Ogloba. PRODUCT - WHITE PAPER

eSIM Activation Through Retail
Channels

End-to-end flows for activating eSIM profiles at the till — checkout UX, KYC, telco integration, and
the reconciliation patterns that make the channel pay.
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EXECUTIVE SUMMARY

Telecom operators fighting for subscribers have one under-priced asset available to them: the retail till. The
evidence has been clear since the plastic-SIM era — in France, Carrefour reported a 700% rise in SIM card
activations after offering SIM cards for sale near the tills. eSIM removes the last physical constraint from that
playbook: the product on the rack becomes an activation card, and fulfilment becomes a digital provisioning
flow.

Ogloba's Webpos 4.0 shipped live eSIM activation flows for telco partners across MENA and South-East Asia.
This paper walks the end-to-end flow — from scan at the till to profile provisioning — and the three
disciplines around it: KYC embedded at the point of activation, operator-side integration, and the

automated reconciliation and bonus mechanics that keep retailer and operator incentives aligned.

1. The till is an acquisition channel

Hypermarkets put enormous numbers of potential subscribers within arm's reach of telecom products — but
those customers are focused on their shopping. The SIM@Checkout lesson is that placement does the
selling: positioning SIM products close to the checkout taps the same impulse-purchase behaviour that
confectionery has always exploited, and it demonstrably works for connectivity products.

e Off-the-shelf ethos. The product is taken from the display, put in the cart, paid at the till, and becomes
available for use — no counter visit, no appointment.

* Proven lift. Carrefour France's 700% activation increase after moving SIM cards near the tills remains the
reference data point for the channel.

* Recurring revenue attached. The initial activation is the beginning of a top-up relationship — and the
same platform that activates the SIM fulfils the recharges, which is what makes the retailer bonus model
work (see section 4).

2. From plastic SIM to eSIM activation card

eSIM does not remove retail from the journey — it removes the plastic from the fulfilment. The rack product

remains (merchandising and impulse placement still do the selling); what changes is what happens after the
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beep:

1 - SCAN AT THE TILL

The activation card is scanned and paid for like any other checkout item. The cashier unlocks the product at sale —

cards are live only once legitimately sold.

2 - ACTIVATE

Activation runs in real time against the platform, with fraud checks and validation at the moment of sale — the

same real-time activation pattern used across Ogloba's prepaid products.

v

3 - KYC WHERE REQUIRED

In regulated markets, identity capture and verification run at the point of activation — at the after-sales desk, or on
a self-service kiosk (see section 3).

4 - PROVISION THE PROFILE
The eSIM profile is provisioned to the customer's device, completing the scan-to-provisioning journey without any
physical SIM logjistics.

This is the flow Webpos 4.0 introduced for telco partners across MENA and South-East Asia — the largest
Webpos release of 2025 — and the walkthrough now demonstrated live on Webpos 4.2: end to end from
scan to provisioning, including the telco-side reconciliation and store-staff onboarding that decide whether
the channel scales.

3. KYC at the point of activation

Prepaid SIM sale is a regulated act in much of the world: Germany, Spain, and Italy require ID documentation
from prepaid SIM purchasers, with other member states following, and Saudi Arabia checks even prepaid
mobile accounts against the Al EIm national database in real time. A retail eSIM channel is only viable if KYC
is embedded in the flow rather than bolted onto it.

The MySIM pattern shows what embedded KYC looks like: a 24/7 self-service vending machine or kiosk — in
the operator's store, a partner outlet, or busy public locations such as airports — handles the entire purchase,
registration, and activation journey. The machine scans and verifies the required document (usually a
passport or ID card), with optional fingerprint verification for more thorough checking; payment is taken by
cash or card; and the product is dispensed and activated on the spot.

The staffing dividend: because kiosks are self-service, they need no staff — overheads fall, the channel stays

open when the store in the airport is closed at 10pm, and in-store sales teams focus on selling value-added

services rather than processing KYC documentation.
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4. Reconciliation, bonuses, and channel economics

The commercial glue of the retail activation channel is that activation and recharge run on one platform.
Because the same system fulfils both, the retailer's top-up bonus can be calculated and paid automatically —
in airtime — as the customer recharges over time. Debits and credits, invoices and payments, bonus
calculation, and the mapping of related accounts are all automated, keeping every stage of the process

simple for both operator and retailer.
Beyond the big-box till, the same platform machinery runs the wider distribution field:

* mPOS — a smartphone application that lets merchants sell and distribute top-ups without a POS terminal,

with real-time transaction history, credit-limit visibility, GPS-logged sessions, and secure per-user login.

* M3C — mobile asset management for large independent merchant networks: purchasing credits and
products for resale, invoice payment, deposit handling, and per-merchant credit monitoring, with
merchants locatable via Google Maps even where no exact address exists.

* EVD Smartcard — the incentive engine: commission and SIM-activation bonuses payable in airtime or
collectable as cash, letting operators motivate their own sales force and their resellers' salesmen while
controlling subscriber acquisition cost. A launching MVNO or MNO can extend incentives across the
whole chain from day one.

r r
700% 24/7
Rise in SIM activations reported by Carrefour France after Self-service kiosk availability for purchase, registration, and
placing SIM products near the tills activation — no staffing required
\ .
r r
MENA & SEA Automated
Regions where Webpos live eSIM activation flows shipped Debits/credits, invoicing, and top-up bonus calculation
for telco partners handled by the platform end to end
\ \

5. Operator integration

Retail activation succeeds or fails on the operator-side plumbing. The integration surface is deliberately
conventional: hardware and software are configured to the operator's requirements and, once set up,
communicate with the operator's CRM and billing systems for streamlined integration. On the platform side,
open APIs and a modular architecture mean most integrations land in weeks rather than quarters, with
sandbox access and documentation provided up front — and the whole flow runs on infrastructure

engineered for constant uptime with millisecond fraud screening on every transaction.

See the flow live

Ogloba's team can demonstrate the scan-to-provisioning journey on Webpos, and scope the KYC, CRM,

and billing integration for your markets.
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This working draft consolidates material previously published on ogloba.com — the eTop-Up & SIM activation solution pages (SIM@Checkout,
MySIM, mPOS, M3C, EVD Smartcard, KYC overview), technology capability pages, and the Ogloba blog. All figures are as published there and
remain subject to final business review.
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