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DIRECT CARRIER BILLING  

Adding value to DCB
Direct carrier billing was designed for 
value added services –now we need to 
make it add value. Find out how >> 13

PSD2  

PSD2: ticket to ride? 
PSD2 comes into force across Europe 
in 2018 – and it could revolutionise 
ticketing, parking and much more 
besides, says Rory Maguire >> 14

PAYMENTS  

Giving back control
Shane Leahy, CEO, Tola Mobile explains 
how new payment tools are giving 
consumers back control of how they 
pay >> 16

BITCOIN  

Bitcoin: the future of 
payments?
Bitcoin has been something of a novelty 
for the dark web. But that is set to 
change as it becomes mainstream. Chris 
Fenton explains what that means >> 18

WORLD TELEMEDIA MARBELLA  

WORLD TELEMEDIA MARBELLA  

This year’s World Telemedia (WTM17) 
Conference and Expo, held in the warm 
and sunny climes of Marbella, has 
found a new lease of life, featuring 
a bevvy of delegtes from around the 
world and a lot of engagement with 
the exhibitors, sponsors and conference 
speakers. In fact, nearly 500 people 
were in attendance at the event from 
237 companies, from 47 countries – with 
55% from Europe (see below).

The first day focused on networking, starting 
with lunch and drinks outside by the hotel 
pool  – soaking up some much-needed Span-
ish sun, while meeting the new faces that 
Telemedia has attracted.  

The “Meet Market” continued this theme 
and proved to be a highly successful format 
for introducing companies to each other 
with a five minute chat about each other’s 
business and exchange of business cards 

While we dig into the technology, services 
and markets above, here we give you a 

GDPR: ready  
for a fist fight?
GDPR is seven 
months away, yet 
most businesses 
aren’t ready. Here’s 
what you need to do

New horizons
Mobile VAS is growing 
and new markets are 
coming on line. Here 
we take a look at a few 
juicy prospects in Africa, 
Egypt and beyond

>> 3
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WTM17 MARBELLA From affiliate marketing tips 
to GDPR to OTT – that was the show that was

WTM17 More international and bigger than ever
This year’s World Telemedia Marbella was a massive success – showcasing how 
the industry is finding new markets and embracing new technology. 

for further dialogue if there is interest in 
progressing. It’s speed dating for business 
people, but also a great way of ensuring that 
you return from the Expo with a clutch of 
business cards that you have pre-sorted into 
the potential or no potential categories.  

Drinks again on the Sun Terrace sponsored 
by Veoo and the day is already done, barring 
the traditional late night party (Sponsored 

snap shot of the delegates that were at the 
show.

447 Total Delegates (+33%) 47 Total Countries Represented
• 2018 forecast +500 • 55% Europe (+8%)
• 91% senior executives (+2%) • 27% UK

 • 7% Middle East
237 Total Companies (+24%) • 6% S/N America (+2%)
123 New Companies (+28%)  • 4% Australasia

• From 34 Individual Countries • 1% Africa
Percentage change from World Telemedia 2016

C2M OFFICIAL PARTNER OF MWC
2000 BONUS DISTRIBUTION AT THE SHOW
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by International Premiums , 
Telecom 2, Veoo and Mobile 
Life) and even later After-Party 
sponsored by Mobile Life. 

Day Two was where business 
really ramped up and exhibitors 
able to chat to visitors wander-
ing around between conference 
topics. 

Distinctive for this year was 
the quantity of new visitors. 
Businesses in Asia, Africa, East-
ern Europe and Middle East have 
been attracted by the show, the 
furthest travelled from Hong 
Kong, China and Australia.  

So what was on being talked 
about?

AFFILIATE MARKETING
There was a lot of conversation 
around affiliate marketing as 
both a highly successful mar-
keting tool for digital content 
providers and a place to sell traf-

fic. However,  it has been seen to 
carry fraud, misleading tech-
niques, iframe masking, hack-
ing and malware. These issues 
are causing mobile operators 
worldwide to shut down service 
categories and apply restrictive 
payment flows as has been seen 
in UK. 

But problems aside, affiliate 
marketing is gaining ground as 
a promotional tool in telemedia 
and Joao Oliveira, head of adver-
tisers at Mobidea was on hand 
to show what trends are shaping 
the industry.

First up, Personalisation is 
becoming a key theme amongst 
the affiliate world too. Offering a 
marketplace of affiliate content 
and ads and then targeting the 
right things at the right people 
will not only increase the ef-
fectiveness of affiliate marketing, 
but will also help to make it clean.

This is something that affects 

WORLD TELEMEDIA MARBELLA  

Show roundup
<< 1 the whole food chain, he told 

delegates, with bad ones spoiling 
it for everyone. The problem, he 
says, is that it’s very hard to get 
hold of fraud data and carriers 
and advertisers need do more to 
co-ordinate and share that data 
so that bad affiliates and bad 
traffic can be weeded out.

Post event monitoring too is 
crucial, he told delegates. Apps 
where ads appear need to share 
data on churn rate so that rogue 
ads can be weedled out. Ads 
that get clicked on and then im-
mediately churn are not wanted. 
The industry needs to do more 
to make sure that the ads served 
are useful and proper.

Investment by advertisers and 
ad agencies is needed to control 
this scourge. Incorrect AIT with-
hold procedures has become a 
major issue for fixed line telco’s 
with some companies pushed to 
the wall and one international 

company now refusing to oper-
ate in the UK until solved.

Telecom2’s Alan Partington de-
tailed the issue in a private lunch 
with other telecom companies. 

VAS AND VAULT
While there is a wealth of ‘legacy 
content’ – read: wallpaper and 
ringtones – out there in develop-
ing markets that direct carrier 
billing can tap into, what the 
technology really needs to crack 
is how to add value to services.

So believes Stefan Kostic, CEO 
of Centilli. Speaking in the con-
fernece he said: “To move [direct 
carrier billing] DCB forwards 
we need to use it to really add 
value. 39% of people who do use 
it say they see no value in it – we 
have to turn this around,” he 
told delegates. “Content is king 
and DCB should be queen.”

So where can value around 
DCB be created? According to 
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Kostic, companies need to look 
outside the box. Insurance, 
e-sports, IoT applications, smart 
cities applications such as tolls 
and parking, as well as ticketing 
and transport are all ripe for DCB 
to come and add value and this 
is where the industry needs to 
concentrate.

But the window of opportu-
nity is closing. Other payment 
tools are coming along and they 
are all well placed to replace or 
usurp DCB before it really gets 
going.

“DCB offers consumers, MNOs 
and vendors benefits and these 
need to be shouted about,” says 
Kostic. Only then will people 
start to use DCB to add value.

Mobile Squared provided a 
positive view of the growth of 
the global market for VAS, Centili 
looked at the “Carrier Billing” 
market worldwide as it develops 
and Veoo presented its view on 
emerging market support. aimm 
provided insights into manag-
ing customers. See page 13 for 
more.

OTT MESSAGING
OTT messaging is having a mas-
sive impact on the good old 
world of SMS and voice services 
– but can it be monetised and 
brought into the telemedia fold?

So pondered Rohin Ravindran, 
CEO of 12 Telecom. He pointed 

out that, while data is now 12% 
of MNO business and that it 
was likely to increase – and that 
messaging was under growing 
pressure from OTT services such 
as Facebook messenger and 
Google Voice, there is no tried 
and tested way to monetise OTT.

“Skype has a billion users give 
or take, and it has never made 
money,” he told delegates. 
Instead he floated the novel idea 
that OTT’s value lies in enabling 
transactions.

“The largest publisher in the 
world is Facebook, yet it makes 
no magazines. YouTube is one of 
the world’s largest TV channels, 
yet it makes no programmes. In-
stead, their value lies in enabling 
transactions. After all, commerce 
is just a conversation that ends 
up in money changing hands,” 
he said.

This is where the value in OTT 
lies, but how to realise it remains 
to be seen. 

However, 12 Telecom’s OTTX 
platform aims to try and put that 

right. It make creating, running, 
collating and monetising OTT 
services easier to do. Stay tuned, 
more to come on that one.

GDPR
GDPR is one obvious manifes-
tation of how you have to be 
careful about data, but how to 
be compliant with your data 
and your services and how to 
understand the value of the data 
you do have is vital.

Aimm tackled the arrival of 
GDPR, while Empello ran their 
highly popular Country Updates 
and MCP presented on moni-
toring services. See page 6 fore 
more.

OVERSEAS 
OPPORTUNITIES
The show also looked at 
emerging markets. Africa was 
discussed at length by James 
McNab from Basebone, who 
shared is insights into how to 
crack this nascent market. One 
thing of note is that texts from 

God are a sure-fire money spin-
ner: no one wants to text god to 
say STOP SENDING ME MES-
SAGES.

Opting out of God was echoed 
by Matt Winters from Veoo, who 
has worked LatAm extensively 
and has seen business booming. 
Ringtones and wallpaper are 
still big, but so are increasingly 
sophisticated services.

The show was also testament 
to how markets in the middle 
East and across lesser know 
parts of Eastern Europe and 
Eurasia are also in the ascen-
dant. Delegates from Azerbijan 
jostled with those from across 
the Baltics and even Russian and 
the Crimea.

There were also people from 
China who had come to see 
how to monetise content and 
data services and, interestingly, 
to look at how to leverage DCB 
in this huge market. Certainly 
providing pause for thought for 
next year’s event. See page 10 fo 
rmore. 
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   FROM THE EDITOR  

2018: telemedia’s year zero?

Paul Skeldon. editor 

telecoms rely on customer data 
to thrive. In fact, data is the new 
money in many ways and, while 
youngsters are more willing than 
old gits like me to share their data 
in return for something good, the 
need to handle that data carefully 
now comes with a massive price 
attached. Have data that you 
shouldn’t, or can’t justify having is 
going to cost you your business – 
literally; the fines under GDPR are 
company busting.

As we explore on page 6 of this 
issue, there is much that com-
panies need to do between now 
and 28 May. Check it out, it may 
just save your business.

PSD2, on the other hand, is a 
massive opportunity for teleme-
dia. After years on the periph-
ery of the burgeoning mobile 
payments marketing, charge to 
mobile/direct carrier billing finally 

has a chance at mainstream use. 
The regulations will make it 

possible to use DCB for all sorts 
of things, including ticketing and 
parking and more. And this is 
just what is needed: as we ex-
plore on page 13, DCB needs to 
add value to work – and PSD2, 
which we look at in more depth 
on page 14, will allow that to 
happen. 

All it needs is for the teleme-
dia industry to take it seriously 
and work with the brands and 
other players out there to drive 
it home. Come on, let’s make 
2018 telemedia’s year zero.  
www.telemediaonline.co.uk
@telemediaTweets
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2018 is going to be quite a 
momentous year for telemedia 
– and it could well be one that 
resets the clock and makes this 
an even more important industry 
than it is today. 

In January PSD2 comes into 
force across Europe, marking 
a sea-change in, among other 
things, how charge to mobile 
can be used. Then, at the end 
of May, GDPR comes into force, 
changing forever how customer 
data can be stored and used. 

Together these two things will 
hugely shake up the telemedia 
business – and many of the as-
sociated industries that rely on 
telemedia services. But with that 
change comes huge opportunity. 

To take GDPR first, this is a 
massive issue for many compa-
nies across the telemedia value 
chain. Media, marketing and 
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With less than seven months to go before it is implemented, 
many companies still aren’t ready for GDPR and the ePrivacy 
Directive. Unfortunately for them, consumers are: with nearly 
two thirds itching to start being forgotten. Paul Skeldon 
takes a look at where companies are going wrong and what 
consumers are ready to do

The GDPR will come into force 
in a little over seven months, 
but with the deadline looming 
there remains concern with 
15% of businesses still not hav-
ing a plan in place, according 
to the latest research from the 
DMA. 

The majority of marketers 
surveyed believe their organ-
isations are on track (56%) or 
ahead (4%) in their plans to be 
compliant by May 2018, with a 
further 17% falling behind their 
current plans – up from 11% in 
May 2017. 

The latest edition of this 
research, now running since 
June 2016, shows how aware-
ness and preparedness has 
risen. Eight in 10 marketers 
(77%) now rate their awareness 
as ‘good’, while 74% described 
themselves as feeling some-
what or extremely prepared for 
the changes. 

However, when asked 
about the preparedness of 
their organisation, this figure 
dropped to just 58% believing 
their business was ready for the 
changes. This is despite 85% of 
businesses having implemented 
their plans for GDPR, which is 
more than ever before. 

Chris Combemale, CEO of 
the DMA Group, explains: “The 
GDPR is a watershed moment 
for organisations to make data 
protection a core brand value, 
placing respect for privacy at 
the heart of their brand propo-
sition. We should use the new 
laws as a catalyst to transform 
the way we speak to custom-
ers, making every engagement 
human-centric. This will enable 

duction of the Data Protec-
tion Billon the 13 September. 
However, three quarters (76%) 
of marketers want to retain free 
data flows across Europe (the 
“digital single market”), which 
will necessitate aligning our 
data laws with those of Europe.

New for this edition, market-
ers were also asked about their 
awareness and key concerns 
about the upcoming ePrivacy 
Regulation reforms, with 3 in 10 
(28%) reporting no awareness 
at all. The most common con-
cerns about potential changes 
are an opt-in for B2B marketing 
(31%), consent requirement for 
cookies (26%) and an opt-in for 
all telemarketing (25%).

CONSUMERS ARE KEEN
While marketers and industry 
may well not be ready for all 
this, the public are. In fact, they 
are chomping at the bit to get 
this legislation on the books 
and, if they could, would have 
even more strict rules than 
even those that GDPR and ePri-
vacy advocate.

New research reveals 62% 
of UK consumers want stricter 
rules surrounding data col-
lected about people’s online 
behaviour (sites they visit, ads 

they click and purchases they 
make). The same percentage 
also want stricter rules related 
to data shared between com-
panies.

This is according to the sur-
vey of 1,000 UK consumers 
conducted by UNICOM Glob-
al’s Macro 4 division in partner-
ship with MaruUsurv, an online 
survey company. And 31% want 
companies to provide dis-
counts, special offers and other 
incentives in exchange for their 
personal information

Around half (52%) of the UK 
consumers polled would make 
a data access request if they 
suspected their personal infor-
mation was being held without 
their consent; 39% would con-
sider doing it just because they 
are curious to see what data 
companies are holding about 
them; and 26% would make a 
request if there was a chance of 
compensation – which is pos-
sible if the rules were not being 
followed or their privacy was 
being breached, for example. 
17% would make a request in 
order to ‘get back’ at compa-
nies who had given them a 
negative experience.

GDPR requests pose a chal-
lenge because personal data 

organisations to build trusted, 
authentic and transparent rela-
tionships with their customers.”

Marketers across all indus-
tries feel more affected by the 
GDPR as time goes on, with 
two-fifths (42%) now feeling 
their business will be “very 
affected” by the new laws, and 
a further fifth (22%) feeling “ex-
tremely affected”. 65% of those 
surveyed agree that the GDPR 
will be a hindrance to their 
marketing. Despite this, mar-
keters also clearly understand 
the value the GDPR will bring 
to their customer offering, with 
39% agreeing that the changes 
will improve their ability to 
meet customers’ needs.

Key concerns for organisa-
tions are consent (28%) and 
legacy data (18%), while priori-
ties remain updating privacy 
policies (15%), integrating com-
pliance systems (12%), auditing 
current state (12%) and data 
management breach processes 
(11%). 

Combemale continues: “As an 
industry, we must always keep 
in mind the customers’ right 
to privacy. It’s important that 
businesses put the principles 
of accountability, transparency 
and trust at their core. Allow-
ing them to go beyond simply 
being the right side of the law 
and actually build a sustainable 
long-term relationship with 
customers about their data.”

 
BREXIT AND EPRIVACY 
REGULATION
Post-Brexit, 39% of marketers 
say they would like GDPR to 
be relaxed, despite the intro-

 REGULATION  

GDPR: Better get ready for a fist fight

https://dma.org.uk/research/the-gdpr-and-you-chapter-four
https://dma.org.uk/research/the-gdpr-and-you-chapter-four
https://dma.org.uk/article/data-protection-bill-published
https://dma.org.uk/article/data-protection-bill-published
https://www.macro4.com/the-gdpr-what-consumers-think
https://www.macro4.com/the-gdpr-what-consumers-think
https://www.macro4.com/home/
https://dma.org.uk/article/data-protection-bill-published
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now includes so many differ-
ent types of information and 
because it is difficult to predict 
just how many requests to 
prepare for, explained Lynda 
Kershaw, Marketing Manager at 
Macro 4, an IT provider

“Personal information can be 
anything that is identifiable to 
an individual: everything from 
contact details, date of birth 
and credit card numbers, to 
information within emails and 
social media conversations, let-
ters, bills and policy documents 
and even behavioural tracking 
data. Much of this is unstruc-
tured information held in 
separate systems controlled by 
different business departments 
and cannot be pulled together 
at the snap of your fingers.”

 REGULATION  

GDPR: Better get ready for a fist fight

Mobile payments,
made simple.

www.tolamobile.com

Tola is a mobile payment service provider. We take the hassle, cost and risk out of paying for goods and services by 
allowing consumers to pay directly from their mobile, charging transactions to a mobile wallet or phone account.

Untitled-6   1 10/11/2017   10:37

While tough financial penal-
ties are expected for failing to 
comply with the GDPR, experts 
believe companies should also 
be concerned about com-
pensation litigation, which 
could mimic the activity that 
has grown around Payment 
Protection Insurance (PPI) 
compensation pay-outs. Poten-
tially hundreds or thousands 
of individuals could be brought 
together by law firms to mount 
‘no-win, no-fee’ class actions 
against organisations who have 
not adhered to the new data 
privacy regulation.

The Macro 4 research also 
finds that 42% of consumers 
find it difficult to keep track of 
personal information they have 
consented to organisations 

collecting, while 41% would be 
more likely to use a company 
that made it easier to under-
stand what personal informa-
tion they are holding and how it 
will be used.

This is backed up by a study 
by Exonar, a leading provider 
of General Data Protection 
Regulation (GDPR) data 
mapping and data inventory 
solutions company, which finds 
that 9.58million UK mobile 
phone subscribers may submit 
a Subject Access Request (SAR) 
to their network provider when 
GDPR goes live next May.

The good news is that when 
Exonar asked them, 70% of 
people have no idea about 
the changes. However, once 
GDPR and the term SAR was 
explained to them, 57% said 
they would raise a SAR. Among 
the companies people will 
target are their mobile network 
provider in 11% of cases.

Julie Evans, COO at Exonar, 
said companies need to make 
the most of the time they have 
before the Information Com-
missioner’s Office (ICO) starts 
its consumer publicity cam-
paigns: “Companies often ask 
us how they can predict how 
many SARs they will receive. It’s 
an impossible task as so much 
of it will come down to con-
sumer awareness.

“At the moment all commu-
nication efforts from the ICO 
are focused on getting compa-
nies ready for the GDPR, but 
come next Spring, we expect 
the focus to change as they 
start to inform the general 
public about the changes. If the 
ICO succeeds in raising con-
sumer awareness then, as this 
research shows, the floodgates 
will open. Businesses really do 
need to make the most of the 
remaining months to get their 
data house in order.”  

http://www.independent.ie/datasec/gdpr-will-result-in-significant-increase-in-litigation-pwc-35576478.html
http://www.independent.ie/datasec/gdpr-will-result-in-significant-increase-in-litigation-pwc-35576478.html
http://www.idgconnect.com/blog-abstract/27886/could-gdpr-ppi
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 ENGAGEMENT

With consumers being pulled in all directions by brands, what should you be doing to be more engaging? Matthew 
Winters, CEO, Veoo offers his round up of what companies such as his can help you do

Consumers are now, more than 
ever, being pulled in different 
directions by numerous brands 
offering products and services 
that are often very difficult to 
distinguish between. So, how can 
you capture consumers’ atten-
tion so that they will not only 
buy from you once, but will also 
continue to remain loyal to your 
brand? Engaging your audience 
via their mobile device is no 
doubt a challenge, but one that is 
definitely worth persisting with.

Here are some strategies I 
have pulled together which can 
help effectively increase mobile 
engagement while being relevant 
to your consumer audience.

PAYING ATTENTION TO 
YOUR SUBSCRIBERS
The behaviour of your mobile 
subscribers will help you under-
stand the effectiveness of your 
mobile marketing efforts. This 
data is easily available, secured 
through your mobile marketing 
analytics, and will enable you 

Must-have strategies for 
effective mobile engagement

to understand which offers are 
most appealing and which do 
not work for your subscribers. 
With this, you can tailor future 
promotions accordingly to en-
sure further mobile engagement 
and increase redemption of your 
offers, so it would be foolish to 
ignore! 

ADDING THE SOCIAL 
ELEMENT
Social media has become a great 
channel to market to and can 
further enhance your reach as 
you now have an army of people 
who can do your marketing on 
your behalf – by sharing and 
commenting on posts. Con-
sider sending a giveaway offer to 
mobile users, perhaps customers 
can obtain a second entry to win 
a prize if they share the promo-
tion on their social media profile. 
This will increase the chances of 
their friends enlisting and will 
subsequently increase engage-
ment with your brand.

CREATING AN 
OMNICHANNEL 
EXPERIENCE
A seamless customer journey 
comes under the influence of 
social media, mobility, geolo-
calisation and being constantly 
connected. In order to maintain 
competitive edge over others, 
consumers should be provided 
with a frictionless experience at 
all points of contact with your 
brand. Research has found that 
the more channels customers 
use, the more valuable they are, 
spending an average of 4% more 
on every shopping occasion in 
the store and 10% more online 
than single-channel customers. 
Leveraging data gathered across 
devices and platforms is key in 
creating this rewarding cross 
channel experience.

CONTINUOUSLY UPDATING 
YOUR OFFERS
The more relevant the offers 
you put in front of your mobile 
subscribers, the more they will 

take advantage of them - and this 
is where customer data comes 
in handy. Through both push 
notifications and mobile wallets, 
marketers can create compelling 
offers that consumers will want 
to take advantage of. Take push 
notifications, for example, 56% of 
mobile users allow push noti-
fications, therefore by building 
these into your mobile marketing 
strategy you can reach a sig-
nificant number of people with 
your offers. But to keep things 
fresh and interesting, be sure to 
change these up. Try implement-
ing things like seasonal offers and 
rewards on their birthday. 

KEEPING PEOPLE POSTED
Another opportunity for mobile 
engagement is through transac-
tional messaging. These mes-
sages mean staying connected 
to your customers through an 
order process. One such example 
would be for order tracking; a 
transactional SMS strategy could 
include a confirmation of the 
order, followed by notification of 
when it’s being delivered and a 
confirmation once it has actually 
been delivered. 
As consumers check their text 
messages more frequently than 
they do their email, this is a 
great way to give up-to-the-min-
ute details about their orders 
and therefore furtherer instil 
their confidence in your brand.

As shoppers rapidly make 
the transition to mobile com-
merce, mobile engagement 
requires even more diligence and 
continual effort. But if you pay at-
tention to how mobile users are 
responding to your efforts, you 
will find it easy to continue to be 
important to them.  

http://www.veoo.com/
https://hbr.org/2017/01/a-study-of-46000-shoppers-shows-that-omnichannel-retailing-works
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 ENGAGEMENT

How to better engage your customers this Christmas
With Christmas fast approaching, companies 
are no doubt planning and implementing 
their Christmas marketing strategies as well 
as their strategies for Black Friday. 

This year I would urge companies to make 
sure that they add mobile marketing to their 
arsenal, if they haven’t done so already, in 
order to stand out in an ever more crowded 
marketplace. Mobile marketing strategy ideas 
like the ones I am about to run through will 
help create more engagement with your pro-
spective customers, creating great results, as 
well as giving your customer loyalty programs 
a boost.

CUSTOMER ENGAGEMENT AT AN 
EARLY STAGE
Building your mobile marketing database 
long before the holiday season from Black Fri-
day to New Year is key. Enticing customers by 
your initial SMS offers will get sign ups to help 
drive further sales with great call to actions 
as we delve further into the holiday season. 
Once you have these customers in your SMS 

database, you can send your holiday offers 
right to their text message inboxes.

ENGAGE CUSTOMERS IN 
TRANSACTIONAL MESSAGES
Shopping for Christmas and, more recently, 
Black Friday gifts becomes almost a full-time 
project for the average shopper. They have to 
stay on top of which order is shipping when, 
what’s out of stock, and when that product they 
have been eyeing will go on sale. So, why not 
make this process easier for them using transac-
tional messaging?

GIVE LOYAL CUSTOMERS AN INCENTIVE
This time of the year is the perfect opportunity 
for you to show your appreciation to all those 
loyal customers you have. Sending an offer for a 
free gift — no purchase is necessary – that can 
be stored in a mobile wallet is a great idea as 
customers will have to pick up this gift in store. 
Once they’re in, there’s a great opportunity to 
engage in further sales and a high chance they’ll 
end up buying something.

GIVE A SNEAK PEEK AT PROMOTIONS
Reward those customers who have added 
your loyalty card to their mobile wallets or 
signed up to your database by giving them 
advance notice of holiday promotions and 
sales. You can choose to let them actually 
take advantage of the deals early or simply 
whet their appetite so that they’re ready to 
buy the minute the sale launches.

CHRISTMAS OFFERS
Take advantage of the Christmas season by 
theming your offers and making them irresist-
ible. This way you can engage customers based 
on their preferences and the type of customers 
they are, whether casual or regular shoppers.

With Black Friday a few weeks away and the 
Christmas rush already starting, don’t delay in 
planning your mobile marketing strategy! Speak 
to Veoo today to find out how we can help you 
maximise customer engagement. That way 
when November rolls around, you will have al-
ready built your mobile marketing database and 
will be able to just sit back and monitor the ROI.
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 INTERNATIONAL  

The demand for mobile value-added services is growing globally, as new markets discover 
the joys of ringtones, wallpapers… Crazy Frog. But which markets are hottest and what do 
they offer? Paul Skeldon takes a speedy world tour of some of the key market

New horizons

we take a look at some – and 
by no means all – of the regions 
where things are heating up 
(see page 25 to see some of 
these countries in graphical 
form)

AFRICA
Africa is, of course, a big place, 
but there are some countries 
within the continent that are 
steaming ahead with VAS and 
are ripe for further develop-
ment by telemedia companies. 

Carrier billing offers an ideal 
way for them to pay for these 
services, according to James 
McNab, MD, Basebone Con-
nects, and the phone penetra-
tion stats show just how ripe it 
is. In South Africa – the leading 
market on the continent for 
these services – smartphone 
penetration is at 37%, mobile 
broadband access at 41% and 
prepaid SIM share at 85%. 
Debit card and credit card 

penetration lies at 55 and 14%, 
respectively. 

In Nigeria, smartphone 
penetration is at 30%, mobile 
broadband access at 24% and 
prepaid SIMs account for 97% 
of the market. Debit and credit 
card penetration is 36% and 3% 
respectively. 

Across in Kenya, smartphone 
penetration lags at 15%, mobile 
broadband at 19% and again 
97% of the market uses prepaid 
SIMs. Debit and credit card 
penetration is at 35 and 5%. 

All are ripe for the use of 
carrier billing to develop the 
VAS market and, with low-but-
growing smartphone penetra-
tion, this is a market that can 
develop in years to come as 
content needs become more 
sophisticated.

EGYPT 
The Middle East has long been 
seen as a hotbed for VS, but it 

has always worked in a slightly 
different way. On the edge of 
both Europe and the Middle 
East, however, Egypt, provides 
an interesting opportunity for 
many telemedia companies. 

Smartphone penetration is 
only at 22%, but mobile pen-
etration is around 110% with 
mobile broadband access at 
42%. 89% of users are pre-paid. 
Debit and credit card penetra-
tion are at 10 and 2% respec-
tively, so there is everything to 
play for in the Egyptian market 
with carrier billing.

Policed by the Ministry of 
Communication and Informa-
tion Technology MCIT), the 
Egyptian PRS market accepts 
MO and MT and MT subs 
services at a range of EGP 
(Egyptian Pound) price points. 
MCIT does not allow adult con-
tent, gambling or sportsbook 
services, but does allow virtual 
gambling with non-real money. 
Lotteries, competitions, voting, 
chat, information services and 
mobile content are all allowed 
and are very popular.

The old ones are always the 
best. While the ‘developed’ 
world has moved on, ringtones, 
wallpapers and daily messages 
from God are all doing roaring 
trade in new territories that are 
opening up to the joys of mo-
bile value added services (VAS). 

But don’t be fooled by the 
seemingly retro nature of these 
services that are doing so 
well. These are just the van-
guard. Markets across Africa, 
Latin America and Asia – not to 
mention the Middle East and 
the Easterly parts of Eastern 
Europe, which we shall be 
looking at in the next issue – 
are embracing both these ‘old 
skool’ services and new ones. 
Networks are expanding to 3, 
4 and even 5G technology in 
many of these regions and they 
are set to potentially leapfrog 
the developed world in the 
years to come.

So what is hot where? Here 





12 More news, views and analysis at www.TelemediaOnline.co.uk 

allow users to make single click 
transactions that are charged 
to their mobile bill. The com-
pany is also rolling out MSISDN 
forwarding to allow mobile 
subscriber access to websites, 
again with a single click pay-
ment. VeooiPayer is a smart 
payment tool that helps the 
unbanked – and there are many 
in LatAm – to buy online. This 
range of payment products is 
set to help open up the LatAm 
market to content providers.

SINGAPORE & INDONESIA
Singapore and Indonesia are 
two of the hottest markets 
for telemedia in the Asean 
region and stand out because 
of where they are with smart-
phone penetration and service 
provision, according to Vladimir 
Mitic, Asia Regional Manag-
er, Macrokiosk.

Singapore is a fairly advanced 
market, with 8.2million con-
nections and a mobile penetra-

tion of 147%, split 41 to 59% 
between prepaid and postpaid. 
According to Macrokiosk, 
the types of services that go 
down well in Singapore cover 
high quality mobile entertain-
ment, gaming content, mobile 
education and brands. Glamour 
content is allowed, but not 
recommended, and no nudity 
or adult based banners or pre-
landers are allowed.

The market is regulated by 
the Infocomm Development 
Authorioty (IDA), which is 
largely feared,  and operators 
are very quick to hand out 
refunds to avoid any sort of IDA 
involvement.

There are further compliance 
issues, with all content and pro-
motions needing to be licensed

There is a growing use of di-
rect carrier billing in the market 
and PSMS is used, though is in 
decline. Operator pay out rates 
are ‘good’, with the telco taking 
30%.

Neighbouring Indonesia is 
another rampant market awash 
with opportunities. It boasts 
339.4million mobile connec-
tions, 131% penetration, but 
dramatically split 98 to 2% be-
tween pre-paid and post-paid 
services. 

It has a lower annual income 
per capita than Singapore, but 
attracts the same sort of traffic: 
licensed mobile entertain-
ment; gaming content; mobile 
education; and brands. Unique 
content is preferred. Billing 
tends to be via PSMS, but with 
header enrichment.

Similarly to Singapore, 
glamour is allowed, but not 
recommended and the regula-
tory body – BRTI (Indonesian 
Telecom Regulatory Authority), 
which is mostly involved in 
making policy and regulations 
– doesn’t permit nudity or por-
nographic banners or preland-
ers and insists that all content is 
licensed. 

LATAM
The LATAM Economy is a fast-
emerging market, but under-
standing each individual market 
in LATAM is tough, warns Mat-
thew Winters, CEO, Veoo. “For 
example, some are football 
obsessed and their mobile con-
tent markets reflect this, while 
others are much more focussed 
on celebrities. A good under-
standing of what the require-
ments are is essential.”

As a result, anyone wanting 
to play in this market has to 
push the right content to each 
market. You also have to under-
stand payments cycles and fre-
quency, the difference in billing 
frequency from weekly to daily 
from country to country. 

For LatAm there is no one-
size fits all approach.

Veoo is currently rolling out 
a range of payment options to 
tap into the growing VAS con-
tent markets in LatAm. Direct 
carrier billing is being offered to 

 INTERNATIONAL  

Mobile broadband will boom in Africa
The number of mobile broadband connec-
tions in Africa is set to more than double 
over the coming five years, and rise from 
419 million at end-2017, to 1.07 billion at 
end-2022, according to Ovum’s new Fore-
caster data service.

The growth of mobile broadband in Africa 
will be facilitated by the further roll-out of 
3G W-CDMA and 4G LTE networks, and the 
increasing affordability of smartphones. In 
2019, W-CDMA will become Africa’s biggest 
mobile technology by subscriptions, and 
there will be 858 million W-CDMA connec-
tions on the continent by end-2022, Ovum 
forecasts. There will also be 210 million LTE 
subscriptions in Africa at end-2022.

Ovum expects Africa’s first 5G services 
to launch in 2021, but initial take-up will be 
modest, with fewer than 1 million 5G sub-
scriptions on the continent at end-2022.

The increase in data connectivity in Africa 
is accompanied by rising data revenues for 
operators, and is creating a platform for 
new, digital services. But it is also shaking 
up Africa’s telecoms, media and technology 
(TMT) market. Facebook said earlier this 
year that it had 170 million active users in 

Africa, which means it has more custom-
ers on the continent than Africa’s biggest 
telecoms operator, MTN Group, which had 
165 million mobile subscriptions in Africa at 
end-1H17.

“Data connectivity is growing strongly in 
Africa, and there are also good prospects on 
the continent in areas such as digital media, 

mobile financial services, and the Internet of 
Things,” says Matthew Reed, Practice Leader 
Middle East and Africa at Ovum. “But as Af-
rica’s TMT market becomes more convergent 
and complex, service providers are under in-
creasing pressure to make the transition from 
being providers of communications services, 
and to become providers of digital services.”

Ovum’s Africa connectivity metrics and forecasts

https://www.wtevent.co.uk/participant/vladimir-mitic/
https://www.wtevent.co.uk/participant/vladimir-mitic/
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Billing in motion

Here comes PSD2
PSD2 comes into force across 
Europe in 2018 and it should 
open up carrier billing to the 
mainstream. Rory Maguire 
assesses its likely impact

Bitcoin
No longer a dark web novelty, Bitcoin 
is a serious currency. So what does 
that mean for charge to mobile and 
payments in general? Chris 

Fenton takes a look

Giving back control
PSD2 is likely to shake up payments 
and fintech in 2018 – and one 
upshot is that it gives consumers 
control of payments. 
Shane Leahy, explains 16

PAYMENTS  

Direct carrier billing (DCB) has so much going for it: high conversions, 
ease of use, convenience being just three. Yet it struggles to gain the 
sor t of uptake that it should be commanding. But that could change if 
operators and brands rethink how they sell it. Paul Skeldon reports

18

Adding value to DCB

Direct carrier billing, charge 
to mobile, operator billing 
– call it what you will, but 
one thing is for sure, it 
should be huge. 

But it isn’t. While the idea 
of paying with a mobile 
phone has grown to the 
extent that there are a mul-
titude of new ways to pay, 
the simplest one – sticking 
it on a phone bill – seems to 
have failed to grab the at-
tention of the mass market. 

For anyone in the tele-
media industry, the reasons 
are clear: while DCB started 
out as something associ-
ated with value added 
services (VAS), somewhere 
along the line it lost the 
sheen of ‘value’ and instead 
became a payment service 
associated with low quality, 
fraud riven services such as 
ringtones, wallpaper and 
silly videos. While this still is 
an important sector – espe-
cially in developing markets, 
see page 10 – perhaps it is 
time that carrier billing got 
a proper make-over and its 
reputation restored?

“The ringtone era should 
be over,” says Stefan Kostic, 
CEO of Centili. “As an 
industry we have to actively 
reduce that sort of content 
and make positive moves to 
bring back value. DCB should 
add ‘value’ to value added 
services, and that means 
bringing brands on board.”

Kostic’s view is correct. 
The trouble with DCB in 
most markets is that it isn’t 
being sold to the brands as 
a really great way for people 
to pay for mobile content. 
This needs to change.

“Of course there are 
issues with it such as poor 
operator payouts and 
complicated regulation, but 
these are beginning to be 
addressed. We now have 
a great product to push to 
brands – we just need to do 
the work.”

PSD2 is likely to help (see 
page 14), opening up carrier 
billing to the purchase of 
quasi-real goods such as 
tickets and parking. This 
will give those payment 
companies that rely on the 

ringtone market something 
even bigger to get into and, 
in theory, should inspire 
them to push these pay-
ment services at bigger, well 
known brands.

In some markets carrier 
billing is being lapped up 
by big brands. Bango has 
recently expanded its direct 
carrier billing payment op-
tions to android app store 
users on three of Egypt’s 
main mobile networks and 
it has successfully rolled out 
DCB with Amazon in Japan.

As Engy ElSabban, CEO at 
Victory Link explains: “This 
partnership gives Egyptian 
consumers an inclusive 
payment method to access 
the full range of content 
and services available from 
the world’s leading online 
stores and merchants, who 
have standardized on the 
Bango Platform to offer 
payment on a global scale.”

Amazon customers with 
an NTT DOCOMO or KDDI 
(au) mobile phone account 
can now pay for the Ama-
zon Prime membership fee, 

either monthly or annu-
ally by charging the cost to 
their mobile phone bill. At 
the same time, students in 
Japan can now use this new 
payment method to pay for 
their annual membership 
fees to the Prime Student 
programme.

Adding carrier billing as a 
payment option increases 
choice for customers in 
Japan, making it easy to 
complete purchases. Select-
ing this payment method 
enables instant purchase 
completion, without need-
ing to register card details 
online. Bango technology 
ensures reliability, secu-
rity and customer success 
when paying with carrier 
billing.

“An amazing range of 
goods and services can now 
be purchased through the 
phone bill in Japan,” says 
Ray Anderson, Bango 
CEO. “The Bango Platform 
ensures global retailers 

can offer these customers 
the trust and transparency 
they want from a payment 
method, and can deliver 
this at scale.”

Charging online pay-
ments to a phone bill is a 
widely-adopted payment 
method in Japan, where 
mobile usage is deeply 
embedded into business 
and culture. The payment 
method opened-up to 
purchase goods on Amazon.
co.jp at the start of June, 
greatly increasing the range 
of products that can be 
charged to the phone bill 
by KDDI and NTT DOCOMO 
customers, who cover 
around 75% of all mobile 
subscribers in Japan 

All that remains is for 
carriers and telemedia play-
ers to start pushing for the 
same in the UK and Europe, 
not to mention in a raft of 
new territories to make car-
rier billing something that is 
of true value to everyone. 

14
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 PAYMENTS

PSD2 is going to shake up ticketing – and much more besides. Not only could it be the kiss of life for carrier billing, but could 
change payments services for ever across Europe. Rory Maguire, managing director, Association for Interactive Media and 
Micropayments, explains 

While every dark cloud 
on the horizon does not 
always have a silver lining, 
with a bit of work, creativ-
ity and a change to the 
‘business as usual’  busi-
ness, silver linings can be 
created from the highly 
restrictive ‘exclusion’ for 
telecoms networks inside 
PSD2 – which has now 
transitioned to all EU 
member state’s legislation 
and comes into force in 
January 2018.

For those that have fol-
lowed the passage of this 
regulation spawned from 
the pen of some finan-
cial legal author tucked 
away in Brussells, clueless 
about the telecoms and 
Telemedia environments, 
the first draft potentially 
decimated the Telemedia 
industry and left more 
interpretation questions 
than answers. 

The final draft after 
a lot of lobbying by our 
UK Treasury assisted and 
educated by a small team 

like card schemes and 
emoney. 

Facilitating a payment 
transaction, i.e. taking 
money from your custom-
er (payer) and passing it 
to another party (payee) 
is a payment service. If 
you conduct payment 
services as a regular part 
of your business activ-
ity then you need to be 
authorised to do so by 
your countries financial 
regulator and abide by 
their regulations. If you 
are a telecoms network or 
telecoms service provider, 
then you are excluded 
from the regulations up 
to a point but have to be 
authorised if you wish to 
go past this point. The ex-
clusion defines this point 
as a series of limits.

The limits are: Only pro-
vide to your customers, 
digital content, digital ser-
vices, voice services, char-
ity donations and tickets. 
Set each transaction to 
maximum €50 (£42) and 

viewpoint that premium 
voice products cannot 
be viewed as a payment 
service as the telecoms 
provider is adding their 
own product (telecoms) 
to the service prior to 
delivery and retailing the 
bundled product. This is 
why they have to charge 
and pay VAT on the deliv-
ered service. 

CARRIER BILLING
Direct Operator Billing, 
however is clearly a pay-
ment service as there is 
no requirement on tele-
coms from the network 
operator to facilitate the 
charge and in the UK, the 
charged amount flows 
through the value chain 
to the merchant followed 
by commission charges, 
similar to other payment 
services.

With premium SMS 
it can flip flop between 
these two interpretations 
dependent on the service 
delivery. A premium 

made up from PSA, aimm 
and MobileUK, was less 
restrictive, had new op-
portunities slotted in but 
still causes issue and is 
open to interpretation.

During the negotiation 
stages, the early morning 
call came to me (amongst 
many) from our Treasury 
rep: “I am off to Brus-
sels. The Italians want 
transport tickets. What 
do you think?”.  The quick 
response was “Agree, but 
delete the word Trans-
port”, thus spawning the 
new opportunity: Digital 
Tickets.

But what about all the 
restrictions? Let’s recap 
on where it all got to…

WHY TELECOMS? 
The first area to under-
stand is why, inside PSD2 
which is designed for 
the payments industries, 
should a Telecoms exclu-
sion exist? EU view some 
aspects of premium rate 
as a payment service just 

PSD2: Just the ticket?
limit your subscribers ag-
gregate payment service 
spend to €300 (£240) per 
month. Plus, do not allow 
any digital service to be 
converted to a physical 
good or service. However, 
“Tickets” are there to al-
low physical services.

SHARED 
SUBSCRIPTIONS
The largest issues still 
remaining across EU tele-
com operators are count-
ing and controlling on 
the monthly subscriber 
limit, the impossibility of 
controlling a single user 
on a shared telecoms 
subscription (e.g. the 
home or office phone), 
the interpretation of what 
exactly is a payment ser-
vice, and the breaching of 
certain telecoms regula-
tions when the consumer 
cannot spend beyond the 
€300 limit – as well as the 
angry complaint.

On the interpreta-
tion side, aimm is of the 



15  Direct operator billing in motion

 PAYMENTS

SMS charge for a music 
streaming service deliv-
ered via any comms is a 
payment service, but a 
text chat service depen-
dent on the sms messag-
es is not – in our view. 

We are crowd funding 
for the cost of a full legal 
interpretation of these 
positions if any Telemedia 
readers are interested. 
In the meanwhile we are 
pushing on the oppor-
tunities that ticketing 
provides. 

 
TICKET TO RIDE AND 
MORE
A digital ticket is defined 
as being a replacement 
for paper tickets. It’s 
that simple because we 
wrote it, not Brussels! 
Tickets give the holder 
certain rights; generally 
an entrance to a venue, 
travel or participation. 
Digital ticketing, up to 
13th March 2018 is under 
the Financial Conduct 
Authority’s control and 

transport ticket launches 
are planned.

The less obvious but 
largest ticketing opportu-
nities lie in the entertain-
ment sectors. There are 
two major issues that are 
screaming for a mobile 
solution. Touts and 
distressed stock. There 
are also opportunities 
in improving audience 
engagement by mobilis-
ing their pre event and 
in-venue experiences.

According to the Fan 
Fair Alliance (http://
fanfairalliance.org), touts 
buy up hug swathes of 
stock for popular events 
often in advance of public 
sales, creating an artificial 
“sold out” situation which 
increases the market 
value of the tickets. These 
tickets, acquired via hack-
ing and bots are then sold 
at inflated prices on the 
secondary markets. The 
conspiracy theorist will 
link the fact that two of 
the four main secondary 

grams, tee-shirts etc. so 
discounting the ticket is 
rewarded with additional 
revenue. But how to 
let potential audiences 
aware of the discounted 
seat is a problem needing 
a communications based 
solution coupled with 
payment.

Through our mem-
bers, we are hearing of 
developments in these 
areas, ready for a 2018 
release of the digital 
ticketing shackles and will 
showcase these services 
as a big win for our PSD2 
lobbying. 

 

after that it is unfettered.  
You can buy a ticket and 
place the cost of it onto 
your telecoms bill.

The immediate and 
obvious usage is trans-
port and parking. While 
services like Ringo have 
revolutionised  car park-
ing for the credit card 
enabled, try running for 
the train while navigating 
the IVR to book your day 
parking and worse, you 
STILL need to get your 
payment card out to tap 
in the three digit security 
code. 21st century park-
ing is App based at best 
(location+ photo of car 
and menus to deter from 
default options) text mes-
sage based at worst and 
charged to the mobile 
account. 

Transport ticketing’s ob-
vious usage is taking cash 
out of the equation (as 
Sweden did) and empow-
ering the young to ride 
public transport. In 2018, 
some exiting (but secret) 

ticketing sites are owned 
by the primary ticket sell-
ers. This activity rips off 
fans but does not benefit 
the bands or venue own-
ers. 

A digital ticket secured 
against a mobile number 
and presented through 
the device at the venue 
can eliminate touting and 
put the venues and artists 
back in control of ticket 
pricing. Coupled with 
mobile engagement, geo-
fencing services inside 
the venue and allowing / 
facilitating digital (venue 
based) currencies can 
only delight the audience 
even more especially 
when your half time pre-
paid beer is waiting for 
you at the bar.

Distressed stock is at 
the other end of the spec-
trum and has the venue 
manager worrying about 
the quantity of bums on 
seats. Those bums spend 
on periphery items such 
as drinks, snacks, pro-

Rory Maguire, Managing 
Director, Association for 
Interactive Media and 
Micropayments

http://fanfairalliance.org
http://fanfairalliance.org
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PSD2 is going to hand back control of payments to consumers and give them many new ways to pay. And about time too. 
Generation Z doesn’t do cash and envisages paying by mobile and nothing else. So, what does it all mean? Shane Leahy, 
CEO of Tola Mobile, explains 

According to consumer 
commerce centre Iorma, 
by 2018 the majority of 
(59%) all transactions 
online will be accounted 
for by new providers in 
the market who are of-
fering more convenient 
and seamless ways for 
consumers to pay. 

The implementation 
of the new European 
payments legislation – 
the Payment Services 
Directive (PSD) 2 (see 
page 14) – is imminent, 
affecting the payments 
industry like never 
before and bringing the 

acknowledge that their 
processes need updating 
to suit. 

ANTICIPATING THE 
PSD2 EFFECT
Ahead of the new Pay-
ment Service Directive 
(PSD) update in January 
2018, existing payment 
providers should now be 
looking to develop stron-
ger customer-centric 
strategies, so not to miss 
out on opportunities to 
new payment providers.

Consumers have 
always been sceptical 
about how their data 

future of banking back 
into the hands of its 
consumers. And hand-
ing control of the mobile 
payment process back 
to consumers will help 
revolutionise the fintech 
industry and pave way 
for the new providers 
and alternative payment 
methods.

In light of this banks, 
merchants and mobile 
payment providers 
will need to learn that 
personalisation, security 
and ease of use are at 
the heart of consumer’s 
desires, and in time 

 PAYMENTS

Giving back control

The changing face of consumers is driving payments evolution
As the recently launched iPhone X makes mobile payments 
even easier with Face ID, MoneySuperMarket reveals that a 
quarter (23%) of Generation Z predicts physical cards will soon 
be obsolete as mobile payments reign supreme.

The new report by the price comparison website shows 
that contactless payments have doubled since last year, as we 
increasingly lose contact with cash – with 75% of people with-
drawing less cash today than they did 12 months ago.

The number of contactless payments has doubled in one 
year alone, now making up 30%2 of the nation’s purchases 
compared to just 16% a year ago, as card transactions soar to a 
record 1.4 billion yearly.

The study also reveals that Brits now make 20% more pay-
ments with card or contactless devices (1.8 times) than with 
cash (1.5 times) every day, showing that mobile and contactless 
payments are rapidly overtaking coin and paper money as our 
preferred way to pay.

The report shows that a quarter of Generation Z (those aged 
18-24) expect mobile payments to overtake other payment 
methods, four times more than the over 55s (6%).

Younger people are also more likely to lose count of how 
many contactless payments they make, with 15% of 18-24 year 
olds admitting they can lose track of contactless spending, com-
pared to just 2% of the over 55s.

According to the research, 53% of Brits would react positively 
to the UK becoming increasingly cashless, suggesting they’d be 

happy with the change.
With the huge growth in popularity of alternative pay-

ment methods such as mobile wallets (Apple Pay and Android 
Pay) and contactless cards, it’s not surprising that over a third 
of Brits have already adopted the cashless life, using these 
alternative methods whenever possible.

The future generation is spearheading the change, with 
nearly a quarter (23%) of 18-24 year olds predicting that we will 
eventually pay for everything with our phones, rendering physi-
cal cards obsolete, as opposed to just 6% of the over 55s.

However, just over a quarter of Brits said they would disap-
prove of a move towards a cashless society, citing the prefer-
ence to use cash “on occasion”. Even for those who approve of 
the move, a small proportion (17%) admitted they’d also miss 
paper notes.

Only 6% of those surveyed claimed to have withdrawn cash to 
counter their concerns around card security, compared to 38% 
of Brits who reported withdrawing cash for no specific purpose 
other than to have it on them to pay for small ticket items. The 
latter response could perhaps be attributed to age; over half of 
the over 55s regularly withdraw cash, in contrast to less than a 
quarter of 25-34 year olds.

Looking at the statistics regionally, Scots are most likely to 
withdraw money regularly (45%). The South East, on the other 
hand, is the least likely to do so, instead preferring to use alter-
native payment methods (29%).

is looked after online, 
especially where online 
payments are involved. 
PSD2’s focus is on ensur-
ing strong consumer 
protection and enhanced 
security at every stage 
of the purchase journey, 
and whilst many regu-
lated payment service 
providers will have 
systems and policies to 
manage their security 
risks, the new directive 
will solidify the require-
ments, help providers to 
become more transpar-
ent and provide stronger 
customer authentication 

(SCA). 
Transparency will be 

enhanced and reinforced 
giving consumers more 
insights into their pay-
ment process; from first 
initial order to successful 
purchase. As such mer-
chants, who are already 
reaching 47% of UK 
customers with mobile 
billing, will benefit from 
seeing an increase in 
potential new customers 
and empowered existing 
consumers. 

By offering more 
choices to consumers 
and a better service, 

https://www.moneysupermarket.com/credit-cards/losing-contact-with-cash/
https://www.moneysupermarket.com/credit-cards/losing-contact-with-cash/
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no transaction charges 
and freedom of payment 
platform choice. 

With consumer control 
at the forefront of all 
strategies as we head 
into a new era of mobile 
payments, ensuring the 
payment process is a 
seamless and person-
alised as possible is 
crucial. Merchants, banks 
and fintech companies 
will need to diversify 
their product proposition 
for a better consumer 
offering and bring online, 
media and mobile pay-
ments together to be 
more compelling in the 
payments industry. 

new providers will make 
huge improvements in 
consumer empowerment 
within the industry. PSD2 
will aim to create a level 
playing field for new and 
existing service providers 
to produce an increase in 
personal choice and avail-
ability, that will again put 
consumers back in charge 
and provide a friction-
less, secure journey when 
purchasing via a mobile 
payment platform. 

PERSONALISATION 
IS KEY
With brand loyalty seem-
ing to be a thing of the 
past, it’s important that 

providers give consumers 
the ability to track and 
personalise every ele-
ment of their payment 
journey. This will lead to 
a significant gain in more 
loyal consumers and 
repeat purchases.

Personalisation within 
the payment process 
is as important to the 
customer journey as 
the first call to action, 
something that emerg-
ing companies in the 
hospitality sector know 
all about. Offering a 
tailored cloud-based 
ordering solution allows 
hospitality businesses 
to effectively manage 

the customer journey, 
streamline processes 
and push consumer 
convenience by letting 
them take control of 
their ordering and pay-
ments experience. Wi-Q 
offers a flexible user 
interface that can be 
designed to suit all dif-
ferent types of markets, 
and with the relation-
ship between merchants 
and their consumers 
becoming increasingly 
complex with the path 
to purchase involving a 
variety of stops before 
reaching payment, per-
sonalisation will be the 
key to growth in mobile 

payment adoption and 
the implementation of 
the process from more 
merchants. 

PRACTICE MAKES 
PERFECT
The traditional banking 
model is evolving and the 
opportunities within this 
new directive will shake 
up the industry as we 
know it. Consumers will 
be looking for the best 
propositions from banks 
that offer them security, 
merchants that allow 
them to personalise 
their payment journey 
at every step, and new 
players who offer them 
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While telemedia companies wrestle carrier 
billing into the mainstream thanks to PSD2, 
Chris Fenton takes a look at how some big 
names are embracing Bitcoin – and what it 
might mean for the future of payments 

PayPal, Re/Max, Dell, 
Microsoft, Wikipedia, 
Shopify - all of these are 
household names, but 
they also have another 
thing in common. These 
brands are just some of 
the big names that have 
opted to accept Bitcoin 
as a legitimate source of 
funds. Big brands are no 
longer ignoring the impact 
of Bitcoin and other 
cryptocurrencies; instead 
they are embracing them 
as a payment option and 
moving with the times. 

Gone are the days of 
when Bitcoin had a reputa-
tion for being something 
of an obscure currency 
that existed only on the 
Darknet, it has now gone 
mainstream and some of 
the biggest tech-based and 
non-tech based companies 
have got behind it. 

The currency has grown 
dramatically as an asset 
and has risen in value 
by nearly 900% in two 
years. This has caught the 
attention of progressive, 
forward-thinking compa-
nies who have all opted 
to jump on the cryptocur-
rency bandwagon.

PROPONENTS OF 
BITCOIN
Bitcoin is changing the 
face of currency for 
almost all industries and it 
is interesting to note that 
even those like PayPal are 
accepting change – even 
when it is almost in direct 
competition with its own 
offerings. 

Bitcoin 
has be-
come 
the 
choice 

of many 
savvy 

investors, 
entrepreneurs 

and businessmen, 
and the brands who are 

accepting this decentral-
ized digital currency are 
potentially attracting a 
bigger market share by 
not sitting on the fence.

WHY NOT EVERYONE 
IS A BITCOIN FAN
With so many big name 
brands now accepting Bit-
coin many are asking why 
more businesses are not 
jumping on board. The 
answer to this is essen-
tially tw- fold, but there 
are also other factors that 
make this cryptocurrency 
less than attractive to 
everyone.

Firstly, Bitcoin has prov-

rency may suddenly be 
subjected to stringent 
laws that render it almost 
valueless. As Bitcoin is 
already acting as a bridg-
ing currency for marijuana 
purchases it’s attracting 
attention, and that’s not 
necessarily a good thing. 
If the US government, or 
any other large regulatory 
body steps in, it could eas-
ily stop Bitcoin’s upward 
trajectory and crush the 
cryptocurrencies price.

At present, it looks like 
Bitcoin is very appeal-
ing to larger brands that 
can handle losses along 
the way, whereas for 
smaller, more vulnerable 
brands, accepting this 
digital currency is not yet 
a good idea. Only time will 
tell what happens with 
Bitcoin, Ethereum, Dash, 
Auroracoin and all other 
cryptocurrencies that are 
so intent on altering the 
way we transact in the 
digital world. 

For other online e com-
merce entities accepting 
Bitcoin makes sense and 
popular gift card site 
eGifter, Shopify stores, 
online electronic retailer 
Newegg, online e-tailer 
Overstock.com and an 
ever-growing number of 
Etsy marketplace vendors 
have all become Bitcoin-
friendly. 

These 
are 

just a 
few of the 
better-known brands, but 
there are several other 
smaller entities that now 
also accept Bitcoin.

For tech giants like Mi-
crosoft and Dell, accepting 
Bitcoin just makes sense. 
Both brands are always 
looking at new ways to 
expand, and with Bitcoin 
having been declared a 
legal currency in Japan 
– one of the bigger tech 
markets – those who opt 
not to accept cryptocur-
rency may soon get left 
behind. 

With the current insta-
bility of the worlds regu-
lated financial markets, 

 PAYMENTS

Bitcoin: the future of payments?

en itself to be incredibly 
volatile and even an over-
night fluctuation could 
see businesses lose out 
on large sums of money. 
Bitcoin has been known to 
lose more than $200 a day 
in value, and this could 
cripple smaller businesses 
that don’t have the means 
to recoup losses. Entire 
profits could be wiped out 
in a matter of hours, and 
companies may find them-
selves unable to cover 
costs if Bitcoin value drops 
sharply. 

While the lack of gov-
ernmental control is one 
of the reasons so many 
investors like Bitcoin, it 
also lends the cryptocur-
rency to being incredibly 
vulnerable, and not neces-
sarily the wisest choice for 
businesses.

Secondly, many are 
aware that Bitcoin is 
already attracting the 
attention of regulators 
and that the cryptocur-

What is Bitcoin and where is it used?
Bitcoin – and all cryptocurrencies – are underpinned by a concept called Block 
Chain. Block Chain is a distributed database that maintains a continuously-growing 
list of records called blocks and moves. In the case of Bitcoin, money from central 
record keeping systems is moved to decentralised systems, eliminating the need 
for costly middlemen in financial transactions.

This means that each transaction in Bitcoin – every time a Bitcoin is spent – it is 
added as a block to the block chain. Like fiat currencies – that’s ‘real money’ to you 
and me – Bitcoin is really just an abstract concept of IOUs, what makes it different 
is that it is logged in this decentralised ledger so that traditional banks, the state 
and financial middlemen aren’t involved: it operates just between those on the 
block chain.

Like any currency, Bitcoin can be used in apps to buy and sell things, but where 
Bitcoin currently does most business is in apps that help manage a user’s Bitcoin-
age. 

Chiefly found on Android, because it is an open source system and so more in 
keeping with the ethos of Bitcoin, these apps range from wallets to store Bitcoins 

and spend them to those that can help convert them to more traditional fiat 
currencies, to some that act as proxy Bitcoin debit cards and even games 

that allow you to earn Bitcoins while playing. There are also a growing 
range of Bitcoin gambling sites and apps – all steps towards some 

degree of mainstream acceptance of the cryptocurrencies. 

http://www.casinoapp.com/app-news/bitcoins-changing-the-face-of-currency-and-casinos/
http://www.casinoapp.com/app-news/bitcoins-changing-the-face-of-currency-and-casinos/
http://www.investopedia.com/articles/investing/052014/why-bitcoins-value-so-volatile.asp
http://www.investopedia.com/articles/investing/052014/why-bitcoins-value-so-volatile.asp
http://www.investopedia.com/articles/investing/052014/why-bitcoins-value-so-volatile.asp
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The GSMA paints a bright 
future for Rich Communication 
Services (RCS), forecasting that 
it could be worth $74 billion 
by 2021, and believes that 
ultimately, RCS will replace SMS 
altogether.

RCS will provide a secure eco-
system in which messages can 
be sent without the threat of 
grey route traffic undermining 
pricing models and disinterme-
diating the mobile operators, 
which has blighted the A2P 
SMS space. 

In effect, RCS will provide a 
pure messaging environment 
where mobile operators remain 
an integral element of the value 
chain.

Undoubtedly, RCS represents 
the logical evolution of mes-
saging for mobile operators. 
It delivers a richer and more 
immersive experience, not 
forgetting actionable analytics 
on a par with data provided by 
OTT messaging services.

However, mobile operators 
are notoriously slow when it 
comes to deploying new plat-
forms and associated services. 
Not to mention the fact that 
A2P SMS actually functions 
pretty well today.

Research into the mobile 
operator view toward RCS, con-
ducted by Mobilesquared on 
behalf of the Mobile Ecosystem 
Forum (MEF), reveals that two-
thirds of mobile operators have 
or plan to invest in RCS over the 

A2P SMS traffic and revenues in 
the short-term, but will start to 
erode white route revenues in 

the longer term when both A2P 
RCS and SMS will co-exist. 

next couple of years. Content 
sharing, branded experiences 
and 1-2-1 chat were the main 
mobile operator drivers.

What’s more, virtually every 
mobile operator with an RCS 
strategy will invest in Authen-
tication APIs, and a significant 
percentage will also invest in 
Voice APIs. Around one-third of 
mobile operators are planning 
to invest in Chatbot APIs on the 
belief that they will better en-
able customer services and sup-
port, make shopping, purchas-
ing and banking easier.

But not every mobile opera-
tor is convinced by RCS, citing a 
lack of RCS strategy to a lack of 
understanding what RCS could 
deliver, not enough demand, 
and a lack of revenues.

The research also revealed 
that mobile operators expect 
average monthly wholesale 
revenues of US$624,457 within 
12 months of deploying RCS, 
rising to US$835,870 per month 
within three years of deploy-
ment – a growth of 34%. To 
hit the predicted $74 billion 
revenue projection, mobile 
operators would, on average, 
need to be generating monthly 
revenues of $7.3 million (based 
on 850 mobile operators).

Clearly, the mobile operator-
based revenue projections 
suggest a slower-than-expected 
commercialisation of RCS, 
which also indicates that RCS 
will have minimal impact on 

Rich Communications 
Services (RCS) are tipped 
to be the next big thing in 
SMS – taking SMS into the 
iMessage world and beyond. 
Nick Lane, Chief Insight 
Analyst at Mobilesquared 
examines what the impact 
of RCS could be on the 
telemedia industry

MESSAGING  

What is RCS?

What does RCS bring?

Rich Communication Services (RCS) is a communication protocol 
between mobile-telephone carriers and between phone and carrier, 
aiming at replacing SMS messages with a text-message system that 
is more rich, provide phonebook polling (for service discovery), and 
transmit in-call multimedia.

It is marketed under the names RCS, Advanced Messaging, Ad-
vanced Communications, joyn and Message+.

The Rich Communication Suite (RCS) industry initiative was formed 
by a group of industry promoters in 2007. In February 2008 the GSM 
Association officially became the project ‘home’ of RCS and an RCS 
steering committee was established by the organisation.

The GSMA published the Universal Profile in November 2016. The 
Universal Profile is a globally agreed, single GSMA specification for 
advanced communications. Carriers that deploy the Universal Profile 
guarantee interconnection with other carriers. 

47 mobile network operators, 11 manufacturers, and two OS 
providers – Google and Microsoft – have announced their support. 
Google’s Jibe Cloud platform is an implementation of the RCS Uni-
versal Profile, designed to help carriers launch RCS quickly and scale 
easily.  

Google supports RCS on Android devices with the Android Mes-
sages app. The Jibe RCS cloud service partners with Sprint, Rogers, 
Telenor, and Vodafone; Orange, Deutsche Telekom, and Globe are 
committed to the service. 

The following standardized 
services are a part of the 
specifications of RCS: 
• Standalone Messaging
• 1-to-1 Chat
• Group Chat
• File Transfer
• Content Sharing

• Social Presence Information
• IP Voice call
• Best Effort Video call
• Geolocation Exchange
• Audio Messaging
• Network based blacklist
• Capability Exchange based 

on Presence or SIP OPTIONS

RCS: 
Wave bye 
bye SMS?

https://en.wikipedia.org/wiki/Short_Message_Service
https://en.wikipedia.org/wiki/GSM_Association
https://en.wikipedia.org/wiki/GSM_Association
https://en.wikipedia.org/wiki/Instant_messaging
https://en.wikipedia.org/wiki/Online_chat
https://en.wikipedia.org/wiki/Chat_room
https://en.wikipedia.org/wiki/File_Transfer
https://en.wikipedia.org/wiki/Presence_Information
https://en.wikipedia.org/wiki/Voice_over_IP
https://en.wikipedia.org/wiki/Videophone
https://en.wikipedia.org/wiki/Session_Initiation_Protocol
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There may be a token swing back 
to making mixtapes on cassette 
among the hipster community 
– I have to say the bass sound is 
awesome on BSAF Chrome – but 
media consumption of all kinds is 
growing on digital and shows no 
real sign of abating.

With this growth, the digital 
marketing market has also grown 
phenomenally – IAB figures put-
ting it at 23% per annum.  But 
this brings challenges for media, 
marketing and promotions com-
panies alike. 

Research across the US of 
ComScore’s publishers, advertis-
ers and agencies reveal some 
interesting trends and offer an 
insight into how all telemedia 
companies the world over should 
be looking at adapting and 
changing what they do.

Mobile apps, for example, 
require SDK adoption for many 
measurement needs and pub-
lishers, understandably, have 
SDK fatigue. Greater standardi-
sation around measurement 
implementation can help solve 
the fragmentation problems, a 
cause which the IAB has recently 
stepped in to try to address. 

Aligning mobile with desktop 
through unduplicated measure-
ment of campaign audiences also 
helps digital better demonstrate 
audience scale and provides 
planners with improved data for 
more efficient campaign plan-
ning.  This gives digital a bigger 
seat at the table, which can help 
facilitate the flow of ad dollars, 
particularly to individual publish-
ers.

CROSS DEVICE MARKETING
For years, it has been digital’s 
promise to help marketers reach 
the right consumer on the right 
platform at the right time – with 
the right message. Never has 
this been more important than 
now, with so many different 
devices and ways to access con-
tent, and never has this promise 
been so close to becoming a 
reality, largely thanks to the 
emergence of the ‘device graph’. 

In its simplest definition, a 
device graph uses common 
identifiers to create associa-
tions between different digital 
devices, allowing for a holistic 
view of a person’s media and 
advertising consumption. This 
capability helps marketers plan, 
activate and evaluate audiences 
and advertising in a unified way. 

But not all device graphs are 
created equal, because there’s 
significant variation in their 
underlying data sources and 

Burning issues in 
digital marketing

So what are the biggest issues 
and what do they mean?

MONETISING MOBILE
Mobile media has taken over 
from desktop as the primary 
digital engagement platform – 
now accounting for two thirds 
of digital media time spent, 
according to a study by Media 
Metrix  – yet publishers have 
found the medium much harder 
to monetise. 

Dollars appear to be flowing 
disproportionately to the largest 
platforms, while the mid- and 
long-tail of publishers are left 
competing in what some argue 
amounts to a zero-sum market. 

Underlying many of the 
monetization issues are media 
fragmentation and measurement 
challenges unique to mobile. 

Content consumption on digital continues to grow and it has huge effects on marketing and 
promotion of services. Here analysts from ComScore in the US outline what they see as some 
of the key trends and what they mean for telemedia
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cross-device unification meth-
ods. Critical questions must be 
asked to understand the quality 
of the device graph models: 
Does first-party data form the 
foundation of the device graph? 
How big are the data sets? 
What inputs inform the model? 
Are techniques probabilistic or 
deterministic? What data is used 
to validate these models? What 
intra-device capabilities exist to 
understand consumption across 
platforms and apps? 

Getting answers to these 
important questions upfront will 
set marketers up for success as 
they build strategies to incor-
porate this type of person-level 
data into their businesses. 

PROGRAMMATIC 
PRESSURES
The early promise of program-
matic advertising may now be 
catching up with reality. Market-
ers, once enamoured of reach-
ing highly-targeted audiences 
at bargain-basement rates, are 
encountering unanticipated 
problems. 

In some cases, they are over-
targeting consumers at the 
expense of the broader reach 
needed to grow their brands. 
In other cases, they find that 
low-priced inventory tends to 
come with more quality-control 
issues, like running on low qual-
ity sites or against invalid traffic 
(IVT). Publishers, meanwhile, 
are realizing that chasing extra 
dollars by offloading inventory 
at too low a rate is contributing 
to overall pricing pressure on 
the valuable premium inventory 
that drives the lion’s share of 
their ad revenue. 

The winds are beginning to 
blow back in the direction of 
media quality, as marketers 
show a willingness to put a 

This issue is a significant one 
that is only becoming even 
more pervasive. While Methbot 
garnered a lot of media atten-
tion last year, it was not unique, 
unfortunately, in terms of its 
scale and impact. comScore’s 
MRC-accredited sophisticated 
invalid traffic (SIVT) detection 
discovered and filtered out 
Methbot months before its 
presence was broadly cited by 
the media, but there were also 
several other similar botnets 
discovered around that time and 
throughout 2016 of similar size. 
In fact, Methbot drove just 0.86% 
of global IVT filtered by comScore 
the day before it was unmasked. 

From May to July 2017, SIVT of 
this nature accounted for 90% of 
US IVT. 

Undoubtedly, IVT is a problem 
across all of digital, but it gets 
worse for high-value inven-
tory because fraudsters tend to 
chase high CPMs. Video invento-
ry has become a magnet for IVT 
with rates running nearly twice 
as high as display inventory and 
growing at a much faster rate. 
Such high levels of video IVT 
not only diminish trust in digital 
but they also undermine the 
ability to compare against TV. 
As TV ratings evolve to include 
digital video inventory, failure to 
detect and remove IVT from this 
inventory can lead to significant 
ratings miscalculations. This un-
derscores the need for advanced 
forensic methods for detection 
and removal of this activity. 

AD ATTRIBUTION
Being able to accurately identify 
the value of the various ele-
ments in a marketing plan is an 
increasingly important compo-
nent of campaign effectiveness 
measurement. Great progress 
has been made in recent years. 

However, many still rely on 
simplistic approaches, such as 
first-click or last-click attribution, 
even though more sophisticated 
methods are now available. 

Impression-level advertising 
measurement across media plat-
forms combined with descrip-
tive data that’s tied to outcome 
metrics provides rich informa-
tion for analysis. 

Cross-platform campaign 
measurement can help de-
termine which channels are 
most effective. Descriptive 
impression-level data such as 
placement type, ad format, 
creative, media placement and 
demographic reached provides 
more avenues for analysis to 
figure out which variables are 
working. Diagnostic metrics such 
as viewability and invalid traffic 
help filter out the effects of ads 
that can’t drive any impact. And 
finally, the ability to link impres-
sions to outcomes – whether 
that’s a lift in attitudinal metrics, 
behaviour, in-store sales or 
other dependent variables – 
quantifies the magnitude of the 
advertising effects. 

Taken together, this data can 
illuminate what’s working so 
that marketers can allocate their 
budgets more efficiently. Rather 
than relying on marketing mix 
models to assess the effective-
ness of a campaign post-flight, 
marketers can now use in-flight 
predictive attribution tools to as-
sess impact and course correct, 
as needed. They can optimize 
media buys to increase effec-
tiveness, get detailed feedback 
on campaign performance and 
adjust strategies to drive greater 
ROI. Sophisticated, multi-touch 
advertising attribution is pos-
sible today and marketers are 
only now beginning to under-
stand its power.  

premium back on being seen in 
a well-lit, quality environment. 

After all, they should place 
a premium there given the 
evidence showing that these 
environments deliver a halo 
effect for brands that drive 
higher advertising effectiveness. 
comScore conducted research 
in 2016 showing that premium 
publishers drive an average 
of 67% higher branding ef-
fectiveness. More significantly, 
campaigns seen on premium 
sites moved the needle on mid-
funnel branding effectiveness 
metrics such as brand favour-
ability. 

This is a clear reminder how 
important it is not to lose 
sight of ways in which brands 
persuade audiences to think 
and feel differently. That’s not to 
say that programmatic buying 
and selling of ads still doesn’t 
have an important place in the 
efficiency sector of the digital 
ecosystem, but there must be 
disciplined use of pre-bid quality 
checks and post-bid verifica-
tion, like comScore validated 
Campaign Essentials, to ensure 
that advertisers and publishers 
are getting full value for their 
money. 

FILTERING BOTNETS
Continued accounts of large 
botnets – like Methbot which 
drew headlines in late 2016 – 
have caused ongoing concern 
amongst advertisers and pub-
lishers alike. As they threaten to 
proliferate and escape account-
ability from some verification 
providers, they erode trust in 
the entire digital advertising 
ecosystem. 

Advertisers waste their bud-
gets while publishers look worse 
for failing to deliver legitimate 
advertising. 

To learn more go to ComScore.com or email learnmore@comscore.com
Download ComScore’s White Paper Top10 Burning issues in digital at
https://www.comscore.com/layout/set/popup/Request/Presentations/2017/ 
Top-10-Burning-Issues-in-Digital?req=slides&pre=Top+10+Burning+Issues+in+Digital

mailto:learnmore@comscore.com
https://www.comscore.com/layout/set/popup/Request/Presentations/2017/Top-10-Burning-Issues-in-Digital?req=slides&pre=Top+10+Burning+Issues+in+Digital
https://www.comscore.com/layout/set/popup/Request/Presentations/2017/Top-10-Burning-Issues-in-Digital?req=slides&pre=Top+10+Burning+Issues+in+Digital
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Despite the hype around AI, 
machine learning and chatbots, 
we are a long, long way from 
developing a genuine artificial 
intelligence, like HAL 9000 from 
2001: A Space Odyssey, that 
‘thinks’ and understands con-
text and intent like humans do.

On the other hand, we are at 
the beginning of an AI revolu-
tion that will forever change 
the way businesses interact 
with their customers. And the 
excitement around this, is why 
chatbots, and the AI technolo-
gies that power them, are near 
the top the Hype Cycle today.

With the right expectations 

‘think’ for itself by providing it 
with thousands or millions of 
examples of whatever it is you 
want it to be able to do.

The second approach we call 
rules-based. This type of AI, 
simply takes an input from the 
customer, checks the rules that 
have been defined, and gives 
the pre-programmed response.

The reality is that machine 
learning chatbots are not 
yet advanced enough to be 
deployed on a mass scale by 
businesses, with a chatbot 
solving multiple use cases 
and engaging customers at 
will. In fact, unless it’s for a 

very niche purpose, machine 
learning chatbots can do more 
harm than good for a business 
because they cannot guarantee 
the experience they will deliver.

 
THE PITFALLS OF 
MACHINE LEARNING 
CHATBOTS
Machine learning chatbots 
for customer service work by 
extracting intent from whatever 
a customer says to them. This is 
a complex skill that takes most 
humans years to develop, and 
we still get it wrong some of 
the time, especially when we 
don’t have visual and tone of 
voice cues to go on. 

Assuming the data sets used 
to train the bot are not biased 
– which they will be in the ab-
sence of a large number of real-
world examples – they are un-
likely to be exhaustive enough 
to cover every possible scenario 
the chatbot might encounter. 
Yes, a machine learning chatbot 
will get better and better with 
every interaction – because it 
learns – but it’s doubtful any 
bot based on current technol-
ogy will get anywhere near a 
human’s hit rate when it comes 
to identifying intent.

And that’s a serious problem, 
because when a chatbot mis-
classifies a case the repercus-
sions can be anything from lost 
time for the customer to lost 
revenue and reputation. When 
misclassifications do happen, 
it’s not usually possible to find 
out why as machine learning 
neural networks are ‘black 
boxes’ which don’t tell you 
how they applied their logic to 
arrive at a decision. You have 

Your AI doesn’t need to think 
for itself yet, it just needs to 
work for your customers

and a good understanding of 
the current capabilities and 
limitations of today’s chatbot 
technology businesses can use 
AI to solve a number of cus-
tomer contact challenges.

 
INTELLIGENCE IN 
MODERN CHATBOTS
The chatbots that businesses are 
starting to deploy today come 
in two flavours. Those that are 
based on machine learning try 
to understand the context of 
and intent behind an input be-
fore formulating a correspond-
ing response to it. This relies 
on training a neural network to 

Artificial intelligence, machine learning and chatbots are increasingly becoming mainstream 
tools in telemedai – the rise of the machines has begun and no one really noticed. But the 
technology is in its infancy: so how do you make it work for your business? Alex Klose, VP 
Marketing, IMImobile, takes a look
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to interpret or reverse engineer 
them, which makes correcting 
mistakes a difficult process.

For most businesses, the 
types of interactions they wish 
to automate are either too 
routine to require a machine 
learning chatbot, or they are 
too complex to automate at 
this moment in time.

 
RULES-BASED CHATBOTS – 
WHAT WORKS NOW
Considering these current 
drawbacks to the machine 
learning approach, we choose 
to build chatbots using a rules 
engine that is fully functional 
and useful today, while in-
vesting in the infrastructure 
required for powering the 
chatbots of tomorrow. 

Each bot has a knowledge 
representation, technically 
known as its ontology, based on 
the task it is built to solve. Our 

(Facebook Messenger, Twit-
ter, web chat, etc.) as well as 
personalised for each user.

While flexible enough to 
allow customers to phrase 
essentially the same issue in 
many different ways, the bot 
does no self-learning to under-
stand intent. Yet with this setup 
we are able to satisfy the key 
criteria our enterprise clients 
require: Flexibility and modu-
larity; compatibility with legacy 
systems and streamline agent 
handover; accuracy despite low 
levels of systems integration, 
data isolation and high security; 
and accountability as we always 
know how and why the bot 
made the choices it did.

 
EACH TECHNOLOGY HAS 
ITS TIME AND PLACE
Machine learning is a powerful 
technology and promises an 
exciting future where ma-

platform is armed with an ever-
expanding library of state-of-the 
art Natural Language Under-
standing modules (open source, 
paid APIs and proprietary) cov-
ering spell check, parse trees, 
sentiment analysis, and so on.

With our NLP engine, any 
combination of NLP modules 
can be strung together to form 
an NLP pipeline that is suit-
able to solve a specific use 
case. The pipeline’s NLU layer, 
combined with a custom rule 
engine will map the semantics 
of a natural language sentence 
to the bot’s ontology. The bot’s 
current state is then matched 
to a pre-programmed intent 
corresponding to one of the 
customer service issues the bot 
has been designed to handle. 
Based on this intent the bot is 
configured to generate pre-
configured actions, which can 
be customised for each channel 

Looking for a solution for staffing, then look no further. 

We also offer platform solutions tailored to your needs.

     Connect 

with the best 

fulfillment 

team 

worldwide

24/7 Year Round Coverage

Worldwide TXT 
& PSO Operators

VOIP

Moderation of Live 
TV Streaming

Over a Decade of Experience

Customer Service Team

chines can come to understand 
our needs and our intent, 
perhaps better than we do 
ourselves. 

However, at this moment 
in time we only recommend 
machine learning for scenarios 
where there is little scope for 
ambiguity, and where vectori-
sation (converting non-numer-
ic input to numeric inputs) is 
straightforward. 

When it comes to chatbots, 
particularly for customer ser-
vice, the jury is currently out 
on whether the hype around 
machine learning will eventu-
ally be justified. 

To confidently deploy an 
enterprise-grade chatbot 
right now that your custom-
ers want to interact with we 
recommend the rules-based 
approach. 



24 More news, views and analysis at www.TelemediaOnline.co.uk 

 TECHNOLOGY

As consumers become ever-more 
mobile centric, two things are go-
ing to hold them back: crummy 
networks and poor battery life. 
Well now at least one of those 
could be solved, simply by ‘pow-
ering up your pants’.

As smartphones get more 
powerful an people rely on them 
more and more for everything 
from shopping to finding their 
way, so they use power. But, bat-
tery tech hasn’t kept pace with 
smartphone technology and, 
while true and ubiquitous wire-
less charging is someway off, sci-
entists are turning to other ways 
to generate power on the go.

Enter researchers at The Univer-
sity of Surrey. They are developing 
a revolutionary technology that 
will allow people to act as their 
own “power source” by wearing 
clothing such as “smart” shirts, 
trousers (and pants) and shoes 
that harvest and store electricity.

The wearable power sources 
are Triboelectric Nanogenerators 
(TENGs), energy harvesting devic-
es, which convert the movements 
of materials that produce static 
charge into usable electricity.

When someone wears a 
TENG while walking or run-
ning, it harvests the mechanical 
energy from the movement and 
converts it into electricity. This 
can then be stored in batteries 
or supercapacitors, and used to 

researchers’ new model has 
improved sensors and energy 
generating devices which can be 
made into wearable applications, 
such as sewn into a T-shirt like a 
patch, or attached inside a pair 
of shoes.

TENGs could also be used in a 
sensor pad on a pavement that 
would light streetlamps by the 
energy created when stepped on 
by pedestrians, or placed inside 
a car tyre which would connect 
to the vehicle’s battery to create 
electricity.

University of Surrey PhD 
student Ishara Dharmasena, lead 
scientist in the project, explains: 
“TENGs provide the wearer with 
a self-powered system so they 
can generate their own power 
for their energy needs, just with 
everyday movements, in a cost-
effective way. We’re very pleased 
that our research has laid a 
platform for developing highly 
efficient TENGs.”

Professor Ravi Silva, direc-

tor of the ATI and the principle 
supervisor of this project, adds: 
“Wearable TENGs can be made 
from natural fabrics, such as 
cotton or wool, so the idea is 
carbon-friendly and a “renew-
able” technology, and could be 
used for years.

“We’re looking forward to 
creating systems to generate 
power that have the advantages 
of being portable, autonomous 
and self-powered.”

This research is expected to 
benefit people worldwide in 
areas of wearable and portable 
electronics, information and 
communication, medical applica-
tions, and industrial sectors.

TENGs should be available in 
shops within the next few years; 
in the near future, they should 
be able to be used to harness 
wind and wave energy to help 
provide power to the nation’s 
main grid for industrial and 
household use. 

Be your own battery

charge mobile phones or power 
medical devices such as fitbits. 

TENGs could also be useful in 
developing countries, especially 
in remote locations where the 
main grid cannot reach, to power 
equipment such as radios, wire-
less communication devices, and 
medical equipment. Subsequent-
ly TENGs could also provide the 
household power requirements 
using large scale TENG networks.

The University of Surrey group 
of researchers have introduced a 
new model of the original TENG 
concept, which was originally 
invented by Professor Zhong 
Lin Wang at Georgia Tech. The 

Harnessing the power of pants – and shoes, trousers, socks and shirts – is becoming an increasingly popular idea, driven 
by mobile commerce. More mobile shoppers need more abundant power and that means looking at turning movement into 
electricity. Paul Skeldon takes a look at how clothes will keep consumers connected
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Number cruncher
Ripe for the picking
Building on our look at new markets for PRS and all things telemedia on page 10, our chums at Basebone have shared 
with us some cool insights into the markets around the world that are ripe for the picking. Starting Top Left and going 
anticlockwise, we have India, Egypt, Kenya, South Africa, Nigeria and Indonesia’s mobile markets laid out in terms of 
smartphone penetration, mobile broadband access, prepaid v. postpaid and debit and credit card penetration. These stats 
not only give a great comparative view of where these key markets are at, but they also give an indication of how they are all 
ripe for content services and for carrier billing. Digest and enjoy.
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phone: +357 220 223 18
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Cotswold House, 
219 Marsh Wall, 
London E14 9FJ

info@telecom2.net 
 +44 (0)20 7058 1000 www.telecom2.net                

PRS, IVR & call handling
UK /International numbers & sms

Payment, hosting & business solutions 

  

Cotswold House, 
219 Marsh Wall, 
London E14 9FJ

info@telecom2.net 
 +44 (0)20 7058 1000 www.telecom2.net

Solid, Robust, Well established carrier with unrivalled payments
UK/International number and sms
PRS/IVR & Call handling
Payment and number hosting solutions
Call Centre grade PBX for resellers
Free access finder tool!

ENARPEE SERVICES
Enarpee Services 
(Est. 2006) is 
the UK’s longest 
established 
Compliance Support Business for this industry sector. For Solutions 
in UK/Ireland Consumer Refunds, Consumer Contact Centre, Prize 
Fulfilment, Lobbying, Brand Protection & Insurance, Regulatory/
Compliance advice, GDPR consultancy.

 

Contact Neil (neil@enarpee.com) 0344 357 3938

Tola Mobile
Tola is a mobile payment service 
provider. We take the hassle, cost 
and risk out of paying for goods and 
services by allowing consumers to pay 
directly from their mobile, charging 
transactions to a mobile wallet or  
phone account. The model adds value  
to all parties in the ecosystem –  
merchant, MNO and consumer..

Contact: www.tolamobile.com 
Mobile payments, made simple.

IPRN,
Audiotex,
Premium Rate,
SMS Solutions

Felix Telecom is still expanding. If you’d like to enjoy the 
benefits of working with a team of experts that have been 
leading the way in audiotext since 1994 - get in touch.    
   Contact sales@felixtelecom.com 
                www.felixtelecom.com        

Building quality business relationships since 1994
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International Premiums is a 
worldwide telecom media services
Provider and Aggregator.

e : info@interprems.com
w: www.interprems.com

International Premiums  has acquired         
the sole distribution rights for Albania, Congo, 
Comoros Islands, Guinea, Guinea Bissau, 
Sierra leone, Somalia, & Liberia offering the 
HIGHEST Payouts with  monthly, biweekly, 
weekly and DAILY payments.

www.messagecloud.com | sales@messagecloud.com
UK phone: +44 (0)203 283 8828 | HQ phone: +44 (0)1752 484 333 
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www.preferredtelemedia.com

is a leading Provider of International Premium Rate Numbers
since 2006. Our exclusives are almost covering the whole world.

contact@preferredtelemedia.com
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Dynamic Mobile Billing is a global provider of payment and customer 
engagement solutions with local operations around the World and 
unrivalled mobile centric offerings. Our solutions include Direct Carrier 
Billing, SMS Billing, Voice Short-codes, Bulk messaging, Mobile 
Money, Voice number ranges, Long numbers and Virtual Mobile 
numbers.

Contact: E: sales.uk@dynamicmobilebilling.com
W: www.dynamicmobilebilling.com

A UK NETWORK PROVIDING: 

0843/0844 numbers
0871/0872 numbers
01/02/03, 0800/0808 & 070 numbers
Number ranges from freephone to £3.60 per minute & £6 per call
PSMS + outbound marketing SMS
Online SMS platform with API’s
Hosted IVR, Bespoke Builds and API’s
Real-time online stats and emailed CDR’s
Flexible payment terms
International numbers
SIP Terminations
118 xxx number ranges

Tel: +44 (1) 1603 949494 
Email: info@digital-select.com

Skype: DigitalSelectLTD
www.Digital-Select.com




