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In  your opin ion,

How long does it take 
to launch a Travel 
eSIM business?
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How long does it take to launch
a Travel eSIM business?

The barriers to entry had never been lower. Which turned out to be exactly the problem.

« Launch in Minutes »« Launch in 48 Hours » « Launch in One Day »
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You are now 

HUNDREDS

C O N G R A T U L A T I O N S

…reselling the same products

…from the same suppliers

…at the same price
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1

The Eldorado 
of Growth
Marketers

2 0 2 3  -  2 0 2 5

SEASON



7

OPEN

Forces aligned in 2023 to create a once-in-a-decade opportunity

1.3 Bn
International

Travellers

40%
Of consumers are 

aware of eSIM 
connectivity1 Bn

eSIM compatible
Smartphones 

on the field

Sources: UNWTO, GSMA Intelligence, Thales
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The Season 1 Growth Equation

1

2

3

Resell from Global MVNO
Off-the-shelf connectivity, 
zero infrastructure

Ads, SEO, ASO, …
Performance marketing 
as the sole differentiator

GROWTH
Rapid user acquisition 
in a demand-hungry market
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The

Result
$1.8B
Travel eSIM 

Market in 2025

Source: Juniper Research
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Assuming 
a conservative 

cost of 4€ per click, 
and an aggressive 
conversion of 10%, 

the Customer 
Acquisition Cost

 is > 40€

Cost of Google Adwords
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Average 
spend 
per trip

28$

2026

Source: Kaleido Intelligence
Q2 2026
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The CHALLENGE

Customer Acquisition 
Costs

CAC
Average Selling Price 
per Trip

ASP>

This is not a subscription, this is a one-off revenue
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Market Concentration 
in Travel eSIM: 
Dominance 
of Top Players

Long tail

Hundreds of providers fighting for less than 20%

Top 20 Players:

>80% total

Source: Thales Market Intelligence
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The easiest market to enter 
has become the hardest to win

E N D  O F  S E A S ON 1

T h e  I n d u s t r y  I n f l e c t i o n  P o i n t
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2

Building a 
Structurally 

Better Product

SEASON
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Reduce your 

connectivity 

costs

Improve 

customer 

satisfaction and 

brand perception

Optimize 

the user 

experience

5 priorities for product differentiation 

Differentiate 

with partners 

brand 

personalization

Enhance 

activation process
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1. Optimize the user experience with Lifetime eSIM 

Download
Once

Use for
every trip

x2 

Repeat
Customer Rate

Projected growth between
2025 and 2030
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up to 40% In some
regions

(Source alertify)

2. Multi-Sourcing: Reduce connectivity costs

Multiple
Connectivity

Suppliers

Least Cost 
Routing

Remote
configuration
of routing rules

https://alertify.eu/inside-the-esim-business-who-earns-who-spends-and-where-the-margins-hide/
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3. Enhance activation process

Works 
automatically

-50%
Support Cost

Reduction
on Android

No need to
"enable data in roaming"
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4. Quality of Service: Improve customer satisfaction 

Real-Time QoS 
Monitoring

Static Selection of 
Best Network per 

country

Dynamic Steering to 
Best Network,
in real-time

Increased Net Promoter Score
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4. Quality of Service: Segment your market with higher value products

Premium
product

Premium
price=
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5. B2B2C Distribution: Differentiate with partners brand personalization

01. Embed Travel eSIM
at the moment of need 02.

Display
your partner 
brandAirlines Airports OTAs

Hotels Banks
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Travel eSIM Season 1 vs Season 2

Margin-protected. Defensible.
The winner is whoever controls their infrastructure.

Won by product 
strategy

S E A S O N  2  ·  N O W

Acquisition-led. Margin-compressed.
The winner is whoever has the largest
ad budget this quarter.

Won by
growth tactics

S E A S O N  1  ·  T H E  P A S T
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GOOD NEWS!
Thales invested so you
don't have to build everything yourself.
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Thales: a trusted partner for successful deployments

+300
OTA platforms
deployments

+60
Multi IMSI
solutions

+400
eSIM

platforms

Dedicated 
Travel eSIM Team

Built from Travel eSIM 
Providers 

Requirements

Trusted by the biggest
names

Recognized by the Industry

…
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$8.7B
The opportunity

by 2030
It will not be captured

by me-too resellers.

Who Will Win Season 2?
The next chapter of travel eSIM growth belongs to 
those who build a structurally better product.

Come Build It With Us

Find Us
BOOTH #6

Source: Juniper Research

Contact me
Frédéric Martinent
frederic.martinent@thalesgroup.com
+33 6 74 68 74 75

Simple LinkedIn-style professional networking icon, flat vector graphic, clean geometric square-with-rounded-corners containing lowercase 'in' motif, corporate presentation 

aesthetic matching this slide, deep navy blue, bright cyan and white palette, crisp edges, subtle restrained gradient allowed, absolutely no shadows, no texture, no background 

clutter, transparent background

mailto:Frederic.martinent@halesgroup.com
https://www.linkedin.com/in/fredmartinent/
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