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DCB dominates VAS

<<1

The study finds that direct
carrier billing (DCB) was worth
$15.86 billion in 2018 and pro-
jected to grow at a CAGR of 6% to
$21.56 billion in 2023.

The growth of DCB, while
potentially spectacular, comes at
the expense of PSMS and PVOICE,
which are expected to fall from
20% and 18%, to 14% and 13%
respectively. The sharper decline
in revenues of PSMS compared
to PVOICE can be attributed to
the migration of PSMS services
on to carrier billing, whereas
PVOICE around the world has
been in decline for a number of
years as smartphone penetration
increases, changing consumer
behaviour and using free online
information and services which
previously resulted in a premium
rate voice call.

Based on year-on-year revenue
change carrier billing spend will
remain stable between 2019 and
2020 before experiencing steady
growth for the remainder of the
forecast period. From 2020 PSMS
will experience dramatic falls in
revenues, while spend on PVOICE
is expected to experience a consis-
tent year-on-year fall in revenues.

Games accounted for 31% of
total carrier billing spend in 2018,
followed by music and video, each
on 11%. In total, games, music
and video accounted for 61% of
total spend. And this remains
consistent throughout the forecast
period, as existing services grow
organically, but there are very
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few shifts in consumer behav-
iour brought about through new
services. Based on the research,
and the current view of the carrier
billing ecosystem, very little is
expected to change in the mar-
ketplace. Services, such as health
and fitness, information services,
lifestyle, publishing and ticketing,
are not expected to have a big
impact on revenues during the
forecast period.

Asia accounted for 78.1% of
total carrier billing spend in 2018,
and that is expected to increase
marginally to 79% by 2023. China,
Japan, South Korea, and Taiwan
accounted for 65% of total global
spend in 2018. West Europe, in
contrast, accounted for 9% in
2018, falling to 8% in 2023. Over
the forecast period, Africa to
experience largest CAGR (12%),
followed by Latin America (10%).

However, the research finds that,
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while DCB is growing, its growth
could be higher and is being held
back by a number of factors.

According to report author Nick
Lane: “Despite the carrier billing
market expanding by $5.7 billion
over the forecast period, this is
significantly smaller growth than
expected for a number of reasons
highlighted during the research
process.”

Lane cites new services not
emerging quickly enough, regula-
tion negatively impacting cus-
tomer flows and mobile operators
still looking to receive in excess of
10% per transaction, as the key
drags on DCB growth.

“In Europe [the MNO take]
figure typically stands between
10-15%, but beyond Europe, it is
not uncommon for mobile opera-
tors to still request in excess of
50%. The target figure needs to
be closer to 5%,” says Lane. This,
he avers, is one of DCB’s biggest
headaches, along with on-board-
ing of new merchants taking up to
18 months in some markets.

“Also,” warns Lane, “the unique
selling point of carrier billing — con-
venience — no longer relevant as
other payment mechanics such as
credit or debit cards, now match-
ing the convenience of carrier
billing, using wallets and the short
security code on each card.”

While DCB is set to dominate, it
will be at the expense of PSMS

and Premium voice, the study
finds.

PSMS was worth $5.1 billion in
2018 and will be worth $3.98 bil-
lion in 2023, with a CAGR of -5%.
PSMS accounted for 20% of the
total VAS market in 2018, but will
fall to 14% by 2023. The payment
mechanic is expected to grow to
$5.34 billion in 2020, where it will
peak, and then steadily decline as
the migration from PSMS to car-
rier billing intensifies.

Asia accounted for 45% of
spend in 2018, and is projected
to increase to 46% by 2023. West
Europe accounted for 20% in
2018, falling to 17% in 2023. Over
forecast period, Oceania to experi-
ence largest CAGR (20%), with
Africa and North America to grow
1%. West Europe to experience
greatest contraction, with CAGR
of -9%. Middle East and Asia to
experience CAGR of -5%.

PVOICE will fall from $4.69
billion in 2018 to $3.8 hillion—a
CAGR of -4% — by 2023. The
global adoption of smartphones
has severely impacted voice
services, as consumers find free
online alternatives to information
and content previously accessed
via premium voice services.

The research reveals that voice
continues to have a role to play
but this is diminishing, as pre-
ferred communication migrates
from voice to chat and messag-
ing. In developed markets, spend
on voice is expected to bottom-
out during the forecast period. &

Driving value added services for voice and mobile
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Carrier billing is starting to gain
some mainstream traction in
Europe, but that belies how it is
already a force to be reckoned
with out in the wider world.
Research by Juniper Research
shows that, in 2018, total value
of digital content paid for via
DCB was $27.7 billion world-
wide, 38% higher than 2017.
The Indian Subcontinent will
account for 44% of this, princi-
pal analyst Elson Sutanto says,
dwarfing Western Europe’s 19%
by 2023. LatAm will account for
35% and, in China, DCB will ac-
count for 26% of the total.
Similarly, Juniper has found
that games dominate where

carrier billing is being used,
along with video content, some-
thing that will be even more
prevalent by 2024. According
to Juniper, the total spend of
$89.9bn globally using carrier
billing will be possible by 2024,
with $41.8bn spent on games,
$22bn on video — including OTT
TV = $3.9bn on physical goods
and $2.2bn on tickets.

Operator revenues from DCB
are likely to reach $13.8bn
globally on the back of this, says
Sutanto.

So what is driving these
numbers in these regions and
is growth going to carry on, or
are there drags on its seeming

OTT TV a key driver

One of the key drivers globally of DCB is going to
be the rise of the adoption of OTT (Over The Top)
TV video streaming services is increasing greatly

worldwide.

According to Juniper Research’s principal ana-
lyst Elson Sutanto, OTT TV content providers are
developing quality and region-specific content to
compete in the growing content market.

“The increasing demand for OTT TV content
is propelling the adoption of DCB as a payment
method,” he says. “OTT TV players are offering

unstoppable success?

The main drivers lie in
monetising the unbanked and
underbanked, as well as tapping
into younger demographics.
Much of this will be around cap-
italising on consumer impulse
purchases and micropayments
in emerging markets.

While 5G will give a boost to
DCB, says Sutanto, monetising
content beyond mobile will be
key, especially in new markets
and new verticals.

According to Sutanto, OTT
groups, such as FAANG — Face-
book, Apple, Amazon, Netflix
& Google — and BAT — Baidu,
Alibaba and Tencent — are
aggressively dominating the
streaming content landscape
with the breadth and depth of
their respective offerings across

bundles to increase user spend, reduce churn
and increase market share.”
However, OTTs rely heavily on card payments

to monetise consumers, which is challenging

DCB.

when launching in emerging markets with low
credit/debit card penetration.

With network operators and carrier billing
providers, OTT players reduce marketing costs,
leverage the brand name, and subscriber base,
of local operators while monetising content via

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

er billing: where
he hotspots?

a range of regions and markets.

“Netflix and Amazon typically
dominate OTT TV, but Hulu,
Facebook, YouTube, Facebook
and Twitter have challenged
them by launching monetised
video streaming services,” says
Sutanto (See panel).

For FAANG, China’s 1 billion-
plus population is profitable,
but highly difficult, to enter
due to regulation. Instead, the
opportunity here lies in BAT,
the expansion of which is being
driven by strong growth in the
country’s GDP capital since
2000, a lack of sufficient fixed
Internet capability (enabling
mobile-first players to flour-
ish online), and a regulatory
environment that has stopped
FAANG members from entering.

“BAT has grown bottom-up
in China and competes against
FAANG in international markets,
such as developing markets
— for example, India — and high
value markets such as Australia
and in South East Asia,” says
Sutanto.

“Non-FAANG US compa-
nies, like technology start-ups,
outnumber non-BAT Chinese
companies,” he adds. “Competi-
tion between both Non-FAANG
US companies and non-BAT
Chinese companies is disrupting
the established business models
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of BAT and FAANG globally.”

DCB: Key Takeaways 2024

CHALLENGES FACING DCB
While there are plenty of driv-
ers to DCB, it isn’t going to have EE} $89.9 billion '.—_}'ﬂ 53..9 1:.|iillinn. R s;.z billion : ﬂ £138 L-.-'rllinn.l
an smooth ride in its growth, : =3 ' : ridit
with a number of challenges
facing the roll out of broad DCB
services across the world.

According to Sutanto, fraud End User Spend, Leading Countries, 2024 ($bn) End User Spend by Country, 2024
and security of consumer data
—that is personal data compro-
mised by click jacking or iframe
masking.

Credit card billing verses DCB

for high value transactions in

prepaid-centric markets is also

a problem, he warns, as is tack- -

ling challenges in developing

markets around high taxes and v

the need for billing aggregators .
and MNOs to collaborate. There - - _——

is also an issue with driving in- ®
creasing Fustomer awareness-of O s ) JUNIPER
DCB services, warns Sutanto. &
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Driving value added services for voice and mobile
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Is direct carrier billing the key
to unlocking the potential of
virtual and crypto currencies?

In the nascent days of mobile
games in the early-Noughties
there were two issues that
dominated industry discussion:
solving fragmentation of Java-
based handsets and determin-
ing publishers could leverage
Direct Carrier Billing (DCB) to
push what were rapidly evolv-
ing business models.

As it turned out
both conundrums
were solved by the
iPhone and its App
Store. Suddenly
there was a huge
target market of
smart devices with
its own billing eco-
system outside of
the mobile operator
‘walled gardens’,
with delicious APIs
for developers to
use that hooked
into the slick
user experiences
Cupertino began
to roll out.

Over a decade
on and with the
help of Apple’s
peers such as Google
and its Android platform,
mobile game developers have
a raft of options open to them
when it comes to monetising
their content: paid downloads,
subscriptions, in-app purchases,
or a heady mixture thereof.

But we think there could yet
be a significant role for DCB to
play in helping grow a new seg-
ment of games — one that has

the potential to utterly disrupt
established video game busi-
ness models.

Here’s why. A little over two
years ago my company, games
studio Reality Gaming Group,
decided to forgo traditional
forms of fundraising to con-
duct an Initial Coin Offering

AR combat game Reality Clash,
which soft launched earlier this
year. But planning the ICO got
us thinking — what if we could
use our own crypto currency
within the game, allowing play-
ers to buy and trade in-game

(1CO) — we raised $2.5m via
a completely new financing
mechanism that leveraged the
blockchain and the crypto cur-
rencies that run across it.

The capital was ostensibly
used to build and launch mobile

items such as weapons?

You see, the ‘traditional’ mar-
ket for in-game virtual items,
on both mobile and console
platforms, is very restrictive for
players, with publishers and
platform holders retaining con-

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

trol over both the digital asset
inventory and the commercial
upside. In 99% of titles when a
player buys in-game items they
don’t actually own anything,
they just get a license to use
the item in the game

But why can’t they sell these
items to their friends when
you have finished the game?
Why can’t they use these items
in other games, after all
they paid for the item.
And what happens if

the game goes bust
or if the publisher
decides to stop
supporting it? The
player loses every-
thing they paid for.
The blockchain,
however, has the
potential to blow this
restrictive model wide open —
what we’re talking about is a
rapidly-emerging ‘crypto collect-
ibles’ segment in video games,
all managed using so-called
smart contracts connected
to the Blockchain. These are
known as NFTs (Non Fungible
Tokens).

In short, games likes Reality
Clash can use the blockchain to
allow players to actually own
the items they buy. These items
are limited edition weapons
which can be traded online or
used in the game. The items are
purchased in the Armoury Store
with the Crypto token called
RCC Gold - the player can buy
RCC from online crypto ex-
changes and transfer their RCC



directly into their account in the
Reality Clash game.

The assets are tokenised and
registered to the player on the
blockchain and as such are
theirs to do with as they wish
(the assets can even be used in
other compatible games from
different publishers), without
any interference or control from
us as the game’s publisher.

The potential is eye-watering,
with estimates of $200 billion in
terms of an addressible crypto
collectibles market.

There’s a snag, however. How
many times have you spoken to
someone about crypto curren-
cies or the blockchain and felt
your eyes start to glaze over?
It’s a complicated ecosystem
to get your head around, and it
can be an equally bewildering
process to actually buy a crypto
currency such as a Bitcoin in
the first place, let alone use it

to buy virtual items in a mobile
game.

We factored this steep learn-
ing curve into our planning,
making sure Reality Clash is
playable without any need for

the player to get involved with
buying RCC from online crypto
exchanges. Indeed, if a player
wants to get involved but isn’t
familiar with crypto exchanges
we’ve made it possible for them
to purchase bundles of RCC
Gold via our website using just
a debit or credit card, with no
need to visit third party crypto
exchanges.

But not everyone has a credit

or debit card, especially in
emerging markets, and this is
where DCB could have a crucial
role to play. Think about it: buy-
ing crypto or games tokens on a
phone account shouldn’t really

be any different from any other
purchase that has been trans-
acted that way over the last
two decades. In fact, earlier this
year AT&T was among the first
mobile operators to welcome
Bitcoin into its ecosystem via an
integration with BitPay.
However, as a mobile econo-
my we need to come together
to smooth out how the process
will work. Everyone, both con-

i telemedia

sumers and merchants, under-
stand DCB (subconsciously in
terms of the former) —it’s why
it’s so popular as a means of
payment all over the world.

The issue for us as a content
provider is that the DCB eco-
system can be fragmented and
confusing place to do business.
So we’ve opened up dialogue
with operators to discuss how
we can work together to unlock
the potential that lies within.
It’s like travelling back to 2003,
but with less WAP.

Ultimately, there’s an amazing
multi-billion dollar opportunity
for creators of crypto collect-
ibles (plus wider blockchain-
based businesses) and for the
platforms that can facilitate the
associated transactions pos-
sible. Let’s grasp it. &

Tony Pearce is co-founder of
Reality Gaming Group.
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Let’

Charity has long been a fan of
carrier billing for donations. In
many ways, the charity sector
has driven the acceptance of
carrier billing to the point where
today it is being talked of in
glowing terms across a range of
sectors (see pages 1-7). So what
if you could take carrier billing
that step further and see it used
to (audible gasp) buy physical
goods?

That is exactly what Chris
Newell’s team at Donr are look-
ing to do. While Donr has been
set up to build a great mobile
donations platform for charities,

Jj A

it has also worked very hard to
come up with a way of letting

users use carrier billing to buy
things.

“Many of our charity clients
love using carrier billing to get
donations — even long running
regular donations,” explains
Newell. “However, many of
them want to follow up dona-
tions with the ability to sell
goods: a red nose, a wristband
and so on. And they want that
to be mobile and a direct follow
on to what they have just done
using carrier billing.”

This, of course, would typi-
cally mean that any charity that
wanted to look at upselling a
donor to something tangible as
part of the SMS flow can’t — they
would have to switch them out
to a webpage with other means

get physical

of payment, since carrier billing
can’t be used for physical goods.
So how has Donr got round
this? Well, it is simple and com-
plicated all at once. Concentrate.
In essence, what Donr does is
create a virtual gift card — which
is non-physical and so can be
bought using carrier billing
—that is then used instantly to
buy the goods from the charity.
The carrier, which has essentially
provided the ‘credit’ to buy that
gift card then sorts the money
and forwards it on, minus its
DCB charge, to the charity under
its normal Ts and Cs. The carrier

| L

—

then
recoups this ‘credit’ on the
user’s bill as it would with any
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other DCB transaction for any-
thing non-physical.

Newell uses the analogy of
shopping in a store. “It is like
me going into Waitrose and
buying an Amazon gift card
with my Amex card,” he says.

“I can use that Amazon card to
buy whatever | like, with Amex
having paid Amazon for it then
charging me. In this scenario,
Waitrose is the charity and Amex
the carrier”

In Donr’s model, the ‘virtual
gift card’ exists for a split second
before being redeemed to buy
what it is the customer is trying
to buy from the charity. It ef-
fectively makes it possible to buy
physical goods.

The key thing is that Donr has
an e-money licence and so can
do this with the money pro-
tected by e-money rules. This is
what makes it possible and why
it could help propel carrier billing
to bigger things. Right now, says
Newell, carrier billing is reaching
just a fraction of its potential.

“The PSA protects the con-

Distrbasion of a-Manay
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sumer experience,” he says, “but
the Financial Conduct Authority
protects the funds.”

While this is a big deal for the
charity sector, the model is one
that could catapult carrier billing
into a whole new dimension.
While ideal for selling digital
engagement and digital services,
the potential to sell things too
through a virtual gift-card model
could transform how it is used.

That could not only see it start
to proliferate as the way to pay
—as it is quick and easy — as well
as, with volume, start to see it
become a means of payment
that starts to be comparable
with credit and debit cards in
terms of charges — which will
lead to more merchants in more
verticals looking to use it.

From a consumer point of
view, this offers the potential
to revolutionise mobile content
consumption and m-commerce.
But, for now, it could be some-
thing that revolutionises charity
donations and once again shows
how charity can not only do
good in society, but also can
help to develop new ways to use
technology. @&

AP\ Marchani nefationship

Stage 4 Day 48+

AP\ fMlaerasnt reipon phiicy



5. telemedia
MA!

GAZINE

BILLING & PAYMENT @5

African m-wallets
<<1

The Gambia and Guinea-Bissau
have launched new fast 4G
services.

The provision of 4G data
speeds, in conjunction with
recent smartphone usage trends
— fuelled by falling device prices
—is sure to further spur data
revenues for mobile network
operators across both the urban
and rural parts of Africa.

But while these countries are
the leaders in terms of 4G, the
whole of the African continent
offers a huge billing and con-
tent opportunity for telemedia
companies and merchants. One
such player tapping into this is
Mobivate, a mobile billing and
messaging company that special-
ises in Africa.

It has rolled out Mobipay, a
mobile payment service that
looks to use an m-wallet ap-
proach to carrier billing, allow-

ing users to pay for things with
their mobile, but not out of their
airtime.

“The African opportunity is
huge,” says Daniel Balfour, head
of Mobipay. “We offer PSMS
and DCB and with millions of
subscribers in Ghana and Nigeria,
there are huge opportunities for
digital content providers to tap
into this market.”

He continues: “If you look at
Europe and North America and
parts of Asia, smartphone pen-
etration is at 100%, in some place
more than 100%, but in Africa
there is predominance of feature
phones. To neglect these millions
of features phones would be a
mistake.”

To this end. Mobipay is tapping
into how to do in-app billing
on feature phones as well as
smartphones to help users do
everything from playing games,
to streaming Netflix, buying

through Amazon or paying their
utility bills.

“In Ghana we have mobile
money solution rolling out for
digital goods and service and we
can also do physical goods,” says
Balfour. “Pay-outs are much bet-
ter than on PSMS and traditional
carrier billing and, as a result, we
are seeing traditional merchants
and new entrants looking to take
this on. Ghana is a nice new vi-
able market for them.”

The interesting thing, notes
Balfour, is that by making sure
that the consumer payment
comes out of their wallet — which
they top up with DCB — it doesn’t
come off their airtime. This
makes them much more likely to
convert.

“It also allows us to roll out
services much more quickly for
merchants,” he says.

David Umoh, head of products
and services at operator Tigo

Tanzania agrees that new models
are just what are needed across
the continent to drive DCB use
for the unbanked.

Tigo is second biggest carrier in
Tanzania and is a leader in African
digital lifestyle services. “DCB cuts
across everything we do and we
use it for basic VAS for custom-
ers right through to Google app
stores and for access to other
digital services. Carriers have a
lot of power in Africa as they are
the ones where people touch the
internet. Adding a layer of paid-
for services and a way to pay for
them is a huge opportunity.”

“But it needs new business
models,” he says. “One thing that
DCB in Africa has brought about
its that it has made airtime —or
the mobile bill — like a secondary
currency in many countries and
we are looking at how to make
this something useful to consum-
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Where next
for

essagl

SMS is ubiquitous and perfect for B2C engagement. But with
2G networks being decommissioned, where is SMS going —
and what is waiting in the wings to replace it? Paul Skeldon

reports

Messaging was one of the least
expected developments of mo-
bile comms when mobile phones
took off in the 1990s. SMS was
added to give phone engineers
a means of communicating with
each other that didn’t clog up
the phone network. However,
the neatness of trying to con-
verse asynchronously via words
in 160 characters tapped into a
demand that no one knew was
there.

I remember it well: why go
through the (expensive) rig-
marole of calling someone to
say that you were running late,
when you could text them that
you were “10 L8"?

Today this messaging model
to mobiles has morphed into a
multi-billion dollar global busi-
ness, so it is no surprise that
many are trying to develop the
next messaging standard that

can reach like SMS, but deliver
even more.

So where is messaging going?

“I' think SMS is important to
enterprises as it is on everyone’s
device and you can talk to peo-
ple —and people like it and en-
terprises know that. It’s a great
way to deliver a notification,”
says Jason Bryan, CEO, ROCCO.
But that is going to change.

“Many MNOs are starting to
shut down their old 2G net-
works and eventually 3G will be
closed too,” says Bryan “What
does this mean for SMS? Well,
you can still run it even without
2G but then this old model of
SMS won'’t exist so how will
they continue to supply that?
What happens to m2m, 10T
and voice traffic as well? These
are all things that people are
asking.”

In the midst of SMS’s rise —

and indeed now spurred by the
near-future decline of the net-
works that make it work — many
other OTT messaging services
have risen up. Facebook Mes-
senger and Whatsapp are front
runners, while in China WeChat
is huge. But none of these can
touch SMS’s ubiquity and utility.
Also, for business to use them
to connect with consumers, the
consumer needs to opt in to
allow them to do it: this makes
them less ‘reach-y’ than SMS.

RCS IS A-COMING

Enter Rich Communications
Service (RCS). RCS is Google’s
attempt at rebooting SMS to
make it rich and interactive and
to offer the ability to take much
of what corporates want from
SMS into the truly interactive,
5G world.

However, it is limited — for
now — to Android devices and,
for that reason, lacks the reach
of SMS. That said, there is a
lot of interest in RCS as both
businesses and MNOs explore

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

where it will fit in the messag-
ing paradigm.

“RCS is interesting,” says
Bryan. “My personal belief is
that there is an omni-channel
approach to messaging. There
are many ways of delivering
messaging — including RCS —
but no one messaging type
will dominate. It all depends
on each customer and what
engagement they want. Do
they want a notification or a
conversation; is that an ongoing
conversation, or just the trans-
action you are dealing with?

It will depend on how people
behave when they see RCS in
action. The big question for me
is whether it’s seen as useful or
obtrusive.”

Nick Lane, chief analyst,
Mobilesquared, which has done
extensive analysis of RCS and its
potential market agrees. There
is a strong role for RCS, but as
part of an overall idea of busi-
ness messaging.

“RCS won’t replace SMS, but
SMS will decline from 2022 as
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some 2G and 3G networks start
to be decommissioned and as
5G sees more people use RCS.
It is a balance that will slowly
shift,” he says.

However, “Corporates that
we explain RCS to see it could
be favoured channel, with some
12% of businesses saying they
would use it. What is interesting
is, when you add SMS to that
and call the combined entity
‘business messaging’ you find
that a third of businesses want
to use it. That is way ahead of
all others other than email and
phone — way out in front of FB
Messenger and Whatsapp.”

WHERE IS RCS AT?
According to Lane’s research,
RCS is happening. “It’s starting
to move along quicker with the
next 18 months being about ac-
celeration and growth,” he says.
“Google has rolled out Google

Guest so that, in theory, anyone
with an Android device in the
UK, France and Germany can
access RCS, So it can become a
service that generates revenue.’

Lane continues: “RCS is here
today, but in terms of scale it
will be mid-2020 before it starts
to get critical mass. We expect
the main 36 MINOs in Europe
to have it in place by the end of
2020.”

While many RCS detractors
claim that Whatsapp is the clear
heir to SMS with its 1.5 billion
users, you have to get them to
optin... “It isn’t the go to chan-
nel,” says Lane. “RCS will let you
use your existing SMS database
to message them. That is very
powerful.”

And, he says, we are starting
to see some interesting case
studies emerging in the coming
months (see page 12). “So far,
we have only had the same few

1’

trials to draw on to showcase
RCS, but that is now changing
with some pretty big names
now using it. That should get
things moving.”

Another area that has been
seen to potentially hold back
RCS has been pricing. Until
now, it has been looked at as
something that will be sold on a
‘per session’ model, priced as a
multiple of SMS charges, often
at quite a mark-up. Now, we
are starting to see some service
providers look at simple per
message pricing.

In fact, mGage, which is one
of the leading aggregators —
along with IMIMobile —in push-
ing RCS has been one of the first
to declare a price per message
model of 6p, about three times
the cost of an SMS.

“RCS is very rich and en-
gaging so the value is there,”
comments Nick Millard from

mGage.

Mobilesquared’s Lane agrees:
“Pricing models are being
sorted and it very much needs
a price per message model. This
will really help.”

The other advantage that
RCS brings and why telemedia
needs to watch its development
closely is that it could be a huge
driver of carrier billing. “DCB
fits perfectly with RCS: it is on-
mobile, doesn’t affect the flow
and could well be a massive
driver for carrier billing as users
start to see how convenient it
is,” says Lane.

And that is why we are going
to see more RCS in 2020 and
how it will start to become the
de facto experience for mes-
saging. As SMS starts to decline
as networks are switched off,
it is a natural heir and one that
offers huge opportunity for
telemedia. @

Supports
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M \ESSAGING & ENGAGEMENT

RCS is slowly garnering fans
in the corporate world. Paul

Skeldon takes a look at some

of the trials and partnerships
that are taking shape

Rich Communications Services
(RCS) is touted as the next gen-
eration of SMS by some industry
watchers, while some are al-
ready predicting the demise of
text as we know it.

Of course, SMS isn’t dead yet,
but RCS is starting to garner
more of a following and there
are an increasing number of
partnerships and trials out there
that are starting get RCS in front
of consumers.

So what is happening out
there?

OUT THERE MEDIA

RCS has taken a big step forward
as Out There Media (OTM), a
global leader in mobile advertis-
ing and data monetisation, part-
ners with Vodafone Group for
its Rich Communication Ser-
vices (RCS) offering.

The deal follows two highly
successful campaigns with The
Walt Disney Company Africa and
McDonald’s, with OTM being
the first company in the world
to trial this technology with both
these major brands.

Using the Vodafone network
to facilitate the all new 2019
Lion King release and McDon-
ald’s Rewards program RCS
projects, the campaigns saw a
72% and 73% Read Rate (RR)
respectively with a Conversion
Rate of approximately 3%. En-
gagement Rates were 44% with
the McDonald’s campaign and
up to 82% with the Lion King
campaign, without the need for
subscribers to leave the native
messaging app on their phone.

Kerstin Trikalitis, CEO, OTM,
says: “Our proprietary tech-
nology platform, Mobucks™,
produces a level of RCS experi-
ence not yet seen in the market-
place and a viable alternative to
current over-the-top (OTT) apps.
By joining forces with Voda-
fone, we have created a unique,
end-to-end, cloud-based and
fully-managed Rich Communica-
tions Services solution, taking

mobile operators in particular, to
tap into the USS$616 billion global
advertising spend.”

DOING THE BUSINESS
IMImobile, a global communi-
cations software provider, has
partnered with Mavenir, a US-
based leading network software
provider, as part of its RCS Busi-
ness Messaging Ecosystem to
accelerate market adoption

This is a clear sign that major brands
are faking RCS seriously and are starting
to see the potential of the channel

full advantage of the channel’s
ability to allow users to interact
with brands without leaving their
native messaging app.”

Liz McCord, Principal Product
Manager, Vodafone Group, adds:
“The Disney and McDonald’s
campaigns run by Out There Me-
dia and Vodacom demonstrate
the first large scale commercial
RCS campaigns by big brands on
the continent. The results were
spectacular and prove the value
of this new messaging channel
for mobile customers and brands
alike. RCS Business Messaging is
the game-changer the industry
has been waiting for”

Nick Lane, Founder and Chief
Industry Analyst, Mobilesquared,
concludes: “This is a clear sign
that major brands are taking RCS
seriously and are starting to see
the potential of the channel.
Using an advertising model will
allow the RCS ecosystem, and

of this richer, more interactive
channel.

IMImobile and Mavenir will
work together with global
operator mutual customers,
integrated RCS enablement
technologies and a shared vision
to increase adoption of this new
channel globally.

RCS is the evolution of mobile
messaging; an upgrade to SMS
on a global scale that enables
businesses to deliver incred-
ibly engaging interactions. RCS
removes the need for con-
sumers to download multiple
apps; instead users can directly
communicate with businesses
from within the messaging app
itself, allowing them to engage
with virtual assistants to book
flights, buy clothes, confirm res-
taurant reservations and more.
The GSMA revealed that RCS has
currently been launched by 81
operators worldwide and fore-

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

casts an additional 27 operator
launches by Q1 2020.

BG Kumar, President Com-
munication Services Group at
Mavenir said: “At Mavenir, we
embrace disruptive innovative
technologies that drive service
agility, flexibility and velocity. By
working closely with IMImobile
we can innovate to meet the
growing demand from custom-
ers who prefer to communicate
with businesses over more inter-
active channels such as RCS.”

IMImobile’s Enterprise
CPaa$S (Communications Plat-
form as a Service), IMIconnect,
enables businesses to intel-
ligently create, manage and
automate end-to-end customer
communications across multiple
channels. Earlier this year, IMI-
mobile announced the release
of its unified RCS messaging API.
Through the APl and alongside
IMIconnect’s low-code tools
and visual workflow builder, en-
terprises can design, build and
launch RCS messaging journeys
at speed and scale. Mavenir will
be leveraging these commu-
nications orchestration capa-
bilities as well as IMImobile’s Al
software to automate customer
journeys.

Jay Patel, Chief Executive of
IMImobile, commented: “We
are delighted to work together
with Mavenir to accelerate
market adoption of RCS for lead-
ing enterprises worldwide. Our
recent acquisition of 3Cinterac-
tive has established the Group
as a leading global provider of
RCS solutions.” &
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Telemedia: success at the nexus of VAS, 5G and payments

Telemedia has come of age. The
delivery of premium content
and value added services (VAS)
and the messaging that creates
demand are now all intertwined
with the direct carrier billing
(DCB) that pays for it into a
coherent and efficient offering.
And the world is taking note.
Europe and North America
still struggles with a percep-
tion problem — although that
is changing — much of the rest
of the world is lapping up this
telemedia offering of market-
ing, delivery and billing so
that they can access all the
trappings of a digital life in the
21st Century: the want Netflix,
they want Amazon, they want

dating, they want all the things

—and they want it on mobile.
These developing markets
have no history with premium

rate and carrier billing. There is
also a lack of choice. Everyone
is mobile, no one has Apple Pay
and everyone wants to stream
—it’s a no brainer: carrier billing
makes it happen.

In the developed world, it is
a different story. Recalcitrant
network operators who, to be
fair to them, don’t want the cost
and hassle of bearing the brunt of
complaints are backward at com-
ing forward about promoting DCB.

Aggregators, while keen to
get it out there, have little
means at their disposal to get
the message across. The brands
themselves that may use it also
shy away from it because... well
because they are either un-
aware or also worried off by the
lack of buy-in from MNOs.

It is also fiendishly hard to get
on-board, especially if you want

to offer DCB across multiple
geographies. A vicious circle.
But slowly this is changing.
A whole new generation —X,
Z, millennials; take your pick —
are not so aware of premium
rate’s history. They also want
to be sated now. They are ripe
to be offered carrier billing.
The brands and content own-
ers that they interact with are
also keen to monetise as many
of these interactions as possible.
They ideally want long-standing
and repeating subs, but will set-
tle for mopping up the one-off
hits they may get. We just need
to bring the two together. &
www.telemediaonline.co.uk
@telemediaTweets

Paul Skeldon. editor

App enable your voice,
messaging and transactions
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@l SECURITY & FRAUD

Fraud used to be such a dirty
word — especially in connec-
tion to telemedia. However, as
was proved at this year’s World
Telemedia show in Marbella, it
is very much an accepted part of
doing digital business —and one
that the industry has never been
more on top of.

Back in the day, fraud in
telemedia was often something
perpetrated by a few bad apples
within the industry. Now that
telemedia sits very much in
the mainstream of the digital
economy, it is falling foul to
cyber crime just as much as all
other ecommerce and digital
businesses.

However, it is now one of the
leaders in fighting that fraud.

Click jacking, rogue adverts,

T

Nolonger
a dirty word

Fraud used to be talked of quietly in dark corners, not out
loud. But with growing use of carrier biling being part of the
global move towards “digital life” it is now an everyday part of
business. So let’s tak about it, says Paul Skeldon

bad traffic, DCB fraud, cyber
hacking, fake sites and fake apps
are all things that the digital
world has to contend with — but
using monitoring techniques
that are getting ever more so-
phisticated the likes of Opticks,
Empello and MCP are all helping
to keep the industry just one
step behind the criminals.

ITALIAN JOB

And fraud comes from some
unlikely places. Asking the audi-
ence to guess the top five coun-
tries of origin for fraud, Geof-
frey Cleaves, head of Opticks,
surprises us all when he reveals
that top of the list — which
already contained Ukraine,
Belarus, Russia, Iraq and India —
was in fact Italy.

[N TN T Ty ]
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“Regulators have to be on
top of it” Cleaves says know-
ingly. Italy stands out as there
is probably —and these are my
words, not Geoff’s — rife with
corruption.

How Opticks tracks fraud is a
closely guarded secret, but | can
reveal that it involves more than
just odd looking traffic patterns,
but also odd ways things appear
on the screen.

Tracking fraud means looking
for patterns and anomalies, who
people are looking and screens
and many more factors. But
keeping up with the fraudsters is
always a challenge.

FAKE APPS

The key thing with fraud is

that it is now happening at an
alarmingly fast pace —and in
many new places. “Back in the
day it used to take hackers two
or three weeks to create a new
hack and for it to spread,” says

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

Shwetank Tamer from OnMobile
Global. “Now it is more like two
to three days and so we are con-
stantly catching up. Add in that
all these new things like Alexa
and smart TV are also getting hit
and the problem is huge.”

The proliferation of new de-
vices and new apps only adds to
the complexity. Apps are already
a huge problem.

Recent research by digital se-
curity management experts RSA
Security finds that the fraud risk
from fake mobile apps is on the
rise.

Data gathered by RSA’s Fraud
and Risk Intelligence (FRI)
unit —a team of experts who
infiltrate cybercriminal groups
to unearth fraud campaigns and
track their proliferation — shows
that the total number of global
fraud attacks the team detected
in the first half of 2019 was 63%
higher than the number detect-
ed in the second half of 2018,
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rising from 86,344 to 140,344.

According to the research,
fraud attacks originating from
fake mobile applications rose by
191% in the first half of 2019, to
more than 57,000, as cyber-
criminals continue to abuse
legitimate brands as a channel
to commit fraud.

E-commerce payment fraud
attempts originating from a
‘trusted’ account — such as one
known to the RSA fraud system
for 90+ days — but a ‘new’
device increased from 20% to
80% of total e-commerce fraud,
as perpetrators double-down on
account takeovers as a means to
evade fraud detection.

There was an 80% rise in
financial malware attacks in the
first half of 2019 and fraudsters
have been spotted using adapt-
ed versions of the old Ramnit
Banking Trojan to circumvent
defences; for instance, the fraud
team found it’s now being dis-
tributed via executable files that
are downloaded and opened by
unknowing users.

Daniel Cohen, Director of the
Fraud and Risk Intelligence Unit
at RSA Security says: “The digital
transformation of finance is well
underway and yet, this transfor-
mation is a double-edged sword;
while digital has created op-
portunities for organisations to
improve customer experience,
it also introduces new digital
risks that need to be managed.
Take for example the number of
digital touchpoints that consum-
ers can engage with to access
financial services: these have
increased dramatically through
initiatives such as open bank-
ing and this widens the attack
surface that fraudsters can take
advantage of”

Cohen continues: “The fact
that fraud via fake mobile ap-
plications tripled in the first half
of 2019 is testament to how
perpetrators will constantly
seek out weak points. Here,
they are exploiting consumers’
growing trust in mobile apps as

Carrier billing: how to stop it driving fraud

Carrier billing is growing globally in use, with more
consumers than ever using it all over the world
for often mainstream purchases from app stores
and more. But fraud is becoming an issue, and the
mobile industry needs to clampdown on this now
if DCB is to survive, industry players warn.
Speaking from this year’s Global Carrier Billing
Summit in London, Dimitris Maniatis, head of
Upstream’s security platform, Secure-D, warned
mobile industry leaders: “We must safeguard digi-
tal carrier billing against the ever-growing threat
of online transaction fraud that’s targeting mobile
operators and their subscribers worldwide.”
Direct carrier billing is growing fast, but is also
in danger, Maniatis says: and the proof is in the
numbers. Mobile subscribers and smartphone
penetration are rising and the number of people
going online is increasing, especially in emerg-
ing markets. It is expected that 1.4 billion more
people will be using mobile internet by 2025,
mobile data usage will grow 5X by 2024 and DCB

This presents a lucrative opportunity for data
generated revenue for MNOs. The rapid evolu-
tion of DCB, however, is also gaining the atten-
tion of fraudsters whose sophisticated tactics
are putting its viability at risk. This threat calls
for effective solutions that will safeguard MNOs’
digital revenue growth against fraud related to
online transactions.

He continues: “In 2018 alone, Upstream’s
innovative security platform processed over 1.8
billion mobile transactions, detected and blocked
over 63,000 malicious apps in 16 countries and
identified 30 million malware-infected users.”

Steps that MNOs need to take to protect
themselves include implementing:
¢ Real-time blocking
e Subscription pattern analysis
¢ Billing clearing processes
¢ User-level malware protection
¢ Real-time reporting
e Security profile configuration and ad compli-

will increase 3X by 2022.

a means to interact with brands
and make purchases. To keep
pace with constantly evolving
tactics, banks need to take a
layered approach to proactively

ance monitoring.

“OTP messages can be hacked
by bots and are a nightmare for
consumers and expensive for
brands,” we need better solu-
tions,” he told delegates.

Industry needs to take more responsibility
for fraud and work collectively
together to beat it

manage the risk of fraud across
all channels. This will help them
embrace the opportunities that
come with digital transforma-
tion whilst maintaining confi-
dence in their ability to detect
and respond to fraud, protect-
ing both themselves and their
customers.”

WHAT CAN WEDO TO
COMBAT FRAUD?

The big questions is what can be
done about it? From an industry
point of view, Jonathan Redvik
from Appland AB believes that
the industry needs to take more
responsibility for fraud and work
collectively together on it.

This was backed up by Jacqui
Jones from Worldplay in South
Africa, which has seen all the
main network operators and ag-
gregators get together out there
to form WOSPA, a collective
body that shares data on fraud
and works together to beat it.

Or you can think like a fraud-
ster. The other tack being taken
to combat fraud is to think like a
fraudster. David Lotfi from EVI-
NA says his company does just
that.

EVINA has devices set up all
over the world to get infected
and to be hacked, so it can see
precisely what is going on and

how the fraudsters are operating.

It then looks for the kind of kit
needed to perpetrate the fraud
on the dark web and reverse
engineers it all.

From a consumer point of
view RSA’s Cohen believes that
the key weapon is vigilance.

“It’s essential that, as consum-
ers, we all stay vigilant of new
digital risks and there are several
simple steps we can follow.

“Firstly, avoid clicking on links
in text messages or emails from
unfamiliar senders as this lowers
the chance of having your bank
details stolen, or malware being
installed on your device.

“It’s also important to keep
track of bank transactions;
often, fraudsters will start with
smaller purchases to test the
water, so monitoring bank ac-
counts closely is vital to catch
fraudsters early.

“Finally, in light of the rise in
fake mobile apps, download
new applications with caution,
make sure to verify the pub-
lisher and pay close attention to
what data permissions each app

» ey

requests.” @
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Online dating apps are now mainstream and widely used... and that presents a massive direct carrier biling (DCB) opportunity.
Here Ollie Allum, Commercial Manager at Fonix outlines why dating is so hot right now and what it means for DCB

Nearly 80% of UK adults believe
they can find love online and,
in the age of the smartphone,
love is quite literally ‘in the air’,
with many turning to dating
apps to find their life partner
—and it is a massive opportu-
nity for billing, messaging and
marketing partners.

Top dating apps like Elite Sin-
gles, Zoosk and OKCupid now
include advanced features to
improve the mobile dating
experience including; flirting
tools, messaging and video chat
— which will of course enjoy a
further boost as 5G networks
continue to roll out across the
globe.

Other unique features that
set mobile dating apart from
online include push notifica-
tions — informing subscribers
that a new match has been
found, text conversations and
of course geolocation func-
tionality — allowing people to
search for someone in their
immediate proximity. Primary
users tend to be young high
tech, on the move, paying
adults. Studies suggest that an
incredible 75% of the 18- to
24-year-olds already engaged
with mobile dating apps and

the trend looks set to extend
across demographics.

With 1 in 3 relationships
starting online, dating apps are
well and truly established as
part of modern day life.

Gone are the times of having
to pay a subscription just to
send a message; this has been
replaced by the freemium
model widely used in the
market today by the likes of
Tinder, Bumble or Coffee Meets
Bagel. Extra features can either
be bought individually or a sub-
scription to access all premium
features, which usually consist
of: unlimited swipes or likes, ex-
tra super likes and more control
over who users see and who
sees them.

Tinder really brought dating
apps for the mass market and
has grown significantly since
launch, just this year Tinder
replaced Netflix as the top
grossing app on both the Apple
App Store and the Google Play
store. Around 70% of Tinder’s
revenue is from subscriptions;
the other 30 percent is a combi-
nation of add on features, and a
small amount from advertising,
showing the true power of sub-
scription value added services.

When it comes to converting
consumers from free users to
premium users, understanding
the way in which users interact
with the service is imperative
to knowing how to capture
the audience’s attention for a
premium service.

Many users interact with
dating apps in a casual way,
44% said they use Tinder as a
procrastination tool and an ego
booster. The peak times of use
indicate that consumers are
most frequently interacting
with the app at quiet times
throughout the week, such as
Sunday or Monday evenings,
between 8pm and 9pm, and
once they have arrived at work
and settled down (around 10
am).

So therein lies the challenge
of converting casual users to
paying customers.

SO WHAT CAN YOU DO TO
IMPROVE DATING APPS?
Dating apps are the epitome of
convenience; no more dress-
ing up and leaving the house in
hopes of scouting a date, now
that can be completed from the
comfort of your living room.
Dating apps are accessible

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

anywhere ay anytime with an
even bigger scope of potential
dates. This convenience should
extend to the payment process
as well.

Direct carrier billing is a slick
payment process that charges
the payment direct to the con-
sumer’s mobile phone bill. The
only thing that users have to do
is enter their mobile number,
then enter the pin they receive
via text and ...done! instant
access to premium dating
features. Product and payment
all on one device: the ultimate
convenience.

The ease of carrier billing
allows for impulsive micro-
purchases, perfect for the aver-
age dating app user leisurely
scrolling in the evenings as well
as those serious about finding
love.

Keep it casual, without the
hassle of entering lengthy card
details. The addition of a carrier
billing payment option boasts
up to 3 times as many conver-
sions.

Share the love with direct
carrier billing. &

Ollie Allum is Commercial
Manager at Fonix
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VALUE ADDED SERVICES dll

Media companies have long been at the forefront of
trialing telemedia tools to deliver value added services.

Now, with ad revenues dropping, the media is taking it
seriously. Paul Skeldon finds out more

o; tge
edia

Value-added services that can
be propelled by telemedia ser-
vices such as carrier billing have
long been touted as something
that the publishing and media
world could leverage. And, to be
fair, we have seen many trying
it. However, right now, it seems
that media is more interested
than ever as it looks to tap into
the increasingly mobile —and
increasingly fickle — consumer
base.

According to research into
carrier billing use for VAS con-
ducted by Mobilesquared for
Telemedia magazine (see page
1), publishing currently only
accounts for about 8% of VAS
spend, but it is on the up —and
there are some key offerings,
particularly around coupons,
that are making it happen.

“VAS alters depending on who
you ask,” offers Mark Challinor,
CEO of Media Futures. “What is
value added for existing readers
and viewers: if you subscribe
already, do | give you more or
is the value added service a
service to deliver new people to
the publication?”

The two things require slightly
different approaches, but the

key thing is, says Challinor, is
that they are adding value.

Of course, newspapers have
long been offering added value
with reader offers and holiday
deals, products tailored to
their readership and which the
publisher takes a cut. But, today,
with data and Al how this hap-
pens is getting smarter.

Understanding what readers
want can be now done on an al-
most personal basis based and,
with readers and viewers being
increasingly mobile, it is creating
a range of new monetizable ser-
vices that can be delivered using
telemedia services — not least
carrier billing to pay for snacking
on this content.

“Podcasting and download-
able content that is ideal for mo-
bile are increasingly popular as
they are ideal for download, can
be personalised and they can
be sponsored,” says Challinor.
“Similarly, newsletters can be
turned into a monthly paid for
service that adds value to the
perhaps free or free-mium main
news content and again can be
personalised.”

Challinor also sites monetising
social media as another area of

VAS interest for publishers, but
that it may not necessarily be
just about money. “I think much
of this may well be ‘monetised’
for data rather than money,” he
says. “Newspapers have a lot of
data and data is what really un-
derpins the value added services
model these days.”

COUPONS AND BEYOND
It is early days for truly exploit-
ing value added services, but
many are already trying. While
the dream is to deliver person-
alised mobile homepages and
individually targeted experi-
ences, one area that is work-
ing in the here and now is in
couponing.

“Almost all ecommerce sites
today feature and ‘enter dis-
count code’ box at checkout,”
says Challinor, “and so shoppers
go off looking for one. If those
discount vouchers are on your
site then they are potential new
users coming to you.”

For this reason, coupons are
starting to become important
to media. Couponing has be-
come really popular with pub-
lishers worldwide. It requires
less work and it bring s a new

audience and is a big revenue
stream.

There are many brands who
want to boost sales and find
new customers and they do that
by discounting using couponing.
Affiliates can link these coupon
‘ads’ to publishers, effectively
providing the link between the
brand and the publishers. All
the publisher has to do is cre-
ate a sub-domain and it runs
itself — the publisher taking a cut
and, potentially, getting a new
audience.

“All the media company has to
do is choose a carousel of their
hero brands and off they go,”
says Challinor. “It brings a new
audience to the publisher’s site,
who may subscribe or engage
from there. The publisher can
then add in more value added
services — such as dating (see
page 16) — once there”

And it doesn’t end there. This
is just the start, believes Chal-
linor. “It’s big potential going for-
ward is mobile. The future lies is
voice activated and geo-fenced
coupons that can help link me-
dia and driving people to stores,
with the all the brand halo effect

»

that produces.” @&
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Chris Wood explains why radical change is essential if TV companies want to take
OTT to the next level. It's time to build Platform 2.0

You wouldn’t build a house
without proper foundations
and expect it to last. So why — if
you're a traditional TV company
that’s made the move to OTT
—would you persevere with
patchwork infrastructure that’s
been cobbled together on poor
foundations? You wouldn’t — or
at least you shouldn’t. Unfortu-
nately, many arguably do. How-
ever, as technology advances
and consumer expectations
change, those organisations are
reaching the stage where tinker-
ing with the wiring to improve
the user experience is no longer
making any discernible differ-
ence. As OTT quietly continues
to steal audience from tradi-
tional TV, incremental change is
not enough. If companies don’t
think radically and prepare to
re-dig the footings, their lofty
ambitions for DTC growth could
quickly subside. It’s time to build
Platform 2.0.

Engineering: the UX battle-
ground

The argument for OTT has
long been won. The growing
popularity of Video On Demand

and subscription TV has per-
suaded many media companies
to go DTC — with research sug-
gesting that all major networks
will have introduced OTT-pow-
ered services by 2022. Some are
already there. However, of those
that are, many find themselves
teetering on the edge of glory.
They’re at the cusp of providing
a high-class experience, but the
piecemeal way their platforms
have been constructed makes it
difficult to push on to the next
level. As viewing habits shift
and consumers enjoy greater
choice and control over what
they watch, UX has become the
industry’s biggest competitive
battleground — a key driver of
audience retention and com-
mercial success. Improving it is
a question of engineering that
depends heavily on laying the
right foundations.

A high number of platforms
have been built incrementally,
with companies reactively bolt-
ing on new functionality in
response to emerging innova-
tion, market challenges and App
Store ratings. As brands have

evolved, organisations have
patched in shiny new technolo-
gies from their ever-expanding
list of vendors, stitching every-
thing together in the hope of
transforming the user experi-
ence. The marketing story
sounds brilliant, but the reality is
less impressive. The piecemeal
approach typically culminates in
‘patchwork quilt’ architecture
that reflects a lack of strategy
and soils the user experience.
What’s more, it leaves brand
owners out of control of the
roadmap, requiring them to pick
through complex wiring across
multiple vendors to make seem-
ingly simple improvements.
Too often companies identify
a problem only to find them-
selves at the behest of vendors’
development plans — preventing
them moving at the speed and
velocity that their businesses
require and their customers
expect. As fixing UX becomes
painfully slow, the risk of audi-
ence abandonment increases.
The challenges are unsurpris-
ing. Traditional players built
their heritage around broadcast

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

engineering, so making the jour-
ney to a software environment
was always likely to be tricky. But
despite the bumps in the road,
many are delivering decent expe-
riences where users are prepared
to stomach UX difficulties in ex-
change for high quality content.
However, they won’t wait forever
—and neither should you.

JOURNEY TO PLATFORM 2.0
So what can be done? How can
you move from the edge of glory
to the promised land of Platform
2.0? It’s time to take a deep
breath, think differently and
rebuild from scratch. Sure, that’s
a bold and radical approach, but
it doesn’t need to be scary. With
a clear strategy, expert advice
and a structured roadmap,
rebuilding from the ground up

is not only feasible, it will lay the
foundations for future growth.
Every business is different and

a one-size-fits-all model doesn’t
exist. However, there are five
basic steps to building an OTT
platform that delivers a great
user experience.

#1: LOOK UNDER THE HOOD
Start by auditing your existing
architecture to identify current
problems and how they might
impact the vision for your brand.
It's important to examine things
from a customer perspective.
Too often, companies focus on
features and benefits and forget
the customer at the other end.
The key to an effective audit is
to take your ‘product hat’ off,
log in and start exploring what’s
under the hood. Companies rely
heavily on tools, SDKs, librar-

ies and vendors to monitor
individual parts of the chain,

but few ever pull all that data
together to understand what it
means. You need to know your
customer’s world. So lift the

lid and find out what happens
when you click that icon. Where
does it go? What API does it
get? Where’s the API deployed?
How long does it take to process
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and respond? What goes on
behind that service? A deep,
agnostic audit will highlight poor
performance — the spinners,
slow load times and application
crashes — that silently determine
your App Store ratings.

Similarly, it’s easy to focus on
the features you think your cus-
tomers want without properly
considering the downstream
impact of bolting them in or
checking that they actually want
or need said features. What'’s
the engineering cost? What
does it do to load times? It’s
only by lifting the bonnet and
understanding the ecosystem
that decisions can be made in
context. Fundamentally, UX isn’t
about products and features, it’s
about engineering.

#2: DEVELOP A STRATEGY —
AND OWN IT
The trend for outsourcing every

component to third party ven-
dors is well established — but
the cracks are beginning to ap-
pear. Therefore, step two is to
develop a strategy that builds
on the learnings from your
architectural audit to create a
roadmap that prioritises the
functionality that’s most im-
portant. Once you’ve decided
the key areas of focus, iden-
tify which components can be
offloaded to third parties and
those where you need to exert
greater control. Take ownership
and responsibility for the criti-
cal components — and put plans
in place to monitor and manage
performance.

#3: INVEST IN THE RIGHT
SKILLS

The best way of taking owner-
ship and responsibility for prior-
ity components is to ensure
your teams have the requisite

skills. This is likely to require
investment in engineering
capability. Leaders understood
early that to deliver a first-class
service, they needed to invest
properly in software engineers.
The rules haven’t changed.
Deep technical knowledge is a
pre-requisite of DTC success.

#4: INVEST PROPERLY
Developing the optimal OTT
experience requires genuine
investment. Disney has in-
vested astronomically in its new
streaming service, whereas
other new entrants are trying
to get by on tiny budgets. Suc-
cess is about investing in the
appropriate resources, rather
than fiddling around at the edg-
es. This doesn’t mean breaking
the bank — it means developing
a proper plan that identifies
Critical Success Factors (CSFs)
and focusing resources accord-

ingly. It’s the antithesis of the
piecemeal approach.

#5. BE BRAVE
Companies are acknowledging
that their OTT infrastructure
has reached the limit of what it
can do —they can’t keep bolting
on innovation and hoping for
the best. A radical rethink is
required.

Fundamentally, tomorrow’s
leaders will be those who
are brave today. Companies
that take the bold decision to
rebuild from the ground up will
lay the foundations for long-
term success. It’s a big call.

However, with a good agnostic
partner to help you design the
right architecture and roadmap,
the next level of OTT delivery
might just be within reach.

You’re on the edge of glory.
It’s time to be brave and build
Platform 2.0. &
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5G ado

ption:

The UK leads the way

5G is here and nowhere is it seeing such an exciting roll-out as across the UK. Paul Skeldon
takes a look at who is doing what

5G adoption is robust in the UK
and Europe and the technol-
ogy’s adoption is forecasted to
reach over 26% of total mobile
subscriptions by 2024, accord-
ing to GlobalData, a leading
data and analytics company.
EE was the first network to
launch 5G in the UK, but two
other networks have since
launched their 5G strategies to
try and make it to the top spot.
Lorenzo Solazzo, Technol-
ogy Analyst at GlobalData,
explains: “During the 5G City
Tour (#5GGearUp) organized
by Huawei, network operator
3UK showcased its new 5G

e

strategy to compete with other
telecommunication operators
(telecos). The firm was the third
operator to launch 5G in the
UK, after EE and Vodafone. 3UK
will continue the rollout of 5G
to 24 additional cities through-
out the UK by Q4 2019”
Initially, 3UK is focusing on
the ‘Plug and Play’ 5G home
broadband, challenging the
fixed broadband market by
claiming to offer higher speeds
at a relatively low cost with no
waiting time for the installation.
Solazzo adds: “The network
currently offers 5G home
broadband for £35 per month

on a 12-month plan without an
upfront cost and with optional
same-day delivery. The telco is
also targeting small and medium
enterprises to strengthen its
position in the vertical market.”
At the 5G City Tour, 3UK dem-
onstrated its download speeds
by recording 5G speeds of
301Mbps and 14 milliseconds
of latency at its flagship store
in Oxford Street, London. The
operator advertises its 5G as
‘Real 5G’ due to its unique posi-
tion in the UK to offer 100MHz
continuous bandwidth, which is
ideal for 5G services and results
in higher obtainable speeds.

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

In contrast to 3UK, EE and
Vodafone have focused on
the 5G adoption across the
smartphone market and have
already covered six and 15 cit-
ies, respectively.

EE’s 5G strategy focuses on
bundling the technology with
value-added services (VAS).
For instance, the company
offers 5G on a SIM-only plan
(12-month contract) with
unlimited data for £44 that
comprises three ‘Swappable
Benefits’ allowing users to in-
terchange between six VAS
options including free roaming
to certain countries, unlimited
data usage for video, music,
gaming and/or unlimited access
to media content such as Ama-
zon Prime Video and BT Sport.
Furthermore, the telco offers a
wide range of 5G phones such
as the OPPO Reno for £44 per
month on a 24-month contract,
which includes 10GB of data
and two Swappable Benefits.

Vodafone offers 5G at no
extra cost for mobile costum-
ers. However, the company fo-
cuses on monetizing the new
technology by offering plans
with varying maximum down-
load speeds. For instance, its
SIM-only 12-month contract
plans with unlimited data varies
in price from £23 to £30, with
maximum speeds ranging from
2Mbps, to the maximum speed
available (up to 1Gbps).

Solazzo concludes: “While
GlobalData expects increasing
competition in the UK, telcos
appear to have shaped their
5G strategies to target different
costumer segments. EE is focus-
ing on relatively higher-end
packages, while Vodafone has
to offer 5G based on a range
of speeds tailored to customer
requirements and Three is
currently challenging the fixed
broadband market. However,
the market landscape may
change when 02, the second-
largest mobile operator, will
join the market in October
2019 @
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An overwhelming majority

of risk management leaders
believe that developments

in 5G wireless technology will
create cybersecurity challenges
for their organisations.

Their top three 5G-related
concerns are greater risk of
attacks on Internet of Things
(loT) networks, a wider attack
surface and a lack of security
by design in 5G hardware and
firmware.

These are among the findings
of a new report by Information
Risk Management (IRM), a UK-
based cybersecurity company
of Altran, the global leader in
engineering and R&D services.

The report, titled Risky Busi-
ness, is based on a survey of
senior cybersecurity and risk
management decision makers
at 50 global companies across
seven major industry sectors:
automotive, communications,
energy, finance/public sector,
software/internet, transport
and pharmaceuticals. The study
was conducted between July
and September of this year.

Eighty-three per cent of

survey respondents said 5G
developments will create cy-
bersecurity challenges for their
organizations, suggesting that
the new technology will bring
heightened risks. “The accelera-
tion to market of 5G and lack
of security considerations are
causing concern,” the report
states. “The vulnerabilities in
5G appear to go beyond wire-
less, introducing risks around
virtualised and cloud native
infrastructure.”

The study also found that
86% of respondents expect
artificial intelligence (Al) to
have an impact on their cyber-
security strategy over the next
five years, as Al systems are
integrated into core enter-
prise security functions. The
top three Al applications that
respondents said they would
consider implementing as part
of their cybersecurity strategy
are network intrusion detection
and prevention, fraud detection
and secure user authentication.

“Al in cybersecurity is a
double-edged sword,” the
report explains. “It can provide

many companies with the tools
to detect fraudulent activity on
bank accounts, for example,
but it is inevitably a tool being
used by cybercriminals to carry
out evenmore sophisticated
attacks.”

In late August, for exam-
ple, The Wall Street Journal re-
ported that criminals using
Al-based software had success-
fully mimicked a German CEQ’s
voice and had duped the head
of a UK subsidiary into send-
ing €220,000 ($243,000) to a
fraudulent account. It is being
dubbed one of the world’s first
publicly known cyberattacks
using Al. “We are likely to see
more of this as the technology
develops,” the report warns.

Commenting on the potential
impact of 5G and Al on cyber-
security, Charles White, CEO of
IRM, cautions: “A lack of aware-
ness of these technologies’ se-
curity implications can have far
reaching consequences. At best
an embarrassing fine and at
worst a fatal blow to the bot-
tom line. Now is the time for
enterprises to work closely with
their cybersecurity teams to
design and develop 5G and Al
products that place cybersecu-
rity front and center.”

The study also found that
a growing number of C-level
executives recognise the chal-
lenges facing enterprise secu-
rity teams.

Ninety-one per cent of re-
spondents said that increased
cybersecurity awareness at
the C-level has translated into
their decision-making. But most
cybersecurity decisions are still
based on cost —and not on the
safest solutions to put in place,
according to respondents, indi-
cating a lack of understanding
of the financial and reputation-
al impact of cyberattacks.

There is also a worrisome
lack of awareness of the Net-
works & Information Systems
Directive/ Network & Informa-
tion Systems Regulations, which
is a piece of legislation setting a
range of network and informa-
tion security requirements for
Operators of Essential Services
(OES) and Digital Service Pro-
viders (DSPs).

The survey found that 30%
of respondents are unaware of
the NIS Directive/Regulations,
and of the 70% who are aware
of the legislation, over a third
(about 25% overall) have failed
to implement the necessary
changes. @

Driving value added services for voice and mobile
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DPA: Critical to a cost

Fifth-generation (5G) wireless
infrastructure will bring faster
and broader wireless connectiv-
ity, supporting more network
traffic, higher volumes of data,
greater speed, more devices
—and even dedicated “slices”
of network service that offer
specific performance charac-
teristics.

Communications Service Pro-
viders (CSPs) will be able to of-
fer B2B and B2C clients greater
capacity for needs like live/
interactive video streaming,
gaming, augmented reality, and
multitudes of 10T connections
that will power the smart cities,
utilities, education, healthcare,
transportation, and enterprise
needs of today and tomorrow.

CSPs have already developed
strategies for expanding their
3G or 4G service to 5G cover-
age, including hardware, soft-
ware, and operational changes
to expand networks, enable 5G
phones and devices, and launch
new subscription plans. But the

transition is complex and costly.
In addition to bearing the high
cost of acquiring spectrum,
CSPs need to invest heavily in
core and radio access networks,
transmission, and infrastruc-
ture. 5G typically requires 5

to 10 times more cell tower
infrastructure.

Complex network upgrades like
5G migration put pressure on
CSPs to manage capital invest-
ments strategically.

The challenges to CSPs for 5G
implementation are twofold:
because 5G requires a greater
density of cells, CSPs need to
invest resources to upgrade
their networks, and stay ahead
of or keep pace with their com-
petition.

However, they also need to
maintain their bottom line,
and this is difficult when they
typically rely on manual and
outdated processes with lim-
ited visibility.

Detailed oversight of infra-
structure investments is critical.
McKinsey predicts that in one
European country, network-re-
lated capital expenditure would
have to increase by 60% from
2020 to 2025, roughly doubling
the cost of ownership. And
operators in some countries are
considering sharing networks in
order to manage cost efficiency,
which could further complicate
oversight. To manage all costs
efficiently, CSPs will need a
system architecture that can
identify operational dependen-
cies and coordinate them in a
streamlined manner.

Digital process automation
(DPA) is an approach to an
enterprise system architecture
that looks holistically at all

of the tasks that need to be
managed for different vendors,
partners, and internal orgs
(e.g., engineering, construction,
finance) and helps orchestrate
and automate each one in
concert with related tasks. It

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

unifies different technologies
and functions to help organiza-
tions work efficiently.

A DPA approach can maximize
the efficiency and speed of 5G
network rollout. CSPs that get to
5G before their competition will
see a greater return and have a
contractual advantage as con-
sumers upgrade and businesses
build out their operational net-
works of 5G-connected devices.
A DPA architecture allows CSPs
to take advantage of cost-effi-
cient, digital technologies like
robotic automation, real-time
intelligence, and dynamic case
management to orchestrate in-
terrelated rollout activities, such
as managing costs, hardware,
orders for equipment and sup-
plies, and scheduling and track-
ing contractors. If a roadblock is
identified, automated processes
can be triggered within a DPA
system architecture to trouble-
shoot issues and maintain
progress. Outages can also be
quickly identified and resolved
with the help of automated
processes. This is an approach to
building network capacity that
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efficient 5G rollout

internet operators like Google
are already using.

MAINTAINING 5G
NETWORK QUALITY

During and after rollout it’s
crucial CSPs ensure service (and
customers) are not lost. In the
nearer term, CSPs will need to
provide services to replace fixed
lines and reduce 4G congestion.
Post-rollout, DPA can be used
to manage the quality of the
overall network to maintain a
market-leading, 5G customer
experience. Because DPA is
designed for complex processes,
it can orchestrate the people,
materials, and processes in
response to any defined event.
We've seen examples of this
from companies like Cisco,
which runs the fastest data net-
works for the largest companies
in the world and has reduced
manual touches by 93% when
resolving network outages.

TRANSFORMING
CUSTOMER AND
EMPLOYEE EXPERIENCE
The greatly improved data

speed, higher device intensity,
lower latency, and reduced en-
ergy requirement of 5G creates
new service and loT applica-
tion opportunities for CSPs.

As 5G service is adopted and
valued by customers, the gen-
eral appetite of consumers for
better and faster mobile data

End-to-end visibility enables
CSPs to make continuous
improvements to networks but
also to other internal pro-
cesses that impact customer
experience and operational
efficiency such as order fulfil-
ment.

For example, using DPA, Or-

Ultimately, DPA drives process optimisation
to increase revenue. Generational changes
in the telco industry are complex, but are
also the foundation for future innovation

will generate demand for new
5G-enabled digital capabilities.

DPA can connect front- and
back-end processes in CSPs,
transforming the experience of
these customers. Case man-
agement, as well as artificial
intelligence (Al) and robotic
process automation (RPA) used
only where appropriate, pro-
vide an integrated, end-to-end
approach to the automation of
processes and tasks. According
to Gartner, on average, 24% of
CSP business processes are fit
for automation.

ange improved communication
with their customers, reduced
order to activate times by 30%,
and at the same time reduced
the amount of rework in their
processes by 50%.

DPA also enables low-code
development that can empow-
er CSPs to design and make
dynamic changes quickly and
with agility, as well as greatly
improve employee experience
and collaboration between
business users and IT.

Vodafone is an example of
a CSP that improved time-to-

Driving value added services for voice and mobile

market by 75% and customer
Net Promoter Scores by 18%
by taking advantage of low-
code capabilities.

With DPA orchestrating
processes, people and systems
seamlessly work together,
ultimately reducing cost and
complexity while strengthen-
ing competitive advantage.

Ultimately, DPA drives pro-
cess optimization to increase
revenue. Generational changes
in the telco industry are com-
plex but are also the founda-
tion for future innovations.
Increased network capabilities
become opportunities to share
information and ideas. In the
long term 5G is really about
connecting people, things, and
data.

DPA can help CSPs connect
their own mission-critical data,
systems, and processes to
optimize cost-efficiency and
maintain valuable connections
with customers. @

Kevin Billings is Director and
Communications Industry Princi-
pal at Pegasystems
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Barcelona

24-27 February 2020

Mobile World Congress may
seem months away, but
24-27 February will be here
before you know it. So what
should we be looking out for
at the show in 2020? Paul
Skeldon has a ponder

MWC
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MWC 2020: The
here today

future

Mobile World Congress kicks
off in Barcelona again at the
end of February and once again
technology has moved on in
just a few months since the last
show. Here are the key themes
to look out for this year.

Al

With a market projected to
reach $70 billion by 2020, arti-
ficial intelligence (Al) is poised
to have a transformative effect
on consumers, enterprises,
and governments around

the world. Al will explore the
real potential of Al, how we
must manage such a profound
technological revolution and its
impact on our professional and
personal lives.

CONNECTIVITY: THE 5G
ERA

5G is more than just a genera-
tional step, it represents a fun-
damental transformation of the
role that mobile technology
plays in society. As demand for
continuous connectivity grows,
5G is an opportunity to create

an agile, purpose-built network
tailored to the different needs
of citizens, industry and the
economy.

Connectivity: The 5G Era at
MWTC 2020 aims to highlight
how next-generation net-
works will form the basis of
wide-reaching value creation
and economic impact. We
will take a broad look at the
enterprise connectivity ecosys-
tem, from implementation, to
use cases, scalable platforms,
business models, spectrum,
regulation, and investment to
the business and cultural chal-
lenges of working with new
and diverse markets/industries.
Realising the full potential of
global connectivity is both com-
plex and challenging, but the
opportunity is near limitless in
its application and impact.

CUSTOMER ENGAGEMENT
Customer engagement has
been a key battleground for
brands, service providers and
governments for decades, but
its evolution and importance

has accelerated in recent years
driven by the internet, mobile
and then smartphones. Cus-
tomer Engagement will look at
examples across all industries
to understand how you can set
the benchmark for customer
engagement, retain and gain
customers and grow revenue.

INDUSTRY X

Using a blend of new tech-
nologies like industrial loT, big
data, analytics, Al, robotics, 3D
printing and machine learning,
industries can unlock new rev-
enue and engagement models
with customers, employees
and partners. Industry Xwill
examine the challenges, oppor-
tunities, scalability and limitless
potential of Industrial 10T and
Digital Transformation.

MEDIA & ENTERTAINMENT
As the appetite and expecta-
tion for AR/VR and other forms
of richer immersive content
grows, the impact on networks,
event venues and overall con-
sumer engagement will grow,

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

presenting huge challenges to
everyone involved in these now
intertwined industries. Media
& Entertainment examines the
challenges, the revenue mod-
els, as well as the relationship
between consumption growth
and network capacity.

OUR PLANET

The world needs, now more
than ever, our sector to be a
fundamental contributor to
creating a safe, clean and equi-
table world for all. Our Plan-
et will discuss the connected
technology industries responsi-
bilities to the environment and
underserved people, including
the unconnected and acces-
sibility for the disabled, among
others.

SECURITY & PRIVACY
Recent scandals have eroded
trust in the digital ecosystem.
Coupled with the growing
introduction and interest in
legislation around privacy and
the ethics of data usage as we
enter the Al era, we are at a
pivotal juncture in the evolu-
tion of the Internet. Security &
Privacy analyses the growing re-
sponsibilities required to create
the right balance with consum-
ers, governments, regulators
and industries. &
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M Includes exclusive IPRS features to control and
analyse real time traffic whilst preventing fraud

info@callcom.ch | www.callcom.ch | +41 91 225 8330

© Opticks

The easiest way to detect ad fraud

Traffic monitoring | Fraud detection
Tracking | Campaign | Optimization
Click analysis | Bot protection

www.optickssecurity.com
sales@optickssecurity.com

InvgrOak are a Glc?bal Tec_hnolo_gy INVEROAK
Business Enabler, innovating Client A
Comms and Smarter Payments.

International Merchant Billing & Settlement PCl/DSS Compliant
Processing Payments via Online, Mobile, Automated & Live Agent
Complex IVR Solution Developers

Licensed Network Operator - Full Interconnect Rates
Webcam 1-2-1 and Messaging

PSMS Codes within UK & Ireland

Card/Wallet alternative for Oz PSMS Services

PN

\.1-44 (0)203 011 0299 &= www.inveroak.com

MESSAGGIO
e (Messaggio

DCB and Business Messaging. We

provide direct connections to 50+ carriers and to the messenger apps.
Highload Multichannel Messaging Platform messaggio.com provides
enterprises for One-Time Services (OTP,2FA,A2P) as well as for interactive
marketing campaigns. Scalable and developer-friendly traffic processing
system enables customers to verify codes, authenticate users, send any
kind of notifications and boost customer engagement at low costs.

Email: info@messaggio.com | Tel: +356 99991117
messaggio.com

“Which management system
should my telecoms business be built on?"

malmsavercher nel
wrees Swiloh2 net

A (gl prvaten o Ml AT SysheT
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’\\ Billing solutions and media

applications in +120 countries:
ATLAS INTERACTIVE AN

N > PSMS
PRS and IPRS
Atlas Interactive provides you with |F\7'|2| ;z{{r:remni glsttorm
a unique international portfolio

of Web, SMS and Voice billing
solutions.

Service numbers
Media Consulting

The Atlas Groups global presence s | CLELRSTIET RITEEI LERELT )

allows you to monetize your P: +44 (0) 208 779 8700

content and internationalize your : contact@atlasinteractivegroup.com
business all over the world : www.atlasgroup.bm

CELESTATEL

Celestatel is a leading global W’
provider of International

Premium rate numbers. We C E LE STAT E L
are directly interconnected

with major voice carriers worldwide as well as most of the IPRN
resellers. Celestatel offers wide range of IPRN numbers worldwide
with various payouts from USD 0.05 up to USD 0.43 and different
payment terms from 7/7 to 30/30.

For more info kindly contact: sales@celestatel.com

. GLOBAL
BILLING

International Premium
Rate Numbers

BOLD.Pay

AMACROKIOSK Solution

Supports | + Direct Carrier Billing
various | * Credit Cards

+ Online Banking (FPX)
channels | . E-Wallets

+ Over-The-Counter

Op:H0

Our philosophy is simple — ensure mobile
carriers give their customers amazing,.
content, anytime, anywhere.

We are experts in Direct Carrie|
Billing and we ensure our operat
partners are utilising mobile pa
to give their access to the latest
trending content.

info@contentformobile.ltd.cy

Driving value added services for voice and mobile
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VYZYO is a technology company focussing on FINTECH, VAS & Contact platforms. Offering a complete Mobile Financial

Services Suite which enables Banks, FinTechs and Mobile Operators to operate a state of the art Payment and Money . Secure MT rovides Card

Transfer service along with cutting edge platforms for SMS/VOICE/MMS/USSD/IVR Marketing, campaign management, VeriMe ensures you keep P . .
premium services and a tried & tested media streaming platform with ready-made entertainment services such as dicital t payment processing for online
Ringback Tone, Ring2Me, Background Music, Dedicate, etc. your digital assets age

and retail businesses, whether

it theiarst that be for one off payments,

The ANNECTO Group is focused on providing voice and SMS aggregation/direct termination but also offers a suite of

services such as Mobile Solutions, VAS Solutions & Managed Services. Established in 2003, ANNECTO partners with over PAS 1296:2018 certified age .

250 carriers including MNO's, PTT's, Tier-1 companies & niche suppliers across the globe. The ANNECTO group provides verification solution Wa”ets, pay for view or
quality SMS solutions to MNOs, Carriers & Enterprises through AMESSAGING. AMESSAGING has deployed a state of the ' SUbSCriptiOn SerViCeS
art SMS platform offering market leading feature rich trading services for our partners. .

info@annecto.com WWW.VERIME.NET

— N —
ANNSCTO ZEEEE AMESSAGING

@ fonlx ::o dynamicmobilebiling

Dynamic Mobile Billing is a global provider of mobile

Fonix is the best platform for engaging g and payment solutions including:
with and monetising consumers via mobile : Direct Carrier Biling  Bulk Messaging

SMS Billing Voice Short-codes
Voice Number Ranges  Virtual Mobile Numbers

Mobile Payments and Messaging

www.dmb-uk.com

HOLVOIHOOV B dS# *— ]

hello@fonix.com | 02081147000 | fonix.com Tel: +44 (0) 808 206 0808 Email: sales@dmb-uk.com

PreferredTEL

International Premiums is a : 3
-PreferredTel is a leader provider of Internanonal worldwide telecom media services lntggel?'r?l%?r?;
Provider and A 3
Premium Rate Numbers Solutions roviderand Ageregator (

-World wide coverage ! — . .
; nternational Premiums has acquired the
-ngbest payout - sole distribution rights for Albania, Burundi,
. Central African Republic, Comoros Islands,
'IVR Services Congo, Guinea, Guinea Bissau, Liberia, Tonga, inf @ t
2 : Poland, Sierra Leone, Somalia, Vanuatu e linfo@interprems.com
'BUIk SMS ) Inter. H&UOH&I premun SMS offering the HIGHEST Payouts with monthly, ~ W: WWW.interprems.com
contact@preferredtelemedia.com biweekly and weekly payments.

= OTT-X next generation app platform
. UK Premium, National, Toll-Free, Personal & Geo Numbers

= International PRS, Geo & Toll-Free é MessageC|OUd
= Indemnified debit/credit card payments for service providers
. SMS, PSMS & Mobile Billing

- Voip Wholesale CLI & Non-CLI Termination Jo oeces P & B NH ‘

L] Hﬂsted WH& Gﬂnferencing WIlII mﬂet'me ® 00000 Send Verify Numbers Analyse
= Global airtime and stored value transfers

[ ] [ ]
000 00000
= sales@12telecom.com

www.messagecloud.com | sales@messagecloud.com
www.12telecom.com T E L ECO M UK phone: +44 (0)203 283 8828 | HQ phone: +44 (0)1752 484 333

Telsery & Tel=cgp

IPRN,
Audiotex,
ONE INTERCONNECT FOR VOICE COVERAGE IN 145+ COUNTRIES Premium Rate,

SMS Solutions
CLOUD PLATFORM WITH VIRTUAL NUMBERS FOR If you'd like to gglby the benefits of working with a team of

experts that @We been leading the way in audiotext since
DID’s - TWO WAY VOICE - UCAAS - TOLL-FREE - SHARED COST i

MOBILE (SMS ENABLED) - PREMIUM RATE SERVICES P aRIRN=C Bl s Lix e le coupetin
www.felixtelecom.com

www.telserv.nl — sales@telserv.nl — HQ phone: +31 33 744 0 744

More news, views and analysis at www.TelemediaOnline.co.uk
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TELECOMEZ2
— L]
UK/International numbers = Call centre grade PBX for resellers I g It c
VeriMe age verification VolP, PBX outbound dialler SEIEEt I-tn
= PRS/IVR & call handling Payment & number hosting solutions A UK VOICE NETWORK
info@digital-select.com

+44 (0)207 058 1000 INFO@TELECOM2.NET WWW.TELECOM2.NET
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r} \ ~
§hg NORDCONNECT

—a LONG-TERM ACCESS

@ VAST RANGE OF NUMBERS WORLDWIDE

| lil-.:'l | | | I 1 $® ON-TIME PAYMENTS

AN . .I WE CONNECT YOU

www.nordconnect.com | info@nordconnect.com

CORE TELECOM

Core Telecom is the UK’s

leading provider of UK

Numbering solutions. @ core TEIGCOm
A fully independent Telecommunications Network

network operator since

2005, we offer unprecedented carrier network accessibility across the
globe. With over 35 years of industry experience we can find the right
solution for you.

vene is a set of customer centric
vene ad-tech marketing tools. Built in
Berlin by industry experts.

@ veneoverwatch

Online traffic risk
assessment and fraud
protection toal

t: 0344 504 0000
e: paul.turner@coretelecom.co.uk
w: www.coretelecom.co.uk

ONILIMHVIN VIAIN# ]

info@vene.io vene.io | powered by W) e

MOBILE AD MONITORING - SERVICE TESTING - MARKET ANALYTICS

COMPLIANCE SUPPORT - FRAUD PREVENTION ENARPEE SERVICES
Enarpee Services
=mn ENARPEE
the UK’s longest
established

Compliance Support Business for this industry sector. Contact us for
Regulatory Audits, Compliance Advice, Lobbying, Consumer Refund
T Solutions, Consumer Contact Centre, GDPR, Brand Protection &
Insurance, & Prize Fulfilment/Winner Selection.

WWW.MCPINSIGHT.COM Contact Neil (neil@enarpee.com) 0344 357 3938
/ /-—-, { N q
l E l .- W) J‘ﬁg !‘

Premier Operator Supplier
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Craphic design, publication
design & stunning websites

Adult chat | Tarot chat | Clean chat | VOIP | Live stream moderation |
Fully managed 24/7 | Worldwide team | More info on www.text121chat.com

= |Lorna@text12ichat.com £tE Helen@text121chat.com
0844 4483121 0844 4482121

alitiebirddidit WWW.WF3n.com
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Driving value added services for voice and mobile | 2/




o Central African Republic
'P international

premiums +236
Guinea Bissau  Poland 532}3"3
+245 +48
Sierra Leone 10N9a
CRImoras S +232 +676
Guinea Eg:'zgo '
+224 :

Albania
+355

" Burundi
+257

-- Liberia
’ "Vanuatu *231

Promote our Exclusive International and benefit from our
highest payouts, fastest payments, secured transfers and most reliable partner!

www.interprems.com | info@interprems.com  THE POWER OF PAYMENT !



