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Carrier billing’s new dawn 

According to research by 
DIMOCO in its European 
Carrier Billing Market 
– today and tomorrow 
report, carrier billing 
is being driven by the 
unbanked smartphone 
savvy youth market, the 
general population wak-
ing up to the ease of use 
of DCB and the drive to 
expand what it can be 
used for to new quasi-
physical purchases.

This latter point is per-

haps the biggest issue of 
the day on carrier billing, 
with the EU’s Second Pay-
ments Services Directive 
(PSD2) coming into force 
this January (see page 8) 
and opening up carrier 
billing for use in a much 
wider and more main-
stream range of services 
such as parking (see page 
9) and ticketing (see page 
10). This is set to drive 
uptake of carrier billing to 
new heights in Europe – 

and beyond.
According to Gil Regev, 

business development 
officer at RGK Mobile: 
“PSD2 will fundamen-
tally change the pay-
ments value chain, what 
business models are 
profitable, and customer 
expectations. What it 
essentially means is that 
mobile operators could 
potentially become the 
go-to financial institution 

Direct operator billing in motion

PSD2: the road ahead
Kicking off with a look at the likely 
impact of PSD2 on Europe we 
delve into the opportunities in 
ticketing and parking 
that exist right now

Cryptocurrencies 
Forget Bitcoin, are loyalty 
points, coins from games 
and more set to be the new 
way to pay – and how can 
carrier billing help?

According to Gil Regev, 
Business Development 
Officer at RGK Mobile: 
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3  Direct operator billing in motion

mobile content, including 
technical integration, local 
content licensing, and 
traffic acquisition.

Similarly, Bango is 
rolling out carrier billing 
services in India, Egypt, 
Japan, and in Africa (see 
page 5), while others in 
the space are rolling out 
offerings in Europe to take 
advantage of the up-
swing in interest in carrier 
billing. Chief among these 
is m-gage, which has 
successfully offered op-
erators in Holland carrier 
billing services.

WHAT CONTENT?
So what are we seeing 
carrier billing being used 
for? One of the earliest 

adopters of carrier billing 
has been the gaming in-
dustry. A prime example is 
the partnership between 
DIMOCO and sports book 
Energy Bet, which enables 
online gambling custom-
ers to tap into carrier 
billing to experience the 
easiest and most efficient 
mobile payment option. 
Players can use smart 
phones, tablets, laptops, 
PCs and connected TVs, 
securely identified via 
their carrier networks, to 
instantaneously par-
ticipate in the iGaming 
experience.

“Consumers are likely 
to be already familiar with 
the concept of carrier 
billing: it is one of the top 

Bucking that trend, Tola 
Mobile is collaborating 
with Touchtechmedia to 
provide mobile payment 
processing for Touchtech-
media for their online digi-
tal magazine service www.
buymymag.co.uk, an 
E-Money service.

Ticketing is also proving 
popular. Again, the rea-
soning is clearly spelled 
out (see page 10), but 
despite PSD2 only being 
in force for a few weeks, 
there is already an ex-
ample. Fonix is poised to 
start providing a mobile 
payment mechanic for the 
Cowes Floating Bridge. 
This is the UK’s first direct 
carrier billing deal within 
the ticketing sector. The 
service carries vehicles, 
bikes and foot passengers 
between Cowes and East 
Cowes. It operates 7 days 
a week, all year round and 
takes just a few minutes.

Councillor Ian Ward, 
Isle of Wight Council 
Cabinet member for infra-
structure and transport, 
explains: “It is important 
that residents are able 
to pay to use the floating 
bridge service in the easi-
est and most convenient 
way for them. By provid-
ing the option of Fonix’s 
carrier billing or paypal, 
on the app, customers 
can pay safely and se-
curely without any hassle. 
I look forward to seeing 
it being used successfully 
on the floating bridge.”

These are just a taste of 
what is on offer with car-
rier billing. Over the next 
few pages we take a look 
at some of the hottest 
markets for these ser-
vices that are developing 
worldwide, but already 
carrier billing’s future 
looks bright. 

to its subscribers, with 
banks being forced to dis-
close spending informa-
tion, financial habits, etc. 
For mobile content these 
are very promising news; 
it means that companies 
like RGK will be able to 
cut transaction costs and 
transfer these savings 
over to the end consumer, 
tightening the value chain 
and keeping it more effi-
cient, with less fish eating 
in this pond.”

AROUND THE 
WORLD
RGK Mobile has already 
demonstrated the power 
of this model with a tie up 
with Airtel in India, one 
of the hottest markets 
for carrier billing right 
now (see page 4). Airtel’s 
subscribers can now 
purchase RGK’s content 
services in a fully-secure 
process with just one 
click—with no forms to fill 
out or credit information 
to submit. Subscription 
requests go directly to the 
operator’s billing system, 
leveraging pre-populated 
subscriber data. This 
faster and easier process 
results in significantly 
higher subscriber conver-
sion.

Through partnerships 
with content providers 
and by creating its own 
exclusive services, RGK 
Mobile delivers a diverse 
range of content—from 
music and video to games 
and sports, dating and 
health, fitness and more, 
all pre-approved and 
licensed for individual 
markets. RGK Mobile 
offers premium services 
that free the mobile op-
erator from the burden of 
generating and managing 

Since its launch in March 2014 when the first transaction in Africa was processed, Tola mobile has made significant growth across the 
continent with tola.wallet, the fastest growing mobile money solution, using simple, secure technology to connect businesses to previously 
unbanked customers. 
 
Tola leads the way with its fluid payment mechanism, helping a variety of market leaders in industries like gaming and gambling to offer a 
seamless customer experience.

Mobile Payments, made simple

The mobile payment ecosystem has grown significantly 
within the African market as consumers and merchants 
look for faster and more resilient ways to make and 
receive payments.  Given the exponential growth 
of the marketplace, Tola Mobile anticipate to be 
processing one million daily transactions in the region 
within the next 12 months

www.tolamobile.com
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three payment methods 
at Facebook, providing 
the recognition factor 
with a large swathe of 
any gambling operator’s 
potential audience,” says 
Rafal Nowak, program 
director, iGaming at 
DIMOCO. “This payment 
option brings significant 
opportunity to service 
providers, including Ener-
gyBet, due to the direct 
connectivity to the billing 
platforms of the major 
telecoms networks.”

Publishing and media is 
also a prime example of 
where carrier billing is be-
ing used. The arguments 
for it are clear (see page 
24), but to date not many 
have taken up the offer. 

INTERNATIONAL  

Carrier billing’s new dawn

<< 1
Protecting content and VAS from fraud
While the carrier billing and content 
markets boom, there is a balance to be 
struck between offering good VAS content 
and services that are safe and secure and 
having a checkout flow that is easy to use. 
Carriers are constantly adding or removing 
steps from VAS sign up flows and it can be 
hard to find the perfect balance.

But now there is an out of the box 
solution: VENE Overwatch – a monitoring 
and protection software solution from 
Freenet Digital in Germany. VENE detects 
and blocks fraudulent practices and 
scams that can trick carrier customers 
into making fraudulent practices. 

Simply integrated into the back end, it 
quickly and easily shows you which content 
providers are responsible for any form of 
check-out fraud on a clear and easy to use 
dashboard. This way you can block them or 
remove them. 

“The VENE family builds upon a com-
mon platform that is unique in today’s 
market and, for the first time ever, 
advertising partners, mobile carriers and 
compliance agencies can share a com-
mon platform,” explains Freenet Digital’s 
Matthias Kirsch. “They use the same data 
to manage business and grow profits. 

They work together to limit fraud and 
establish new products.”

According to Kirsch, successfully bat-
tling fraud, because any content provider 
or network that succeeds in limiting 
fraud will experience sustainable and fast 
growth in revenues, is now a top priority 
in the content business. 

“Top-notch marketing management  is 
also essential,” he says. “Optimise every 
aspect of your media campaign to create 
profit even in low-margin markets. VENE 
dash is the tool to manage all details of 
your marketing effort.”

The tool also helps users create new 
and better content – and so create real 
desire for content and high usage by 
providing high-end content, says Kirsch, 
“and [our] OJOM is a solution bundling 
well-known brands with subscription-
based content.”

The biggest opportunities lie all over 
the world, stresses Kirsch. “Africa, because 
it’s big, largely untouched and has a high 
mobile phone penetration; Western Eu-
rope, because everything comes in waves 
and careful management of your mobile 
content offer will always allow good 
profits there.”
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Hot markets

to open, as far as content 
and VAS. We attribute 
this to recent regula-
tions in the EU, main 
one being free roaming. 
Other regions that we 
are seeing great growth 
in are MENA and APAC, 
both experiencing a great 
adoption of smartphones 
and an improved infra-
structure, which allows 
for more sophisticated 
types of content and 
smooth video streaming.”

So let’s take a look at 
some of the hot new 
regions.

RUSSIA AND WEST 
ASIA
Russia has long been 
a rich source of carrier 
billing and VAS, but it has 

westernised. The services 
are pretty much what you 
would sell in Europe to 
smartphone users. There 
the company is running 
many services and has 
interconnects with major 
operators.

In this vein, txtnation 
has become one of the 
first to offer carrier billing 
services in South Africa. 
The company says that 
all services are allowed – 
although adult must be 

also seen some dealings 
that have been a cause 
for concern. Now the 
authorities are tightening 
things up and operators 
are seeking high-quality 
content and putting 
heavy barriers in place, 
guaranteeing highly-
qualified content and 
preventing fraud.

“Most noticeably now, 
we are seeing a high 
demand for education 
and utility services,” says 
RGK’s Regev. “Despite 
new regulations, we are 
seeing a tremendous 
growth in the market, 
with an ever-increasing 
smartphone penetration 
of 54.7%, and  close to 
80,000,000 subscrib-
ers. Local mobile tariff 
plans now allow for un-

glamour – and if doing 
quizzes there must be a 
skill based element and/
or subscription to gain 
WASPA approval, which 
can take up to two weeks.

While South Africa is on 
the up, the rest of Africa is 
also proving to be of great 
interest and seeing some 
huge developments. Nige-
ria and Kenya are targets 
for Basebone, which has 
just done deals with local 
regulators and operators 

limited usage of data  (3G 
and LTE), which makes 
DCB 10click flow an even 
more attractive proposi-
tion for local carriers.”

But countries around 
Russia are also proving 
to be interesting. Mitel in 
Bulgaria has teamed up 
with Amdocs to roll out 
better subscriber care 
as it ramps up its VAS 
services and RGK itself 
is has announced a new 
direct mobile operator 
billing agreement with 
BITE, a telecommunica-
tions company serving 
subscribers in Lithuania 
and Latvia.

Meanwhile, Veoo con-
tinues its global expan-
sion with the launch of a 
presence in the Ukraine, 
driven by growing de-

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 Forecaster 
data service.

South Africa is one 
of the most lucrative 
markets, with research 
by Effective Measures 
showing at least 68% of all 
South African generations 
last accessed the internet 
yesterday, at least 15% 
those surveyed use their 
phones hourly, and over 
40% of respondents access 
the internet for over five 
hours a day on average.

According to Basebone’s 
James McNab, South Af-
rica is a good starting place 
on the continent as it is 
more developed and more 

mand for competitions 
and SMS.

Veoo’s presence in the 
Ukraine is interesting as 
now enables clients to 
easily launch services 
in what is an extremely 
lucrative territory by pro-
viding a unique complete 
package, including 24/7 
customer care, all local 
translations, regulatory 
and compliance support 
adhering to industry stan-
dards, allowing custom-
ers to focus on their own 
‘in country’ marketing 
and content campaigns.

AFRICA
Africa is seen by many as 
the next great mobile hon-
eypot, with the number 
of mobile broadband con-
nections on the continent 

<< 1

to run services in both 
countries. 

“Interestingly, these 
markets are going for 
things that were popu-
lar in Europe in 2002: 
ringtones and wallpapers,” 
says Basebone’s McNab. 
“They haven’t got the 
crazy frog yet, but its 
coming. That said, feature 
phones and smartphones 
are penetrating rapidly 
and so there is a growth 
in video on demand and 

funny clips.”
Elsewhere, international 

mobile payment service 
provider, Tola Mobile, 
has expanded in Africa, 
now processing 15 million 
monthly transactions 
across the continent with 
its Tola.wallet platform.

Tola Mobile is also 
seeing continued growth 
across West and East 
Africa with new offices in 
Uganda, Ghana and Tanza-
nia. The firm has already 
launched integrations 
with two sports brands in 
Tanzania – Mkekabet and 
Sokabet, as well as online 
gambling platforms in 
both Uganda, Ghana and 
Mozambique.

Shane Leahy, CEO of 
Tola Mobile, comments: 
“The mobile payment 

ecosystem has grown 
significantly within the 
African market as consum-
ers and merchants look for 
faster and more resilient 
ways to make and receive 
payments. Given the 
exponential growth of the 
marketplace, we antici-
pate that Tola Mobile will 
be processing one million 
daily transactions in the 
region within the next 12 
months.”

Across the continent of 
Africa there is one service 
that is very popular and 
from which subscribers 
rarely leave: God. “God is 
big in Africa and services 
‘from’ God are very popu-
lar,” says McNab. “And no 
one unsubscibes.” Well, you 
wouldn’t, would you? No 
one unsubscribes from God.
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MIDDLE EAST
The Middle East has been 
a tough market to crack, 
being often quite strict 
about content. However, 
a number of key services 
have opened up there 
that have embraced car-
rier billing.

Google Play has 
become a key player in 
rolling out carrier billing 
in many markets (as we 
shall see!) – most notably 
in Kuwait, where mobile 
operator Viva Kuwait 
has added carrier billing 
to Google Play through 
Bango. 

Kuwaiti customers 
will enjoy the enhanced 
performance delivered 
through the Bango 

Platform, while develop-
ers selling through the 
Google Play store in 
Kuwait will see increased 
sales from Viva customers 
through the Bango Boost 
program.

Egypt is interesting as 
it has quite a clued up 
mobile audience. 

ALTV, one of the fastest 
growing free streaming 
services recently launched 
in the Middle East and 
North Africa, is breaking 
new ground in the Egyp-
tian broadcast arena with 
the success of the region’s 
first ever user-generated 
current events show.

Bango is tapping into this 
mobile love by offering car-
rier billing to three of the 
main network operators 
in Egypt, enabling millions 

of consumers in Egypt to 
buy from their favorite app 
stores, charging the cost 
to their pre or post-paid 
mobile phone bill.

Network operators are 
also looking at how to 
open up the Middle East, 
with Virgin Mobile and its 
MVNO model being one 
of the first. Virgin Mobile 
Saudi Consortium, the 
Saudi Arabian subsidiary 
company of Virgin Mobile 
Middle East & Africa, is 
now serving over a mil-
lion customers in Saudi 
Arabia.

INDIA AND ASIA
India is starting to 
become a market that ev-
eryone with carrier billing 
offerings is interested in. 
Not only has global digital 

Amazon Prime in India 
through resellers that 
offer product bundles. 
It is also offering carrier 
billing for Google Play 
in India to Idea Cellular 
customers. 

Bango has form with 
Amazon. In Japan, Ama-
zon customers with an 
NTT DOCOMO or KDDI 
(au) mobile phone ac-
count can now pay for the 
Amazon Prime member-
ship fee, either monthly 
or annually 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. 

content subscription ser-
vices and mobile payment 
aggregation provider, RGK 
Mobile, tied up with Airtel 
to provide its direct billing 
services in India, but likes 
of Bango are also getting 
heavily involved too as 
carrier billing starts to 
enter the mainstream.

RGK Mobile and Airtel 
will be offering premium 
services that free the 
mobile operator from the 
burden of generating and 
managing mobile con-
tent, including technical 
integration, local content 
licensing, and traffic 
acquisition.

Bango meanwhile, is 
to provide resale and 
bundling technology 
to Amazon, enabling 
customers to sign-up to 

<< 5

VENE Marketplace for ADVERTISERS & PUBLISHERS
VENE Marketplace – the single optimization tool for advertisers to reach 
global audiences through proven channels, and publishers to monetize their 
inventory with a broad selection of competitive digital campaigns and via 
our billing connections in 35+ countries.

THE LEADING PLATFORM FOR GLOBAL
PERFORMANCE MARKETING & COMPLIANCE

VENE Overwatch for MOBILE CARRIERS
VENE Overwatch is the “anti-virus” software for the VAS ecosystem. Combat bad 
advertising and prevent fraud in order to increase your VAS revenues to an entire 
new level.

VENE Dash for AD NETWORKS
VENE Dash is a cloud based SaaS product, providing all features you need to 
optimize and grow your network business. By using VENE Dash you 
furthermore benefit from our billing connections in 35+ countries.

Bring your business to a new level and sign up to VENE now!
Get in touch  I   Mail: info@vene.io         Web: vene.io

VENE consists of three products:

„THE LINK 
BETWEEN 
MEDIA AND 
TELECOMS.“

www.kwak-telecom.com

International Premium Numbers.  
Domestic Premium Numbers. 
Bulk SMS. 
Call Center.

Contact us at: 
e-mail: sales@kwak-telecom.com
phone: +357 220 223 18

kwak.
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With PSD2 opening up new opportunities in what charge to mobile can be used for, there is a 
sudden interest in mixing it up with IOT, cars and car parking. Paul Skeldon takes a look at what 
is coming to a town near you by 2020

We all know that IOT will 
have an impact in some 
way on telemedia, but 
it has been unclear how 
– until now. Thanks to 
PSD2 opening up carrier 
billing to new markets 
and the sluggish nature of 
the automotive industry 
to embrace new tech, we 
are now starting to see 
a nexus of cars, smart-
phones, payments and 
parking. Welcome to the 
IOT age.

Parking has long been 
seen as a quasi-physical 
thing to ‘buy’: are you 
buying time (not physi-
cal), or are you buying 
space (physical)? PSD2 
has done what Einstein 
couldn’t and has an-
swered the space-time 
conundrum – and made 
it something that can 
be paid for using carrier 
billing. This has opened 
up a whole new market 
for charge to mobile and 
there are some cool com-
panies looking to exploit 
this opportunity.

“Car markers work on 
a five year cycle and so 
right now most are still 
using proprietary tech for 
navigation and haven’t 
begun to investigate 
how the smartphone 
can work with the car,” 
says Dan Hubert, CEO, 
AppyParking. “Consum-
ers meanwhile realise 
that Google maps is way 
better and are using their 
smartphones in their cars 

ment has to be made 
with public money. This is 
time consuming as it has 
to be a very persuasive 
argument to get that ap-
proved. Local and central 
government have to get 
involved to make it hap-
pen and that takes time.”

This is echoed by Hu-
bert: “we need a single, 
central management 
system for local authori-
ties so that integrating 
the payments is easy for 
them. It also needs to 
include all the compet-
ing parking apps that 
are already making 
it difficult to 
have a uniform 
approach to 
mobile park-
ing,” he 
says.

But 

of JustPark. “The phone is 
the perfect way to find a 
space, park in it and pay 
for it,” he says. “If you link 
together the technology 
in the car park to log the 
car going in and out and 
the phones carrier billing, 
then you can just drive in, 
find a spot, do what you 
have to do, then leave 
– the payment just hap-
pening as you leave (as-
suming you are preregis-
tered). It is that simple. It 
makes parking a positive 
experience,” he says.

LOCAL ISSUES FOR 
LOCAL PEOPLE
In theory this is all great 
– and both Hubert and 
Eskinazi believe that we 
will see examples of it in 
the UK and Europe this 
year, and it will be com-
mon by 2020 – but there 
are some hurdles.

“50% of car parks are 
local authority con-
trolled,” says Eskin-
azi, “and so 
to get this 
done the 
invest-

MOTORING  

Beep, Beep: here 
comes mobile motoring

it will happen. “It already 
is,” says Hubert. “We 
have a live trial in West-
minster right now and 
later this year we are 
equipping and whole UK 
city to do it.” Watch this 
(parking) space. 

instead of what has 
come built in. And this is 
a huge opportunity.”

According to Hubert, 
the many and varied 
things that a mobile can 
do can all be brought to 
bear to make the mo-
toring – and especially 
the parking – experi-
ence much better. 
“Apple Pay and other 
wallets come integrated 
and the mobile already 
offers apps and maps 
that can help you get 
to your destination on 
a turn by turn basis. 
Combine the two and 
you can make not only 
getting there, but also 
parking nearby and 
then paying for it, really 
easy,” he says.

The idea is that using 
sensors in the road in 
parking spaces you can 
link the car, the phone 
and the council to-
gether – the sensors can 
tell the phone where 
the spaces are, and the 
phone, when you have 
parked there, can sort 
out the payment: all 
without the driver ever 
having to do anything.

The same is 
being applied 
to carparks 
and multi-
stories, 
says 
Anthony 
Eskinazi, 
founder 
and CEO 

The arrival of The Second Payment Services Directive (PSD2) across Europe opens up all manner of 
more open financial services – not least the ability to pay for some things with the mobile phone 
bill. But it isn’t all good news, finds Paul Skeldon

PSD2 opens up banking to 
all sorts of new players – 
and part of that has been 
to make charge to mobile 
carrier billing something 
that could well touch the 
mainstream. Over the 
next few pages we look 
at ticketing and park-
ing services – two of the 
things that PSD2 is going 
to open up across Europe 
– but first we take a look 
at what PSD2 means for 
the market.

THE GOOD
One of the main things 
PSD2 brings is open bank-
ing. While that may not 
sound like it means much 
to the telecoms industry, 
it is significant. Not only 
does PSD2 and open bank-
ing make it possible for 
carrier billing to be more 
widely adopted across a 
raft of services, opening 
up many telemedia com-
panies to delivering new 
services such as ticketing 
and parking, innovative 
content services and 
more, it also throws up a 
huge shared load of finan-
cial data, usually reserved 
for the banks.

“For years banks have sat 
on the most valuable asset 
to any business: the infinite 
transactional and financial 
data of customers that es-
sentially define individual’s 
tastes, preferences, bud-
gets and – crucially – their 
requirements for building 
and planning their lives,” 

It found that almost half 
of them were unaware of 
PSD2, and of those that 
did know what it was, 67% 
weren’t ready for it. A third 
have no idea what impact 
it may or may not have on 
their business.

The telemedia industry 
is, thankfully, much more 
aware of what PSD2 can 
do – the ‘open banking’ 
regulations opening up 
all sorts of new payment 
opportunities, not least the 
ability to use direct carrier 
billing (DCB) as way to pay 
for a raft of new things, 
such as car parking and 
tickets.

While there are huge 
impacts across the while 
payments ecosystem, 
what it really means is 
that payments are going 
to change. Retailers are 
going to be able to do all 
sorts of new things with 
the payments data that 
they own and telemedia 
companies will be able to 
use DCB as part of a range 
of other services. 

In effect it brings about 
the ‘uberisation’ of pay-
ments – burying payments 
within other processes 
and making it all very 
subtle.

Perhaps the most 
significant upshot of PSD2, 
however, will be the way 
in which it propels things 
like mobile payments – 
and payment by watch, 
fitbit, jewellery and more 
– into the mainstream. 

payment product operates 
in a fragmented way – 
with telcos’ in-house law-
yers having different views 
on how to implement the 
restrictions,” he says. 

“Despite being mem-
bers of the one EU trade 
association that knows this 
regulation inside out, the 
lawyers won’t consult. The 
result is an intermediary 
layer and merchant layer 
trying to navigate multiple 
rules across their network 
partners. We are hoping 
that time and some per-
suasion will iron this out.”

This means that there 
are going to be different 
interpretations of the riles 
governments across the 
EU in response to pressure 
from incumbent telcos, 
warns Maguire. “While this 
is good news in-country, 
it again leads to fragmen-
tation for cross country 
intermediaries,” he says.

But we shall have to 
wait to see how ‘good, bad 
or ugly’ it gets as it is rolled 
out. The opportunities for 
ticketing and parking are 
already being talked up 
and are in action in many 
places. As we have seen 
already, Fonix has lept on 
the potential of mobile 
ticketing under PSD2 and 
launched mobile tickets 
to help people cross the 
solent on the Cowes Float-
ing Bridge [a ferry]. This 
will, hopefully kick start 
the deluge of PSD2 driven 
charge to mobile services.

“This case history will 
encourage other transport 
and toll road companies to 
look at their ticketing facili-
ties,” hopes Maguire. “We 
hope to see entertainment 
ticketing emerging soon 
and we are working across 
entertainment ticketing 
companies to realise this 
opportunity.” 

says elicia Meyerowitz 
Singh, Co-founder & CEO, 
Akoni Hub. “High street 
banks – reluctant to share 
their oligarchy of power, 
held on tightly to this data 
– unwilling to share it with 
others – or use it to enrich 
their consumer experience 
and put them at the heart 
of their business model.

One bank leaping 
on what PSD2 offers is 
Dutch RaboBank. It is creat-
ing its own ‘mobile ecosys-
tem around mobile pay-
ments with a rich choice of 
value-added services, as it 
moves its customers from 
a SIM-based m-payments 
model into the cloud – and 
becomes one of the first 
banks to tap into what 
PSD2 allows them to do.

“Rabo Wallet” users 
can therefore not only 
manage their mobile 
payment cards and make 
mobile payments – they 
can also instantly activate 
other services like parking 
and a storage function for 
customer shop and loyalty 
cards.

THE BAD
But while PSD2 offers a raft 
of advantages to consum-
ers and merchants, many 
ecommerce retailers are 
still very much in the dark 
about what it means. 

Research by Consult Hy-
perion, reveals that major 
UK retailers were unaware, 
unprepared and paralysed 
by PSD2’s implementation. 

 REGULATION

PSD2: The good, the bad 
and the fragmented

Anything that makes new 
ways to pay more preva-
lent can only be good 
news for payment service 
providers and telemedia 
companies.

And it couldn’t happen 
at a better time. Research 
by eMarketer finds that 
mobile payments are 
becoming more popular 
in the UK, but are still far 
from mass adoption. Ac-
cording to eMarketer’s lat-
est proximity mobile pay-
ment forecast, just over 
22% of UK smartphone 
users will use a phone to 
pay for goods and services 
at the point of sale (POS) 
in 2018.

In China 77.5% of smart-
phone users are doing it. 
Within Europe, the UK’s 
smartphone penetra-
tion rate will rank behind 
Norway (23.3%), Sweden 
(33.8%) and Denmark 
(38.9%) in 2018.

THE FRAGMENTED
One of the biggest 
problems with carrier 
billing and what PSD2 
has opened up to a wider 
world is that it can be 
very fragmented, warns 
Rory Maguire, MD, aimm, 
the industry trade body 
that worked with the UK 
Treasury to make PSD2 
something that would 
benefit operators and 
merchants.

“The first observation is 
that the Telco’s payment 
product, unlike any other 
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Now that PSD2 has come into force, mobile ticketing driven by carrier billing is set to boom across 
Europe. Paul Skeldon finds out what that might look like and what the challenges and benefits are 
going to be

PSD2 coming into play 
means that the world 
of charge to mobile has 
expanded greatly. We 
have already seen how 
it is going to revolutio-
nise motoring through 
its integration with the 
internet of things (IOT) 
in motoring, but it is in 
ticketing where perhaps 
it will see its biggest 
impact.

According to research 
by MobileSquared, in the 
UK alone, around a third 
of consumers are keen 
to start using charge to 
mobile to buy low-value 
tickets, such as bus fares, 
train tickets, taxi rides 
and so on. 

“The low hanging fruit 
is there and will come 

Mobile Ecosystem Forum 
(MEF) – Tim Green. 
“M-ticketing is a huge 
opportunity,” he says. 
“Paper tickets offer many 
barriers to entry – often 
quite literally – and are 
open to fraud, loss and 
high costs to manage and 
inspect. Mobile, how-
ever, is everywhere and 
tied up with wallets, ID 
and biometrics, it can be 
much more secure.”

The opportunity is 
huge, believes Lee Booth, 
CEO of Active Ticketing. 
“It is a great opportunity 
to reinvent ticketing and 
brings massive benefits 
to artists, brands, venues 
and security. PSD2 opens 
up the market to a com-
plete transformation. It 

never have to actually do 
anything to pay. Eventual-
ly, this will be scanning of 
bio-signatures, but that’s 
some way away.”

DATA WARS
While carrier billing and 
mobile tech make the 
purchase and deliver 
of mobile tickets very 
attractive, it is the data 
that mobile brings to the 
party that is what is really 
attractive and, arguably, is 
why this will take off.

“Instantly, venues will 
know not only who has 
bought what ticket, but 
they will know who is 
where in their venue – 
this is a ripe opportunity 
for deeper engagement 
and ultimately upselling,” 
says Booth.

But who owns that data 
is likely to become the big 
question. In a transport 
scenario, is the data 
owned by the transport 
company or the network 
operator? In an entertain-
ment context, is it the 
artist, the venue, the pro-
moter, or the MNO? All 
this is going to muddy the 
waters, believes, Booth 
and is where the argu-
ments are going to lie.

Green thinks that the 
complex value chain that 
surround carrier bill-
ing could have a similar 
impact. “The payment is 
run by the operator for 
the merchant and so the 
merchant loses a cut of 
anywhere between 5 and 
30%. Compared to credit 
and debit card which 
is 1-3% this could be a 
problem.

Education of the mer-
chants and the consumers 
is going to be key, stresses 
MobileSquared’s Lane. 
MNOs will have to make 
sure that consumers get 
it, but they also have to 

explain it to merchants 
and sell the idea that the 
benefits – seamless pay-
ment, ease of use, data 
– are all worth it.

SHOW ME THE 
MONEY
Another merchant con-
cern over carrier billing’s 
role in m-ticketing has 
been the idea of refunds. 
What if someone buys a 
ticket and then changes 
their mind?

“Refunds have been a 
concern for merchants,” 
says EE’s Garside. “And 
we have done a lot of 
work to fix this and we 
think we have now. We 
have also created the 
MyEE app that can help 
not only log spending 
on carrier billing, but 
will also help make the 

from all those people 
that already use PRS,” 
says MobileSquared’s 
chief insight analyst Nick 
Lane. “They already 
love it and trust it. The 
challenge will come from 
educating the mass mar-
ket about carrier billing.”

EE’s Partnership Lead, 
Peter Garside agrees. 
“We have a fantastic 
opportunity here with 
m-ticketing. We have 
already seen it doing well 
in Italy, Germany, and 
Finland,” he says. “We 
have the ability to do 
that here in the UK now 
PSD2 is in place.”

This is echoed by 
leading mobile pay-
ments guru – and one 
of the editor’s at the 

 TICKETING

Hot ticket
refund process easier. 
This should also remove 
bill shock.”

While MyEE helps 
manage payments, the 
user experience for the 
whole mobile ticketing 
process is also a worry, 
says Green. “The DCB 
[direct carrier billing] bit 
is OK, but if its buried 
in an app, among many 
other options to pay, it 
could all get very messy 
and hard to use,” he 
warns. 

But the demand is 
there, says AIMM chair-
man Neil Johnson, and 
PSD2 will let it happen. 
“36% of EE customers ac-
tively want to buy tickets 
using carrier billing – and 
that will drive it. There 
is a lot to do now PSD2 
is in place, not least on 

out-payments, but it will 
happen.”

EASE, AVAILABLITY, 
CHOICE
But challenges aside, 
there is a real opportunity 
here to not only deliver a 
new way to get and use 
tickets for anything, but 
to also embed carrier 
billing in the mainstream 
– and it is one that the 
industry is embracing. 

Rob Weisz, CEO of 
Fonix, puts it well. “There 
is a massive opportunity 
here. Carrier billing works 
through text, the web, 
apps, anywhere digital 
really, and is so easy to 
use – it could just be 
two clicks and its done. 
It is also very accessible, 
because there is already 
a 100% penetration of 

tickets  – the other advan-
tages apply however they 
are paid for – but offering 
the choice is what is key 
here and that is what will 
make it work.” 

will immediately allow 
big ticket items to be sold 
using carrier billing – we 
have a South American 
MNO looking at using it to 
sell $5000 VIP packages 
to F1 events – and is a 
massive opportunity.”

In the transport market, 
the trend is definitely 
away from the physical 
ticket and into the digital, 
says Giacomo Biggiero, 
Head of Business Devel-
opment at Masabi. “It is 
already moving towards 
using what people have 
on them: mobile phones 
and contactless cards. 
Phone and apps for ticket-
ing are already here. The 
next step is seamlessly 
scanning those as you 
enter and leave so you 

mobile in the UK – in 
most European markets, 
in fact – and that means 
they can all use carrier 
billing. And finally it gives 
choice. You don’t have to 
use carrier billing to buy 

3G Proxy is the largest mobile proxy 
testing solution and allows you to test:

Mobile Internet
Premium SMS
Direct Carrier Billing

Bulk & IVR Services
Fraudulent Advertising

140+ mobile carriers

3G and 4G proxies

Min. 3 SIM cards per carrier

API Available

WORLDWIDE COVERAGE

DEDICATED SOLUTIONS POSSIBLE

WWW.3GP R OXY .COM SALE S @3GP R OXY .COM

Get direct access to our worldwide distributed 
SIM cards and experience the mobile web 
through the eyes of your customers! 

Choose a country & mobile carrier and 
start testing in real-time! 

Some facts and figures  
about mobile ticketing
According to the latest research by ABI and more by 
Juniper Research reveals a massive and growing interest 
among consumers for mobile ticketing. So what are 
some of the hot facts?
• 122million people used them worldwide in 2017
• 375 million people will be using m-tickets by 2022
• 34 billion tickets are going to be sent to mobile de-

vices in the next five years
• transport will account for 90% of all m-tickets
• 48% will rely on QR codes
• 30% will use NFC
• 22% will be delivered by SMS 
• tickets bought on smart wearables will top $1billion 

by 2022
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   FROM THE EDITOR  

Welcome to the nexus of carrier  
billing and the ‘attention economy’

Paul Skeldon. editor 

for games, gambling, publishing 
content, car parking and tickets. 

Take the example of mobile tick-
eting for a bus ride. Not only can 
the user pay with a bus company 
app, but can get live updates of its 
arrival time, traffic conditions and 
more. It also saves the bus com-
pany having to pay for machines 
and paper tickets (eventually!). 
But more it gives the bus company 
access to all that lovely big data 
about its customers – allowing it to 
reshape its services.

But this is only the tip of the ice-
berg. Many digital content services 
rely on either payment to watch/
read/use or are ad funded. What if 
there were another way? Increas-
ingly, games players are rewarded 
for watching ads or content and 
rewarded more for passing it on. 

This is the ‘attention economy’… 
and it is going to be huge.

At the nexus of these two 
things – carrier billing and the at-
tention economy – lies telemedia. 

Imagine, accruing a load of coins 
in a game and then being able 
to spend them, via your mobile 
account, on a bus ticket? Sounds 
insane, but it is possible and, as 
people increasingly lose faith in 
the way that capitalism is run, the 
rise of these cryptocurrencies and 
the quest to do new things with 
them will only grow. 

And if you want to learn more, 
come to World Telemedia in Mar-
bella on 8-10 October. See page 
16 for details. See you there. 
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Right now we are witnessing some 
revolutionary changes in how we 
pay for things – not just in terms of 
payment tools, but also in the very 
idea of what constitutes money.

Carrier billing, for example, has 
long been a payment tool in the 
armoury of any digital content pro-
vider. It powered operator walled 
gardens of games and wallpaper 
back in the day and has ticked 
along nicely in many markets. 
Then came PSD2.

The EU’s Second Payments Ser-
vices Directive (PSD2) makes many 
changes to what constitutes a 
payments (see page 8), in essence, 
allowing you to charge to your 
mobile phone bill digital goods and 
some quasi-digital goods. This has 
opened up the world to paying on 
your phone with two simple clicks 

www.12telecom.com

The next generation app platform.

App enable your voice,
messaging and transactions 

Meet us for a demo at WTM, Marbella

IPRN  

Blockchain in adult
The adult industry is leading 
innovation again – this time using 
blockchain to mete out tokens 
to reward ‘attention’ and drive 
a new crypto-based business 
model. World take note

Cause and effect
Treat the cause of 
eradicate the effect: that 
is the dilemma facing the 
telemedia industry with ad 
fraud. Declan Pettit outlines 
how to do both

M-ad fraud
Mobile advertising is boom-
ing, but off the back of it so 
is ad fraud. Here Forrester 
Research’s experts outline 
the threat and what can be 
done about it1814

billing & engagement for value
added services & content

Across the financial community, 
Blockchain as both a technol-
ogy and a concept has been the 
hottest subject for a number of 
years. Originally founded by a 
person or people aliased as Sa-
toshi Nakamoto to support the 
cryptocurrency Bitcoin, it oper-
ates a publicly accessible ledger 
of all transactions with simulta-
neous additions and deductions 
and immutable records.

The power in the public 
environment is that the ledger 
is outside of the control of a 
single party and inside a wide 
distribution of computing power 
operated by “miners” who get a 
small part of a Bitcoin payment 
for their activities.

Information held on a Block-
chain exists as a shared and con-
tinuously reconciled database, 
but the Blockchain database is 
not stored in any single location –  
removing the ability for a hacker 
to corrupt a single copy and mak-
ing the database easily verifiable 
once re-reconciled. 

The database is hosted by 

Working on the Blockchain gang
How distributed ledgers can simplify telephony – and more
Blockchain technology is reinventing money, but it can also 
reinvent how the telemedia industry runs telephony across 
borders, cutting costs and reducing fraud. Rory Maguire, 
MD, aimm outlines how that can work in practice and what it 
means for the industry

millions of computers simultane-
ously, sometimes without the 
owner’s knowledge and is acces-
sible to anyone on the internet.

For Bitcoin this was needed 
as it is a distributed encrypted 
digital currency without a central 
banking operation to maintain 
records.

Now Blockchain – or a private 
version of it - is being viewed for 
its applicability to a large range 
of corporate applications where 
accurate, immutable, hack proof 
and efficient ledger records can 
be continuously updated across 
a single corporate entity with dis-
tributed locations usually global 
or across multiple corporate 
entities collaborating with each 
other to provide services.

BLOCKCHAIN IN 
TELEPHONY
The most obvious use of Block-
chain is in telephony intercon-
nect where the almost seamless 
transition of a call from one end 
user to another is followed by a 
cumbersome and complex pro-
cessing of detailed records about 
the call known as CDR’s to see 
who owes what to who.

A typical call from a mobile 
end user in France to a person 
on a fixed line in Ger-
many will pass 
through at 
least five 
com-
mu-
nica-
tion 

companies each producing 
a CDR for the call. The 
aggregate CDRs in each 
communication 
provider are 
analysed, 
sum-

20
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You need to speak to us!

Digital Select Ltd,
an established UK network that 
will have the solutions to your needs! 

• UK Premium Rate Numbers
• IVR, API’s & Bespoke Builds
• Great AIT record & AIT resolutions
• Real time online stats
• Flexible payment terms
• Dedicated account managers

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

Skype: DigitalSelectLTD
Web: www.digital-select.com

Problems? 

Problems with AIT’s?
Problems with payments?

Problems with your current provider?

marised and 
passed through billing 

departments that then bill 
or expect to be billed for their 
role in transiting the call. 

Add mobile roaming and call 
tromboning to the equation (for 
ported numbers) and the process-
ing becomes extremely complex, 
with third parties often involved. 

The vast quantity of data and 
processing requirements makes 
fraud and artificial inflation of 
traffic difficult to spot, leads to 
incorrectly rated number ranges 
(stimulating more fraud) and 
elongates the time periods under 
which billing disputes can be 
raised. 

Additionally, it puts transit 

Blockchain company Vice Indus-
try Token Inc. has launched the 
cryptographic  tokens – called 
“VIT”   that they can redeem to 
view premium content and other 
products and services from from 
a range of partner websites and 
adult entertainment platforms.

According to Vice Industry 
Token CEO, Stuart Duncan, the 
adult video entertainment indus-
try comprises 62% of the porn in-
dustry’s revenue and represents 
30% of global internet traffic. 
However, as the media landscape 

providers into a large in and out 
cash flow situation with very little 
margin and their role in funnelling 
calls in and out means that origi-
nating and terminating networks 
do not have contracts with each 
other but with the transit provid-
ers.

CRYPTOCURRENCIES AND 
TELECOMS
Cryptocurrency development 

has become more crowded 
with content, competition for 
viewer attention is increasing and 
advertising revenues have fallen 
rapidly.

“The commercial model with 
sponsored content is broken,” 
says Duncan. “People’s attention 
is a valuable and scarce resource. 
The Vice Industry Token platform 
upends the ad-driven commercial 
model to capitalize on the new 
“Attention Economy”, permitting 
porn publishers to actively en-
gage with viewers by rewarding 

has three major aspects that can 
revolutionise this environment, 
enable end point to end point 
contracts and make fraud and AIT 
simpler to spot and deal with. 

A single digital currency can 
facilitate real-time global settle-

ment of transit and terminating 
fees with the net proceeds of 

the digital currency then 
transferred to local cur-
rency if needed. Blockchain 

provides a secure distributed 
real-time ledger for transac-

tions and Ethereum has a unique 
feature called Smart Contracts 
built in. 

Smart Contracts work with 
digital currencies and Blockchain 
to automate the financial and 
delivery aspects of a contract 
enabling real-time payments 
based on CDR’s, fraud pattern 
detection with financial with-
holds, payments directly to each 
part of the value chain involved 
in every connected call instead of 
through the transit providers and 
real-time rating (or re-rating) of 
calls based on any Smart Contract 

updates. The Blockchain element 
of the digital currency will mean 
complete transparency of ledgers 
and remove the human overhead 
of billing enquiries and disputes. 

A Smart Contract will enable a 
terminating provider with a new 
number range to sign a contract 
with every originating operator 
globally to route the calls. All origi-
nating operators based on the 
Smart Contract update can then 
instruct their systems to rate the 
calls correctly based on intercon-
nect charges, use least cost routes 
to send the calls and the system 
will process payments based on 
the two sides of the contract. 
Arbitrage fraud is eliminated and 
cumbersome processes mini-
mised. 

With fraud, AIT and billing cost-
ing the global telecoms industry 
billions of $ and creating “baby 
and bathwater” contractual 
changes, withholds and billing 
disputes it’s time for Telcos to 
create a revolutionary change and 
embrace Digital Currencies, Block-
chain and Smart Contracts. 

Viewers rewarded in blockchained crypto-tokens 
as the ‘attention economy’ comes to adult
The power of Blockchain to change the world has been 
neatly demonstrated by a an adult company that is using a 
blockchain-based platform to reward viewers for watching. 
Why is it ground breaking? Because it marks the shift away 
from ad-finded online content to rewarding attention: the 
attention economy is here. And it won’t stop at adult, says 
Paul Skeldon.

Trialling blockchain in ticketing

Bringing blockchain to rights 
management

Music ticking company Townsend Music, which 
represents names such as Stormzy, Noel Gallagher’s 
High Flying Birds and The Prodigy, runs physical, 
digital and merchandise retail distribution cam-
paigns alongside the biggest major and independent 
record labels, artists and management companies. 
Townsend prides itself on its fan-friendly services and 
great customer service.

But for any ticketing company, fraud is a major 
headache. To combat this, Townsend has partnered 
with blockchain-based protocol developer Aventus 
Systems to trial the use of the distributed ledger in its 
ticketing world.

To prove the concept, Aventus has replicated ano-

nymised samples of some of Townsend’s live events 
and tickets including Carly Paoli at Cadogan Hall in 
London on the 15th of February 2018 and Show of 
Hands in Wells back on the 3rd of November.

The Aventus blockchain solution includes a set of 
tools to effectively eliminate ticket fraud and allows 
owners and event organisers to set a variety of per-
missions on secondary market ticket sales.

Alan Vey and Annika Monari, Directors at Aventus 
Systems say: “As Aventus develops over time, we will 
be adding new features that Townsend can leverage 
and make available to their clients, growing the use 
of our blockchain technology. We are excited to be 
working with such a great company.”

The growth of digitalization has hit the image industry hard. Around 
85% of all images online are used without a valid license and digital 
image theft has become the norm. For that reason, a number of image 
rights portals have been fighting against online image theft for years.

In December 2017, Copytrack, one of the world-leading online 
image rights portals, introduced a blockchain project: the “Global 
Copyright Register”. The project is the next milestone for the com-
pany on its mission to prevent image theft and protect the images of 
photographers. 

Thanks to Copytrack’s successful track record and their innovative 
roadmap the pre-sale closed raising a total of $7.6 million USD. So, it 
seems that Kodak’s idea is not new. 

Marcus Schmitt, CEO of Copytrack, explains:  “It’s always been our 
mission to improve the protection of photographers and rightshold-
ers online. It’s been a great recognition to be supported by over 1600 
backers who have invested a total of 7.6 million USD in our vision to 
democratize copyright and prevent image theft for photographers - 
and this was just the pre-sale.

them with VIT for their genuine 
attention and authentic engage-
ment.”.

To earn VIT when viewing con-
tent on participating websites 
and platforms, registered fans 
will be asked to perform specific 
actions set by the site curator 
– such as upvoting, comment-
ing, or sharing. Each authentic 
engagement will earn viewers 
a fractional amount of VIT, with 
additional VIT simultaneously 
distributed to the content pro-
ducers and curators.

Additionally, viewers who 
buy VIT during the token sale 
will receive discounts of up to 
80% for products and services 
from a select number of partner 
publishers. More information 
on the partners and the specific 
products and services will be 
made available before the token 
sale commences.

“People are always going to 
watch porn – it’s a booming 

global business. The current ad-
vertising-driven model is hugely 
flawed and ridden with fraud,” 
adds Duncan. “In contrast, the 
Attention Economy model lifts 
the bar for everyone involved. 
It rewards viewers for authentic 
attention, and incentivizes pro-
ducers and curators to develop 

high quality, engaging content 
for which viewers will be willing 
to pay real attention.”

Vice Industry Token Inc. will 
conduct a sale of VIT tokens 
on February 15, 2018 and will 
make  betwenn 2 billion of the 
4 billion tokens generated avail-
able for sale to the public. On 

11 January, the company cre-
ated a registration process that 
allowed prospective buyers to 
reserve the right to purchase 
tokens during the token sale in 
exchange for a small reserva-
tion fee. In under 5 days, porn 
fans reserved more than US$5 
million of VIT. 

 ADULT
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 ADVERTISING 

With the telemedia industry facing its own ‘global’ crisis driven by poor operator reaction to the 
growing problem of ad fraud, Declan Pettit, Commercial Director of Monitoring Compliance 
Partners (MCP), outlines how the issue can be tackled

are naturally concerned about 
consumer harm – and it shows... 

Rather than approaching the 
problem in a unified way that 
targets the problem at source 
– such as the rogue Affiliates 
perpetrating the fraud  – the 
Mobile Operators are mandating 
sweeping changes with abandon. 
These changes not only pro-
foundly damage revenue lines of 
the majority of well-intentioned 
actors in the value chain, but also 
stymie progress in the on-going 
battle for market share against 
non-mobile payment tools.  

Whether it’s banning traffic 
sources, increasing hurdles to 
payment flows (PIN, Captcha…) 

or excluding certain types of 
services from being billed on 
their networks, these knee-jerk 
actions are in danger of throwing 
the proverbial baby out with the 
bath water.  

Granted, a small percentage 
of consumers are being billed 
without their consent or knowl-
edge – and yes, the majority of 
advertisers are also unaware and 
helpless in the face of it, but is a 
‘gun-shot’ reaction appropriate 
when a more specific ‘rifle’ solu-
tion would deal with the issue 
more effectively – and with far 
less co-lateral damage?

The problem is the Mobile 
Networks are desperate to pro-

Isolate the cause or 
eradicate the effect? 

Some of you may be aware of the 
excellent book by James Rickards, 
‘The Road to Ruin’ in which he 
postulates the outcome of the 
next global financial crisis – if 
approached by the ‘Global Elites’ 
in a certain way. The way, he sug-
gests, to deal with any virulent 
pandemic is to either create the 
antidote or, in its absence, the 
virus needs to be quarantined. 

Through the economic jigs and 
reels of Neo Keynesian ‘inter-
ventionism’ versus Friedman’s 
monetarist, ‘laissez faire’ view, 
Rickards uses the basic thesis of 
a novel called ‘Cat’s Cradle’ to 
make his point.  The author of 
that book creates a substance call 

‘Ice Nine’ – a solution that rear-
ranges the molecules in water, 
rendering anything it touches to 
ice, irrespective of the prevailing 
air temperature. It was no coin-
cidence that this dystopian novel 
was written in 1963, just after 
the Cuban Missile crisis – the 
‘Nuclear Winter’ scenario.

The point is; the smart move is 
to isolate the cause of the virus  
– rather than its effect – until an 
antidote is discovered.

Our industry is going through 
turbulent times currently – our 
own global crisis. With mobile 
customers having to run the 
gauntlet of ever-increasing types 
of fraud, the Network Operators 

tect their brand names – which is 
understandable considering that 
the source of most of their bad 
press – mobile billing – repre-
sents a tiny percentage of their 
overall revenue. 

However, actions are being 
taken by the VAS/wholesale 
middle management, who, under 
threat from senior management, 
have ‘consumer satisfaction 
scores’ and complaint levels as 
their KPIs – rather than revenue/
innovation.

Fraud, like any virulent 
pandemic, is a universal issue: 
once a particular variant of an 
APK file leads to a successful 
auto-subscription works in one 
territory, this is quickly exported 
worldwide via surreptitious trad-
ing exchanges to local bad actors 
who know how to monetise in 
their local geo.

And the reaction from Net-

works is also a universal prob-
lem – the only difference being 
the voracity of their reaction 
varies from territory to territory. 
Indeed, there seems to be a re-
gional paradigm to the reaction, 
which makes sense as Mobile 
Operator group ownership tends 
to be regionally based. 

MENA, for instance, is a good 
case in point.  The likes of Viva, 
Etisalat, Zain and Ordedoo are all 
very strong in the region – hence 
group HQ dictats prevail and bad 
news travels a lot faster.

So back to Rickards’ thesis: 
how do we isolate the source 
of the problem, while minimis-
ing the collateral damage to the 
value chain? Clearly, there is no 
panacea but the following blue-
print will help:

Discover and capture as many 
fraud instances as possible in 
order to track trends through 

data analytics. 
Identify the various flow 

participants and in particular the 
responsible affiliates (easier said 
than done as they constantly 
change their IDs). To do this 
effectively requires close value 
chain collaboration.

Quarantine them by exclusion 
from white list of ‘accredited 
sources’

Reward advertisers who use 
only these sources by allowing 
them access to a more friction-
less click payment flow rather 
than OTP/Captcha barriers. 

Advertisers can clean their 
own affiliates lists via the official 
accredited white-list (without 
accessing it as all will want to 
protect their successful, ‘clean’ 
sources).

Implement a real-time anoma-
ly detection tool which identifies 
fraud ‘live’ and gives advertiser 

option to reject source. Whether 
rejected or not, monitoring 
system will provide proof of ma-
leficence (or otherwise) and take 
appropriate action with whitelist. 

Continually monitor these ac-
credited sources in the wild – and 
alter their accreditation status 
up/down dependent upon their 
record.

Whilst I would follow Fried-
man’s economic ‘laissez faire’ 
view more easily than Keynes’ 
interventionist view, there are 
times when a proactive, harmon-
ised industry step benefits the 
whole value chain in the long 
run.  

Declan Pettit is Commercial 
Director of MCP (Monitoring 
Compliance Partners). They 
specialise in monitoring and 
anti-fraud solutions in Mobile 
billing industry.

Buy or build – trick is knowing which one to choose in any given circumstance    
In October 2017, MCP announced the release of its Federated Kids Data-
base (FKDB) – in support of a cross Industry initiative to help Advertisers 
block inappropriate advertising in children’s digital channels; with the key 
aims being the lowering of related Industry complaints to mobile opera-
tors and the regulator PSA.

As of early February 2018, the implementation results to-date have ren-
dered a 20% drop off of inappropriate ads in kid’s apps (month on month 
November to January). MCP’s database now includes 20,000+ kids’ apps 
and2500+ YouTube kids’ channels have also now been added. The com-
pany captures and loads new kids’ apps and YouTube videos and channels 
daily so clients can remain current and up to date with the latest block list 
in real-time and all PRS advertisers in the UK now have access.

Toby Padgham, COO of MCP explains: “This industry collaboration has 
and will continue to grow FKDB as the default Industry block list, building 
a bigger and increasingly intuitive database to help advertisers block kids’ 
apps and sites. We thank all merchants for their input, and particularly the 
significant data contributions to set up the ‘federated’ list – coming from 
PM Connect, Buongiorno, Alchimie, Digital Virgo and Creative Clicks.”

Proposals to build ancillary databases through the purchase of apps lists 
and combine these with the core FKDB are welcomed because this can 
only support the common aims cited above. However, it is worth manag-
ing expectations, because there is no magic big kids’ database available for 
purchase now. 

Proposed methodologies to ‘fingerprint’ a kids’ app and apply it to a list 
of the top 500,000 apps are likely to take time and the outcomes of gener-

ating x% (e.g. 7%) of accurately defined kids’ apps are unknown. 
Brian Pettit, CTO of MCP adds: “The process of categorising apps or 

sites as kids is mainly a manual one – requiring constant input from a team 
of publishers. The idea of simply buying a database (whatever the size), 
then ‘fingerprinting’ a kid’s apps list – and applying those fingerprinted 
characteristics across the whole database in an automated fashion - could 
cause various problems, not least automated addition will lead to a % on 
non-kids’ apps being incorrectly categorised and added to the blacklist – 
leading to subsequent revenue loss. Missed kids’ apps not being added to 
blacklist – leading to on-going consumer harm,” he continues.

The assessment process is, necessarily, based on categorisation criteria 
that requires a subjective/human view. Also by its very nature, the app 
store environment is prone to new apps trending and becoming popular 
very quickly, and so emphasis has to be placed on a method that pulls kids 
apps and sites daily and provides this to Industry for immediate blocking.”

Building a verified kids database is one thing, effective implementation 
to block is another. The coming weeks will determine whether effective 
block processes are attached to the database and whether they are ap-
plied by some committed providers or all providers. 

Padgham, COO MCP summarises: “Over the past few months, under-
standing of the issue and building a solution has happened at pace. A 
successful outcome will be determined by the propensity for providers 
to adopt best practice and take action. It may require Code enforcement 
action by relevant authorities on any ongoing infringements to ensure all 
take their regulatory responsibilities seriously.” 
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Mobile is increasingly the device of choice for most consumers through which to lead their 
digital lives and so it is where businesses go to communicate with them. But consumer trust 
is being eroded by mobile ad fraud. Tarun Avasthy, Market Impact Consultant, Forrester 
Research takes a look at this ‘silent killer’ and what can be done about it

ness of fraud in the market, the 
majority of enterprise marketers 
still plan on spending more on 
mobile advertising in the next 
year. Nonetheless, the awareness 
of fraud in the market creates a 
sense of urgency leading to 92% 
of advertisers and agencies citing 
fraud prevention as a critical or 
high priority over the next 12 
months.

Mobile ad fraud is syphon-
ing revenue from the digital ad 
ecosystem, and is widely touted 

Mobile ad fraud: the 
silent commerce killer

For any business, mobile is 
increasingly important. Some 
70% of marketers surveyed by 
Forrester at the behest of Ap-
psFlyer in 2017 are increasing 
their budgets for mobile advertis-
ing this year. Rumour also has it 
that 2018 could well be the year 
when mobile ad spend surpasses 
that of TV. 

However, there is a silent pred-
ator stalking the world of mobile 
advertising which threatens to 
bring it all tumbling down: fraud.

According to Forrester, mobile 
ad fraud is a multifaceted prob-
lem, complicated by the murky 
ecosystem in which marketers 
are challenged to track data be-
tween mobile operating systems, 
app stores and actors involved in 
the selling, buying and serving of 
advertising. As mobile advertis-
ing continues to rapidly evolve 
and become more sophisticated, 
so too does the fraud being 
perpetrated. 

Yet, despite the pervasive-

Download the full report here
https://hub.appsflyer.com/hubfs/Mobile_Fraud_Mar-
keters_Massive_Hidden_Threat_Forrester_Study.
pdf?submissionGuid=ec7d1362-7cd0-4097-84ba-40ddf75a9298

Although mobile ad fraud 
remains prevalent in every indus-
try, the opportunity for advertis-
ers is too big to miss and thus are 
willing to invest in mobile despite 
being aware of the growing fraud 
problem.

Forrester’s research found that 
advertising budgets will continue 
to grow in the next five years 
and that is exactly why keeping 
mobile ad fraud under control 
becomes critical; over the next 
12 months, 70% of firms said 
mobile ad spend budgets will 
increase by at least 1% to more 
than 30% compared to last year 

Marketers will have to develop 
an obsessive scrutiny over the 
allocation and performance of 
ad dollars in a mobile advertising 
industry plagued by fraud. How-
ever, as mobile ad budgets grow, 
so too will the willingness of 
fraudsters to grow and capitalize 
on the market, which is why it’s 

mission critical for marketers to 
combat mobile fraud rigorously 
and systemically - those that 
succeed will have a competitive 
advantage over the rest of the 
market.

PROBLEMS WITH 
MONITORING
In recognition of mobile ad 
fraud’s rise, we asked survey 
respondents if they currently ad-
dress mobile ad fraud. Only 19% 
of respondents said they have 
the tools and systems in place 
to monitor and prevent fraud 
systematically. 

Marketers still rely heavily on 
legacy technologies and tools 
to combat mobile ad fraud and 
firms like an enterprise market-
ing software vendor (48%) and/
or an ad verification vendor 
(38%) who are currently helping 
marketers, but they’re not spe-
cialized in analyzing mobile traffic 

or combating fraud.
Enterprise marketers cite a lack 

of understanding both of the ex-
isting types of fraud as well as the 
available solutions as the main 
hurdles for fraud prevention (see 
Figure 7). For instance, almost half 
(45%) said they lack the under-
standing of mobile ad frauds that 
exist and then lack the types of 
solutions that exist to combat 
those mobile fraud types.

This challenge is exacerbated 
by the specific setup of the 
mobile ecosystem: for example, 
51% of marketers cite a lack of 
data transparency, which creates 
an environment where fraudsters 
can flourish, as a major challenge 
in preventing fraud. 

Furthermore, 46% of mar-

keter’s report that players in the 
media buying ecosystem benefit 
from artificially inflated KPIs, 
while 40% agree that those who 
try to combat fraud are faced 
with a fast-evolving problem 
which makes it hard to identify 
and often even just understand.

What becomes obvious is that 
marketers underestimate the 
direct impact fraud has on their 
KPIs and marketing activities 
because they lack knowledge 
around mobile ad fraud as well 
as appropriate capabilities to 
detect it. Many marketers are not 
aware of all the different types 
of fraudulent attacks they are ex-
posed to, and how each of them 
affect their campaign reporting 
and performance.  

as a source of great concern 
because fraudsters are continu-
ously investing in digital tools 
and technologies that can deliver 
fake ad impressions, clicks, app 
installs and engagement. This 
occurs in a range of methods; 
from device farms, where large 
numbers of devices are auto-
matically conducting ad fraud, to 
malware on users’ devices that 
simulate legitimate activity. The 
goal of this fraudulent activity is 
to appropriate as large a share 
as possible of marketing leaders’ 
mobile advertising budgets. 

Our study shows exactly this 
rising trend: 43% of marketing 
executives cite that the amount 
of fraud they are subject to 
has increased over the past 12 
months. In fact, 34% of market-
ers estimate that over half of 
their mobile ad budgets are 
subject to fraud for both in-app 
and mobile web advertising.
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Bitcoin and its 
fluctuating value 
maybe all over the 
headlines, but that 
hides the true value of 
cryptocurrencies. Here 
Rory Maguire, MD, 
aimm, takes a look 
at why businesses 
should be looking 
seriously at them – 
they might just be the 
future of payments

Cryptocurrencies are hot 
news at the moment, not 
because of any revolution 
in consumer spending 
capability, but because 
they can make you very 
rich- or very poor – in a 
matter of weeks.

If you own a part of 
a Bitcoin and have for 

ness that the bubble may 
burst – a self fulfilling 
prophecy.

But why would people 
own a Bitcoin for several 
years? Apart from trading 
on sites that get govern-
ments departments and 
financial regulators wor-
ried and being a volatile 

change is the rapid emer-
gence of other digital 
currencies – currencies 
that are built for a single 
purpose and the growth 
of exchanges to allow 
interchange between the 
currencies.

These new digital 
currencies are generally 
launched onto the inter-
net through a process 
called “Initial Coin Offer-
ings” or ICO’s. Basically, 
anyone can buy the digi-
tal coins, and they don’t 
really have a present day 
value apart from what 
was paid, but they may 
have a future value. 

This is where the 
speculators move in. The 
future value is primarily 
based on a combination 
of adoption and usage, 
linkage with the value 
of other cryptocurren-
cies and scarcity. The 
most important aspect 
is that a digital currency 
exchange will take it on 
board enabling holders to 
swap their Ethereums for 
Ripple, their Litecoins for 
Dollars, Dash for Euros – 
you get the picture!

Cryptocurrencies or 

Digital Currencies all ben-
efit from the same aspect 
in that once a consumer 
converts their sovereign 
currency into a digital 
currency, it can float free 
of the restrictions related 
to the sovereign currency. 
Who can use it, for what 
purpose, in which loca-
tion, to what limits, and 
how you can earn it etc. 
all fade away. 

The other common 
aspect about digital cur-
rencies is the back-end 
processing-intensive 
Blockchain technol-
ogy (see page 13) that 
performs simultaneous 
encryption and ledger 
transfers to maintain the 
integrity of every digi-
tal transaction without 
dependency on banks to 
keep tabs on what is mov-

a long time, then the 
time to dispose of it was 
when the tabloids were 
talking about how high 
the exchange rate was. It 
peaked at over $19,000 
before falling back to just 
over $7,400 due to profit 
taking, fear of increased 
regulation and nervous-

 CRYPTOCURRENCIES

ing where.
This is where compa-

nies that plan to enjoy 
a contained and lasting 
relationship with their 
customers are looking at 
digital currencies, block-
chain and exchanges to 
facilitate this relationship.

Singapore Airlines has 
announced a private 
blockchain enabled app 
using KrisFlyer air miles as 
the currency. App users 
can spend in a contained 
environment of retailer 
partners and earn by buy-
ing / flying air miles and 
the private blockchain 
technology keeps a full 
audit trail track of the 
transactions.

One UK based football 
club is experimenting 
with a digital environ-
ment with its fans 

facilitated through its 
own digital currency. Fans 
can buy the currency 
through an exchange, 
spend it on tickets, half 
time beers and t-shirts, 
earn it through atten-
dance, competitions and 
recommend-a- friend 
schemes and exchange 
it back to sterling if the 
need exists. 

This also improves the 
mobile engagement with 
the fan base post-GDPR 
as this is now a “club 
membership conversa-
tion”, not a “marketing 
message”.

Digital currencies are 
fuelling the online gaming 
environments from mul-
tiuser role playing games 
to casino type online 
environments. Conver-
sion from sovereign 

The Telemedia industry 
should be embracing, 
inventing and operating 
digital currencies with 
blockchain capabilities 
behind it to support every 
transaction. Smart users 
will be the early adopt-
ers and a relaxation away 
from some over restric-
tive regulation built up 
over the years will restore 
the innovative flair of 
Telemedia companies. 

investment vehicle it had 
virtually no use for us 
everyday humans.

Now, the landscape is 
changing and it’s time 
for the global Telemedia 
companies to move in 
and bring their exper-
tise into the equation. 
The catalyst behind the 

currency to digital remain 
relatively anonymous and 
de-restricts the global 
nature of player to player 
gaming.

At aimm, we are also 
seeing a willingness from 
mobile operators to 
expand their Direct Op-
erator Billing (aka Carrier 
Billing) capabilities to em-
brace digital currencies 
where the spend occurs 
in a closed environment 
and not for speculative 
purposes. A digital wal-
let, funded through the 
mobile account means a 
more tactile relationship 
between the consumer 
and their online spending 
and moves the consumer 
post-billing enquiries to 
the digital wallet provider 
and away from the MNO’s 
front line staff.

Rory Maguire is Manag-
ing Director, Association 
for Interactive Media and 
Micropayments (aimm)

Which companies are already taking cryptocurrencies?
BitCoin may get all the headlines – and it may look 
volatile right now – but many big names are already 
betting on cryptocurrencies as a payment method. Here 
are some of the names you may have heard of who are 
already using crypto.
Microsoft
Yep, the mighty software company uses Bitcoin on Xbox 
and Windows stores to allow the purchase of games. 
Dell Computers
You can also buy a Dell computer from the manufacturer 
using Bitcoin/
Tesla
Forward thinking in automotive doesn’t just mean send-
ing a car to Mars, it also means taking cryptocurrencies. 
Indeed, someone has already bought a model S using 
Bitcoin.
Save the Children
It isn’t just commercial organisations that are turning 
to new currencies: leading children’s charity Save the 
Children now accepts donations via Bitcoin.
Steam
Game company Valve has partnered with Bitcoin 
payment service Bitpay to bring everyone’s favorite 

Cryptocurrency to games platform Steam. It’s the Worlds 
most popular Online gaming platform with more than 
125 Million users, who can now easily buy a game paid 
for with Bitcoin.
OKCupid
One of the world’s most popular dating sites, will now 
introduce Bitcoin to millions of people who have yet to 
hear of it. Bitcoiners can now pay for a list of functions 
at the OKCupid website, such as PM’ing individuals with 
priority messages.
Newegg
A popular niche marketplace that trades in electronics 
and computing equipment accepts payments in Bitcoin.
Magnificent Tea
A company on a “Mission To Rid The World Of Terrible 
Tea”, this dedicated Tea club in the UK accepts Bitcoin.
Zynga
Social gaming giant Zynga has announced that it will be 
accepting bitcoin for in-app payments in selected games, 
as a “test” with payment processor BitPay
Virgin Galactic
Yep, you can book your ride into space using Bitcoin on 
everyone’s favourite space tourism company.

Worlds 
colliding

Where telemedia meets cryptocurrencies
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With news media 
lagging behind TV, 
music and gaming 
in getting digital 
subscriptions, is it time 
that the inky world 
of publishing looked 
again at carrier billing 
to drive more sign ups 
and sell more news? 
Hannah Giles, head 
of marketing at Fonix, 
says it is

According to a recent 
report by Deloitte, News 
Media lags behind TV, 
music and gaming digital 
subscriptions. The report 
found that in 2018, half 
of UK adults will have at 
least two media subscrip-
tions on average, and 
by 2020 this will have 
doubled to four. 

Traditional TV view-
ing among 18-24 year 
olds in the UK will fall 
by 10%-15% in 2018 
and 2019 but the rate of 
decline may slow after 
this, according to new 
research by Deloitte. The 
UK media sector trends 
report suggested a ‘Great 
British switch off’ among 
younger viewers as de-
mand for paid-for online 
media content continues 
to grow.

Therefore, it’s hardly 
surprising that the 
linear TV market and the 
news media’s pursuit of 
sustainable subscription 
services are just two of 
the trends that will drive 
the increase in subscrip-
tions.

Netflix is notably 
the king of streaming 

media service that has a 
successful subscription 
model? 

Whether it’s over-
charging for content, 
charging for irrelevant 
content or not making it 
easy to pay, this needs 
to be addressed. People 
love subscriptions - the 
Deloitte report esti-
mates that there are 26 
million subscribers in 
the UK for these types 
of services. We’ve seen 
that mobile carrier billing 
is widespread across 
music, gaming and digital 
subscriptions, with the 
likes of Spotify, Google 
and Microsoft integrat-
ing it as a core payment 
mechanic within their 
paywall. We know that 
mobile carrier billing has 
the capability to increase 
conversions in digital 
baskets by over 30%, 
so why not across news 

appropriate payment 
model and provide con-
sumers with choice when 
it comes to payment.

If there’s anything 
to learn from the last 
few years, it’s that it’s 
about taking consumers 
on a journey, enabling 
them to access and pay 
for content in a way 
that suits them. Most 
importantly, the payment 
model needs to reflect 
the readers requirements 
and paying for the con-
tent needs to be made as 
frictionless as possible. 

services, with thousands 
of movies and TV shows. 
You can access Netflix 
around the world, and 
the company offers a 
number of monthly sub-
scriptions levels with no 
minimum contract. 

And then there’s 
Amazon, offering Prime, 
a yearly subscription 
service for one-day de-
livery, and also includes 
access to Prime Video, 
Prime Music, Twitch 
Prime, Prime Reading, 
and photo backup; this 
makes it the place to go 
for a range of content 
services. When it comes 
to music there’s Spotify 
Premium, which allows 
you to listen to any 
track from the 30m-plus 
library. You can take your 
music offline, remove ads 
and enable higher qual-
ity audio streams. But 
can you think of a news 

 MEDIA

Hold the front page!
Time for publishers to wake up to mobile carrier billing

media too?
The New York Times, 

for example, has seen 
digital-only subscrip-
tions increase by a huge 
46.4%. The growth is 
clearly there, but with 
ever-declining advertis-
ing revenues, is offering 
credit card and Pay-
pal really enough to get 
maximise conversion 
rates with the consumers 
who want to pay? 

WILL PUBLISHERS 
FINALLY CATCH ON?
There’s huge growth in 
18 to 34-year-olds who 
are willing to pay for 
journalism. To monetise 
in the most effective 
way possible, publishers 
need to understand and 
react to changing reader 
behaviour, have a data-
driven understanding of 
what content the reader 
wants, apply the most 

Hannah Giles is head of 
marketing at Fonix
www.fonix.xom
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The telecoms world is changing fast. 5G is poised to hit in the next 18 months and that is a real game changer. But that, along 
with GDPR, IOT and AR and VR are all going to make regulation even harder to fathom. Here Askandar Samad, Partner, and 
Ingrid Silver, Partner, Reed Smith outline the key changes in telecoms and what they might mean for you

With a 5G roll-out on the 
horizon, we are enter-
ing a new era of internet 
connectivity. Super-fast, 
reliable, high-capacity 
connections are going to 
create a host of new op-
portunities for both tele-
coms companies and over 
the top (OTT) providers. 

At the same time, 
however, it is likely to 
give rise to a host of new 
and challenging legal and 
regulatory issues to be 
addressed. It’s important 
to highlight some of the 
key regulatory areas to 
be aware of throughout 
2018 and beyond.  

SPECTRUM SPATS
With the industry’s sights 
set squarely upon the 
transition to 5G, the par-
celling out of spectrum 
will be a key battleground 
for the big players. In 
the UK we saw Ofcom at 
the centre of two legal 

the 3.6GHz-3.8GHz band 
goes to auction, and as 
each provider continues 
to vie to position itself as 
the leading provider for 
the next generation of 
mobile data traffic. 

KEEPING IT LEVEL 
Net neutrality will be 
another area which will 
continue to spark lively 
debate. In the EU, net 
neutrality is protected 
under Article 3 (3) of the 
Telecoms Single Market 
(TSM) Regulations, which 
reads: “Providers of inter-
net access services shall 
treat all traffic equally, 
when providing internet 
access services, without 
discrimination, restric-
tion or interference, and 
irrespective of the sender 
and receiver, the content 

boundaries of the law. 
In a shock decision 

at the end of 2017, the 
Federal Communications 
Commission (FCC) took 
the bold step of remov-
ing national net neutral-
ity protections in the 
US, effectively reversing 
the effect of its own 
2015 Open Net Order. In 
response, we are already 
seeing many US states 
attempting to pass local 
laws in defiance of the 
FCC, taking the first steps 
towards what it set to be 
a major battle over the 
Atlantic throughout the 
course of 2018. 

GETTING GDPR 
READY
It is estimated that Global 
mobile data traffic will in-
crease sevenfold between 
2016 and 2021, growing 
by 47% per year to reach 

49.0 exabytes per month 
by 2022, according to 
Cisco. With the much-an-
ticipated (or perhaps, in 
some cases, dreaded) Eu-
ropean General Data Pro-
tection Regulation (GDPR) 
set to come into force in 
May of this year, telecom 
companies operating in 
the EU will no doubt be 
working harder than ever 
to ensure their defences 
can withstand attempted 
security breaches. A data 
breach under GDPR car-
ries with it the threat of 
heavy fines, to the tune 
of 4% of global revenue 
or 20 million euros, 
whichever is higher. This 
level of penalty is enough 
to hold the attention of 
the biggest players.

The impact of GDPR 
on the telecoms industry 
will of course not only 
be limited to heightened 
cyber-security obligations. 
Businesses which collect 
and store information for 
reporting and marketing 
purposes will now need 
to be ready to delete or 
‘anonymise’ that data 
which they hold. 

Processes will need 
to be implemented or 
reviewed to ensure that 
consumer information is 
collected only with explicit 
consent. In addition, the 
appointment of Data 
Protection Officers will 
become mandatory for 
data controllers where 
monitoring and processing 
of personal data is done 
on a significant scale. 

Data portability will also 
pose a challenge. Custom-
ers will soon be entitled to 
request a copy of any per-
sonal data held on them, 
meaning that it must be 
stored in a structured and 
commonly used standard 
electronic format. 

In short, whilst the 

challenges to its proposed 
caps on the next round of 
auctions, for the 2.3GHz 
and 3.4GHz bands, both 
of which have the capac-
ity for use with 5G. 

Both Three and EE filed 
separate complaints in 
the English High Court, 
with the former arguing 
that Ofcom needed to 
impose stricter spectrum 
caps, whilst the latter ar-
gued for no intervention 
whatsoever. 

Whilst, for now at least, 
the court has ruled in 
favour of the regulator, 
it is likely that Three will 
appeal this decision in 
the coming months. Even 
if Three does decide to 
take this decision on the 
chin, we can expect to 
see more action in the UK 
in the coming years when 
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transportation of data 
forms the bedrock of the 
modern telecom com-
pany’s business, it also 
means that they are, by 
default, amongst those 
most likely to find them-
selves under the watchful 
eye of data protection 
regulators in the coming 
years. 

THROUGH THE LENS
Augmented and Vir-
tual Reality (AR and VR) 
technology is making 
waves. Technology com-
panies are pouring huge 
amounts of resources into 
the development these 
areas, and there is no 
doubt that they are going 
to become commonplace 
in the not-so-distant fu-
ture. However, for these 
technologies to be fully 
exploited, they require 
networks which have high 
capacity, high speed and 
low latency. Developers 
are eagerly awaiting the 
advent of 5G, which is 
widely regarded as the 
key ingredient to the next 
generation of AR and VR 
applications.

With AR/VR tech-
nologies still in their 
relative infancy, we are 
still waiting to see how 
existing legislation will be 
applied in these environ-
ments, and expect new 
legislation to be enacted 
in the coming years to 
specifically address the 
issues they might raise. 
Any business seeking to 
enter this space should 
be aware of the implica-
tions around personal 
injury of consumers, the 
ownership and regula-
tion of virtual intellectual 
property assets, and the 
taxation treatment of 
virtual assets and virtual 
crime posed by AR and 
VR platforms.

INTERNET OF THINGS 
With network infrastruc-
ture already in place, and 
spades of experience in 
finding connectivity solu-
tions, the telecoms indus-
try is ideally positioned to 
lead the way in delivering 
large scale Internet of 
Things (IoT) projects. 

The scope for growth in 
this area is tremendous. 

networks from external 
threats? If they success-
fully negotiate these 
tricky topics, telecoms 
companies may well form 
the cornerstones of the 
smart cities of the future. 

FINAL THOUGHTS
With the winds of change 
bringing ever-increasing 
regulatory complexity, 
it is clearly not going to 
be plain sailing in the 
coming years. However, 
by staying alive to those 
areas where the highest 
level of risk lies, those 
operating in the telecoms 
and related industries 
should be in a position to 
thrive and prosper in the 
data-driven future we are 
moving towards. 

accessed or distributed, 
the applications or ser-
vices used or provided, or 
the terminal equipment 
used.”

One angle to net 
neutrality being hotly 
debated is whether of-
fering access to certain 
websites or applica-
tions for free, without 
eating into data allow-
ance limits, (so called 
“zero rating”) should be 
allowed. This was the 
topic of much discussion 
in the EU throughout 
2017, with the Body of 
European Regulators of 
Electronic Communica-
tions (BEREC) issuing a set 
of guidelines designed to 
help businesses engage 
in such practices, whilst 
remaining within the 

As many businesses in the 
telecoms sector already 
operate at a high level of 
capital investment, Smart 
City style projects with 
capital intensive require-
ments would appear to 
present a very interesting 
opportunity. 

Moreover, from a brand 
recognition and market-
ing perspective it would 
be hugely beneficial for 
these businesses to be re-
garded in the eyes of the 
public as the ‘preferred 
partner’ to connected 
cars, smart homes and 
other technologies at the 
cutting edge of techno-
logical development.

The key areas for con-
sideration in respect of 
the IoT lie in data privacy, 
data ownership and cyber 
security. Companies need 
to consider issues such 
as: how can meaning-
ful consent be obtained 
when trying to present 
a seamless user experi-
ence? How can they 
ensure ownership of 
data collected in public 
environments? How can 
they best protect their 

Askandar Samad and 
Ingrid Silver are partners 
at Reed Smith
www.reedsmith.com

Around the world in the next 365 days
Here are some other predictions for the wider telecoms 
world from John Strand of Strand Consult…

European politicians will spend a lot of time boasting 
about their technological ambitions – the message will 
be “Make Europe Great Again.” But for all the talk, the 
dream will not become a reality for Europeans. The EU 
will continue to fall behind the US and East Asia, as these 
regions implement the 5G networks that EU politicians 
can only dream about.

The US will be an exciting region to watch.  The combi-
nation of tax reform and regulatory right-sizing will boost 
American operators in 5G, IoT and wireless broadband 
technologies. 

In 2018 there will be courtroom drama: a showdown 
between the Justice Department and AT&T over its 
attempt to acquire Time Warner; the Supreme Court’s 
decision on whether to hear seven petitions against the 
FCC’s Open Internet rules, and states suing the FCC for 

overturning them. Fall elections will serve as the first 
nationwide litmus test of the Trump administration.

Attention will be paid to Latin America’s limited ability 
to develop local services and limited level of invest-
ment. A culprit may well be that key networks are still 
state-owned, frustrating their entrepreneurial abilities. 
A possible pendulum swing is afoot, and privatization is 
long overdue in many countries.

Africa wants to get more investment in the networks 
that are the foundation of the modern society, and con-
solidation is needed among many players across a region 
with high penetration, high churn, and low ARPU. Politi-
cal and regulatory pressure adversely affect the market.

Asia is probably the most exciting region in 2018 as 
China, South Korea and Japan will take another leap into 
the future. China is grooming Huawei to be a one-stop 
shop for telecommunications, enterprise solutions, 
smart cities, and energy production. 

Telecoms regulatory outlook 
2018 and beyond
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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, 
Burundi, Comoros Islands, Guinea, Guinea 
Bissau, Poland, Sierra Leone, Somalia & 
Liberia offering the HIGHEST Payouts with 
monthly, biweekly and weekly payments.

PROBLEMS WITH YOUR
CURRENT PROVIDER?

Problems with AITs?
Problems with payments?

DIGITAL SELECT LTD A UK NETWORK THAT 
HAS THE SOLUTIONS TO YOUR NEEDS!

UK Premium Rate Numbers up to £3.60 per min & £6.00 per call
118*** number ranges
IVR,  APIs & Bespoke Builds
Great AIT record & AIT resolutions
Real time online stats
Flexible payment terms
Dedicated account managers

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

Skype: DigitalSelectLTD
www.Digital-Select.com

www.kwak-telecom.com
e-mail: sales@kwak-telecom.com
phone: +357 220 223 18

kwak.
„THE LINK 
BETWEEN 
MEDIA AND 
TELECOMS.“
International Premium Numbers.  
Domestic Premium Numbers. 
Bulk SMS. 
Call Center.

24seven.co.uk · info@24seven.co.uk · +44 (0)8000 247 247

Est. 2002

UK TELECOMS NETWORK OPERATOR
All UK Number Ranges / Hosted IVR / SIP
Working with Direct & Channel Partners

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

 

 
Send Verify Numbers Analyse Pay

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

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.

Offer the new Class 4 VoIP softswitch 
applying Swiss precision to telecoms services 

n Ensuring Selected Routes Are Always Profitable 
n Monitoring Traffic Performance At All Times 
n Routing & Filters Maximise Quality & Profit 

n Rapid Price Management & Flawless Invoicing  
n Tailor-made Installation

info@callcom.ch  |  www.callcom.ch  |  +41 91 225 8330
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THE LEADING PLATFORM
FOR GLOBAL PERFORMANCE
MARKETING & COMPLIANCE

Get in touch I  Mail: info@vene.io    Web: vene.io
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Number cruncher
Carrier billing is on the up, with DIMOCO predicting great things 
from it between now and 2021 (top left). Games lead the way, 
but traditional telemedia services aren’t far behind. It still has some 
way to go, however, with credit and debit card revenues almost 
10x higher by then (middle left). But with PSD2 opening new doors, 
there is much to be gained – with the European ecommerce 
market projected to rise to €700bn by 2021 (bottom left). 

Meanwhile, ad funding is coming under fire, with swathes of 
revenue being lost to ad fraud, finds Forrester. As its research, 
shows there are umpteen new m-ad fraud types and awareness 
of them is patchy (right). Sober reading for anyone looking at 
using mobile advertising. 

Nr 1 for Micropayments
The Preferred Partner of Carriers, 
Content Providers and Media

 Industry leader since 1992

• Fully integrated Micropayment Platform

• Covering 120 countries with PSMS and PRS

• More than 25 exclusive IPRS terminations

• Direct bilateral agreements to secure traffic

• Unbeatable access and coverage

                    

Contact@atlasinteractivegroup.com or www.atlasgroup.bm 
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