mobile 

Communications

Barthe Ntshabali

CIO

Masters in Management 

and Information 

Technology

Lucy Quist

CMO

Masters in Business 

Administration and 

degree in Engineering

Bob Tumba

Chairman

Masters in 

Economics

Edwin Escobar

CFO

Masters in Finance 

and Public 

Accounting

Juan Moreno

CRO

12 years in 

Telecommunications

Louis Marie Tunba

CAO

Masters in Social 

and Economic Law

Olivier Sassa

Head of HR

Masters in Labour 

Sciences and 

degree in HR

THE MANAGEMENT TEAM
THE MANAGEMENT TEAM
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YYMMDD_Country_DocumentName

Population: 70.9 millions (Q1 2010) increasing by 2M per year

Median age: 16.5 yrs

Population growth: 3.2% per year

Total Area: Total Area: 2.345.000 sq km (ėWestern Europe)

GDP: $12.5 billion (2009)

Per capita at $200, one of the lowest in the world

Key macroeconomic 

statistics
(2007/ 2008 CIA Fact book)

(2009/2011 DRC Prime 

Ministerôs Office and IMF)

GDP Growth             Inflation

2007             4%                          7%

2008             6.2%                       16.7%

2009             2.7%                       31.2%

2010             5.5%                       15.0%

2011             6.1%                       12.0%

Population below 

poverty line:

80%

Mobile operators: 5 (Vodacom, Zain, CCT, Standard Telecom and Tigo)

Source: CIA fact book and Prime Minister Officer 02/2010

KEY COUNTRY DATA
KEY COUNTRY DATA

https://www.cia.gov/library/publications/the-world-factbook/maps/maptemplate_cg.html
https://www.cia.gov/library/publications/the-world-factbook/maps/maptemplate_cg.html
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KATANGA

Population: 10.3 M

Penetration: 10.3%

Market Share: 1.4%

Kinshasa+BasCongo (KBC)

Population: 13M

Penetration: 30%

Market Share: 41%

2.8% total area

20% total population

60% national GDP

Our business is in KBC:

Revenue: 99%

Subscribers: 98.2%

TIGO TERRITORIES
TIGO TERRITORIES

http://fr.wikipedia.org/wiki/Fichier:Brillanten.jpg
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1. Enhance network quality

2. Talent development

3. Keep costs under control, improve EBITDA

4. Sustain pricing & product leadership 

5. Segmented marketing and growth of targeted other 

revenue streams (VAS, International business, corporate)

6. Grow POS capillarity and penetration of non traditional 

outlets

7. Legal and taxation in a difficult environment

8. Multi currency environment with USD and CDF used

2009-2010 KEY CHALLENGES: ñ#1 IN KBCò
2009-2010KEY CHALLENGES
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HQ (Main core network location)

Pigeon (Back-up location)

Partial Redundancy
Backup network hub 

(Pigeon site) built to 

support business 

continuity in case of 

failure of HQ core 

switch

KINSHASA 

Q2 2009 and onward, we moved 

equipment from 200 eastern 

sites to KBC to address the 

economic crisis in the country

NETWORK EVOLUTION 2008-2010
NETWORKEVOLUTION 2008-2010
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All time best

telco

product in 

DRC

Local 

connection

A brand in its

own right

Å Simple straight forward offer with concrete benefits for customers:

V Seasons 1, 2, & 3:  All u can eat

V Season 4:  packaged minutes at reduced $/min pricing 

Å Principal growth driver now copied by all competitors, but clearly 

owned by Tigo

Å 50% of total recurrent revenue, used by 70% of customers

BLAZING THE TRAIL: ñallo na alloò
BLAZING THETRAIL
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ñPodium Exprimez-vousò

Å BTL platform for amplifying image 

campaign ñExpress Yourselfò

Å Talent quest in neighborhoods

Å The populace are the stars

Å Subs invited to express themselves in 

five disciplines ïdance, singing, 

comedy, juggling, mastery of musical instruments

Å Opportunity to sell products and services, with 

full media coverage

BTL: BUILDING CONSUMER BRAND EXPERIENCE
BTL:BUILDING CONSUMER BRAND EXPERIENCE
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17%

36%

28%

20%15% 17%15%

Å Strong control of distribution with fully outsourced sales 

force ïmajor source of quick market penetration

Å 100% e-PIN up to August 2008, then scratchcards 

introduced and now 24% of total airtime sales

Å Territory management a strong force with regional P&Ls 

driving investments

AIRTIME

SALES AND DISTRIBUTION EFFICIENCY
SALES AND DISTRIBUTIONEFFICIENCY
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MARKET SHARE INTERCO

Tigo VODACOM ZAIN CCT

0%
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30%
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2008 2009 2010

TOP OF MIND BRAND AWARENESS

Tigo Vodacom Zain CCT

Å From 2009, business 

model review with focus 

on KBC driving faster 

growth

Å Launch of new innovative 

offers, packaged minutes 

helped grow share and 

awareness

Market leader 

since Q4 

2009

PERFORMANCE INDICATORS
PERFORMANCE INDICATORS
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Å Our strength comes from our diversity ïcultures, races, gender

Å We are young but enterprising and full of confidence

Å We are a centre of excellence and are exporting talent

Å We recognise and reward excellence

Å We have people development at the centre of our strategy ïtalent pipe

Å We are building a colourful and powerful Tigo

Jean Marie Yumba

(IT Billing Manager)

IT Billing 

Manager

Chad

IT DIRECTOR

Chad

CIO

Laos
CEO

Ghana + DRC

TIGO DRC   PROMOTED AMBASSADORS

Patrick Mpenge

(DWH Manager)

Jean Mulenda

(SOX Manager)

Jaelle  Madudu

(DWH Project Assistant)

SOX 

Rwanda

Christophe Soulet

(COO)

Limberg Daroca

(Regional Director)

Head of Sales 

Chad

OUR PEOPLE ïA LEARNING ENVIRONMENT
OUR PEOPLE ςA LEARNING ENVIRONMENT



32

ÅSMS Services : 80% 

ÅCONTENT Services : 11%

ÅData Service : 2% 

ÅCaller Ring Back Tone : 7% 

2007 2008 2009

51%

303%

VAS Revenue split

Å+110% VAS revenue 

growth between Q1 

2010 and Q1 2009

ÅSignificant growth in 

gross margin rate

Å50% increase VAS ARPU

ÅVAS contribution to 

revenue  from 4% to 6% 

VAS REVENUE GROWTH
VAS REVENUE GROWTH



33

1,000,000

1,100,000

1,200,000

1,300,000

1,400,000

1,500,000

1,600,000

1,700,000

Q1 09 Q2 09 Q3 09 Q4 09 Q1 10

DRC Net Customers

+35%  growth 

in customers 

year on year

20

21

22

23

24

25

26

27

28

29

30

Q1 09 Q2 09 Q3 09 Q4 09 Q1 10

Revenue (M$)

+26% revenue growth 

year on year

COMPANY PERFORMANCE
COMPANY PERFORMANCE


