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Since January, there has been 140%
growth in the number of people who
prefer to connect with businesses via
video, globally. Video chat has also
become a mainstream addition to
people’s everyday lives – surpassing
other messaging tech in terms of growth.
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And with covid making more
consumers than ever look for
digital entertainment and services, the move is timely.
“The old view of being a
gaming company, or a content
company and linking to an
operator has evolved, especially as operators have figured
out that, unless they have a
platform strategy they won’t
remain relevant,” explains
Zoran Vasiljev, Group CEO,
Centili, speaking in a webinar
on Telemedia 8.1. “Companies
like ours that have built an easy
to manage and easy to scale
platform that works in the
cloud, allows operators to create services and roll them out
really quickly.”
He adds: “We see it as important to connect merchants and
operators but also having the
platforms to let them run all
these things and we then
manage it.
This

was niche but is now starting
to be accepted more and more
and is getting demand across a
variety of companies.”
Centili’s view is that MNOs
can pick and choose the elements they need, in any given
region, to roll out services.
But why stop at operators?
Aggregators, brands and even
FinTech and other businesses
that want to tap into digital can
do the same.
“Part of the value proposition is that the platform comes
preloaded with all the relationships that [our] company has
created over the last 10 years.
That’s 200-plus integrated digital merchants, all the services
from user acquisition tools to
digital ID to a rich monetisation API – that goes above
and beyond PSMS and
DCB that also virtual
currencies and push
messages – and
we have
bundled

it all into one platform that
can be used to drive service
creation and monetisation as a
service.”
According to Vasiljev, the
platform has been widely
recognised by disruptive merchants who can create services
in 80 countries and roll them
out really quickly, even down
to legal contracts reviews and
engineering.
He says: “We have spent
10 years building this, but
have also seen the problems
our customers, partners and
users have also experienced
and we have used this to let
them switch on and off what
bits they do and don’t want to

MNOs can pick and choose the elements
they need, in any given region, to roll out services.
But why stop at operators?
rapidly create services.”
“We are excited to see take
up this year,” he adds. “It is less
about tech and much more
about how to orchestrate experiences and the relationships
between ecosystem partners –
and accelerating this and
monetising
quickly is
vital currently.”

THE TIME IS
RIPE

Centili’s approach comes
just as the industry needs to
push harder into the mainstream to capitalise on digital
opportunities created by the
pandemic.
Speaking on a separate webinar on Telemedia 8.1, Léon
Dijksman, Director of PR &
Communications, Sam Media,
says that in such a competitive market, the key to
making services stand out is
to make them as easy to use
and as engaging as possible.


“I think the result is to make
customers engaged and to reduce churn if you want to make
margin,” he says. “Being on top
of experience is just the most
important thing.”
Anthony Baladi, Commercial
Director, Fonix – taking part
in the same session – agrees.
“Quality of service is paramount. Putting DCB into things
that have existing payment
types like Apple Pay etc… often
works well, but the key is to
not cannibalise other payment
streams. This poses interesting
question to MNOs because you
see all the data showing consumers want to use DCB and
that is huge. For VAS there is

the opportunity to partner with
big brands to link these with
DCB and MNOs… Brands that
have rights and are doing great
digital marketing can team up
with DCB and MNOs providers to build these interesting
services.”
Creating services around
monetisation platform may just
be the answer that brands and
MNOs alike are looking for to
achieve this. Bringing DCB as
part of a wider pick and mix of
services that can leverage all
that telemedia can offer is a
powerful one.
It also helps brands, MNOs
and anyone else readily update
what they do with new products and services as they come
to market. For instance, adding
RCS can be done more simply if
it is part of a choice of services
from a monetisation platform.
As Centili’s Vasiljev says, it is
about moving from a throughput, aggregation model to being
the companies that orchestrate
how brands and MNOs make
money from VAS.

Driving value added services for voice and mobile
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However, video and messaging
are two sides of the same coin,
offering a new way to engage
consumers and, if monetised
right, new ways to deliver ecommerce revenues.
Over the pandemic there
have been surges is all forms
of communications: SMS and
OTT messaging booming, video
exploding and even traditional
voice calls have grown after
years of decline.
Messaging has come out
of this in a very strong position. With more consumers
messaging each other – with
everything from SMS to video
– many brands and businesses
have seen that getting in on the
messaging game can give them
the kind of access and relationship with their customers and
potential customers that other
forms of marketing have only
hinted at.
SMS may be in decline – well,
not growing as fast as the other
forms of messaging – there is
still a huge and growing hunger
for interaction with messaging.
While this may be good news
for RCS – and it needs some – it
more reflects just how changed
the world is becoming as coronavirus continues to reshape
human culture.
Why do I say that? Because according to research by
Vonage, use of video to communicate with brands has risen by
43% – total use of video calling
among the population has
grown 14-fold since January –
while there has been a 25% rise
in voice calls to business. SMS,
however, has dropped, in a B2C
context, by 23%.
“COVID-19 has upended how
businesses operate and how
consumers interact with those
businesses,” says Joy Corso,
Chief Marketing Officer for Vonage. “We conducted research to
understand changing consumer
preferences and behaviours to
help organisations better engage
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with their customers to drive
better experiences.”
Corso adds: “We are at the
beginning of a huge marketwide communications revolution. If there was ever a question that businesses needed to
digitally transform not only to
survive but thrive, COVID-19
eliminated any doubt. This is a
secular change in how business
gets done. This survey underscores the fact that it is now
fundamental for companies to
stay connected to employees
and customers from anywhere –
through whatever channel they
choose – video, voice, messaging, and chat.”

A NEED TO MONETISE

While that looks like bad news
for messaging, what it actually
means is that SMS is still pretty
static across all channels of
communication, it is just slipping
down the list of preferences for
communicating with businesses.
Instead, consumers are turning to the things that they use in
their everyday lives to contact
businesses – and as we all now
know, that means video first,
social second and possibly voice
third.
What it does mean for the
telemedia industry is that it
needs to look at new ways to
monetise these channels. We all
want free video calling and no
one wants their virtual parents
evening to be interrupted by
adverts.
The trick is how do the models
that exist around traditional
comms adapt to these markets?

Where telemedia services
have always blossomed has
been in value-added services around existing processes:
now we need to find what the
VAS is around video calling, OTT
messaging and social media.
The obvious place to start
is with monetising messaging.
SMS has it built in, but if it is being usurped by other messaging
types, now is the time to look at
how to add telemedia services
to those new messages.
RCS is the obvious – if least
popular – of those on offer. We
have already talked about adding DCB to RCS to make it rich,
interactive and monetizable.
But what of WhatsApp and
iMessage and even Facebook
Messenger? These platforms are
starting to become the de facto places for messaging.

WHATSAPP IS ON TO
SOMETHING

But there is a really big
snake in the grass: WhatsApp. With WhatsApp rumoured
to be poised for a massive
upgrade to offer all that it has
right now along with Zoom-like
video conferencing, we could be
on the brink of seeing it become
the dominant player.
The combination of a videocalling-conferencing-hybrid
platform with rich messaging
is a strong proposition. If it can
have payments added – and it is
conceivable that DCB could play
a role here, WhatsApp is mobile
number-based after all – then it
is the full package.
Add into the mix that What-
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sApp Business has now added
a ‘Buy’ button, which will allow
consumers to buy direct from
the message feed interaction
that they are having with brands
and suddenly this looks really
powerful: video + messaging +
ecommerce payments all where
consumers already are is potentially a winner.
The combining of video and
messaging and voice into one
service – something WhatsApp
is cleverly looking to do – could
well be what the concept if unified messaging (remember that
from 2001?) is really all about.
New player Signal already
realises this and is, despite being
the minnow in the messaging
pool, starting to look like the
real threat to WhatsApp, iMessage, RCS and even SMS.
Platforms that allow comms
between people, businesses,
chatbots and more through all
the comms channels available
– voice, message, video – and
which can then be monetised
by content, advertising and
value-added services – creates a
whole new paradigm in communications and media.
It is also the start of the march
towards true conversational
commerce (see page 6) and
build on what many have seen
in social commerce (see page 8)
into a much more personal and
engaging way to sell.
This is what the future looks
like and it isn’t that far away.
Time to get on board with the
new unified communications of
2021.
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RCS: the $50bn bonus for MNOs
Brands will diver t billions of dollars from inef fective digital
banner adver tising to mobile operator-led RCS campaigns
over the coming years, according to the findings of a
repor t by business messaging intelligence exper ts,
Mobilesquared. Paul Skeldon repor ts
Global brand RCS spend will be
worth more than $52.2 billion
by 2028, with mobile operators
able to claim a significant portion of this revenue.
The report, RCS: The game
changer the industry has been
waiting for, published by Mobilesquared in association with
Out There Media, highlights the
extremely poor return on investment achieved by digital banner
advertising today – for every $1
million invested, just 0.1%, or
$1,000 derives value for brands
resulting in $999,000 being
wasted by brands. If brands fail to
divert budget to more impactful
digital platforms like RCS, they
stand to waste a staggering $70.7
billion on digital banner advertising in 2020 and an eyewatering
$917.2 billion by 2028.
For operators, this presents
a significant opportunity to
increase revenue from digital
advertising. Mobile operatorowned RCS gives brands a new


channel of engagement that
delivers a highly engaging,
extremely interactive digital
platform right into the hands of
consumers.
RCS combines the power
of messaging, the richness of
an app and the same levels of
interaction offered by existing
messaging apps such as WhatsApp. There will be 700 million
RCS users by the end of 2020, a
number that will grow to nearly
five billion in the next eight
years, reaching 61% of total
smartphone users—this is twice
the size of the addressable audience that Google and Facebook
can reach today. This will make
RCS the single biggest medium
in the world.
“Brands are waking up to the
chronic waste that surrounds
the average digital advertising
campaign,” says Kerstin Trikalitis,
CEO and Co-Founder, Out There
Media. “Consumers are growing increasingly tired of Face-

book, Google and other digital
platforms due to concerns
over data privacy, and inaction
regarding hate speech, ad fraud
and disinformation. This is being reflected by the poor levels
of brand engagement and ROI
their platforms offer brands.
The digital advertising world
is desperate for a compelling
alternative to the Facebook and
Google duopoly. RCS is it; it is
the alternative for brands that
are no longer willing to spend
millions on digital advertising
and see poor returns.”
In the year 2022, RCS will
generate $1.5 billion from the
natural evolution of brand
spend from SMS to RCS. This will
continue to grow and by 2024,
RCS revenue will increase to
$11 billion as brands also adopt
the channel for P2A customer
care, starting to supplement,
and eventually replace, call
centre voice solutions with RCS
chat bots. Overall, RCS revenue
for mobile operators will reach
$52.5 billion by 2028.
Trikalitis continues: “We start
seeing brands diverting media
spend to RCS this year and this
will increase dramatically in

2021 and beyond. This is great
news for mobile operators who
are pivotal in the delivery of
successful RCS campaigns for
brands—they have the reach,
the scale, and first-party deterministic data to really ensure
maximum ROI from campaigns.
As operators view to monetise
their 5G investments and race to
create new streams of revenue
amidst a backdrop of flattening
ARPU and increasingly squeezed
bottom lines, ensuring they are
able to benefit from this migration in digital spend could be key
to their future success.”
Nick Lane, Chief Insight
Analyst, Mobilesquared, adds:
“RCS is a really exciting opportunity for consumers, brands,
agencies and mobile operators.
Brands can no longer waste
vast swathes of their digital
budget on ineffective channels.
And mobile operators need to
deliver a rich messaging experience to their subscribers and
remain a central in the messaging landscape, otherwise they
face the risk of losing this massive opportunity to the likes of
WhatsApp and other challenger
messaging apps.”

Driving value added services for voice and mobile
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Conversational
commerce:

where messaging makes the sale
Conversational commerce – bring together messaging, marketing and payments –
promises to revolutionise and streamline ecommerce. Here experts from Centili tell us how
When Chris Messina first used
the term “conversational commerce” in 2015, he foresaw a
future in which chat apps and
conversation interfaces would
redefine how we discover, evaluate and purchase goods and
services online.
Conversational commerce
promised painless buyer journeys on computers and smartphones. The potential of mobile
devices, chatbots and meaningful conversations in facilitating
online shopping was clear.
At that time, the possibility of
integrating a payment step into
a messaging flow was discussed.
With one click of the BUY button
– and a vague process in the background – too complicated to think
about – one could check out,
directly from a conversation with
a brand or e-commerce platform.

Five years on, we can safely say
that there have been great ideas
and a lot of excitement about the
possibilities that conversational
commerce would open. But the
developments and implementations in practice seemed to
proceed much more slowly.

HOLISTIC FRAMEWORK

When Infobip launched its omnichannel offering in the same
year, 2015, it was the beginning
of a project that would enable
B2C messaging, intelligent automation and engagement on the
telco and internet channels. The
idea was holistic, reaching far
into the future.
Today, communication channels available via the platform
range from A2P SMS messaging
to WhatsApp, RCS and chatbots,
to name a few. In combination,

these channels can reach almost
anyone in the world, provided
that they have a mobile phone
connected to a cellular network.
At the same time, Centili developed its powerful mobile
payment platform. Connected
with mobile network operators
worldwide (and expanding),
Centili was powering carrier
billing payments in the traditional and new market verticals, as well as adding wallets,
virtual currency and other local
payment methods that were
popular in the huge Asian and
African markets.

A COMPLETE
E-COMMERCE JOURNEY

A few years later, with countless
hours of product development
under their belt, the two sister
companies which have long

Conversational commerce: some usage cases
So where is conversational commerce already
finding its feet?
Food delivery – Having scanned a QR code,
the customer gets straight into the chat with a
restaurant bot, saying “HI”. A menu or special
offerings of the day is presented further in the
messaging exchange, which takes the customer
towards check out. Centili-operated payment
page opens within the exchange and enables the
customer to complete their purchase. QR codes
can be placed on bus stops or other locations.
This scenario also works well with billboard,
magazine and email advertising, which can be
used to prompt users to engage in messaging
sessions with their favourite restaurants.
Shopping cart abandonment reduction – The
chatbot is activated when there is a customer
which has items in their shopping cart for several
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days but hasn’t gone through with the purchase. The bot guides the customer through the
order. After deciding on the preferred payment
method, the customer is directed to a Centili-operated payment page. Having paid for the item
or service, the customer is directed back to the
chatbot where they can download the invoice.
Gamer reengagement – Gaming company
chatbot initiates a messaging exchange, in order
to resubscribe a player or prolong their subscription. In the process, gaming companies can offer
a free voucher for in-game currency as a reward.
If the dormant player wants to claim their gift,
they are asked to renew the subscription. They
are redirected to the Centili-operated payment page to finish the payment process, he is
redirected back to the chatbot and is offered to
launch the game and claim the reward.

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

worked side by side are now in a
position to implement conversational commerce in its purest
form.
The platform enables businesses to offer a true conversational payment experience,
which includes reaching, engaging, and enabling customers to
pay – without ever asking them
to leave their preferred communication or social channel. In
other words, we help companies orchestrate personalized
communication via any popular
channel their customers are using, and we enable purchases to
be implemented as a seamless
step within the flow.
This makes purchases happen
faster, following a customercentric experience and resulting in greater conversion rates.
Integration is quick and easy, via
APIs or a web portal. It can be
done without coding and go live
within weeks.
Businesses can gain multiple
benefits via such a platform.
They can design communication
via channels their customers
prefer, make it timely, highly
personalised, and guide it towards the frictionless payment
step. When applied together,
this can boost user satisfaction,
conversion rates, and brand attachment.
This unique proposition is
based on several key differentiators:
Personalisation, omnichannel
and payments all in one platform – The combined offering
of personalization, omnichannel
approach and payments – all
in one platform – provides a
holistic framework for conversational commerce in different
forms. Building blocks offered
by the Infobip-Centili system
are easy to combine. They are a
connectivity layer which can be
easily implemented into many ecommerce areas and user flows.
Most robust set of communication channels – Infobip
offers a true omnichannel
experience with a portfolio that

includes WhatsApp Business,
Viber Business, A2P SMS, Voice,
Email, Mobile App Messaging,
RCS, Live Chat, Facebook Messenger and Line.
This powerful collection is
constantly growing, both in the
number of users, supported
features and integration options. With the Codeless Flow
Creator, companies can create
automated, multi-step customer
journeys across various channels
in just a few clicks.
They can also create individualised profiles and in-depth
audience segments with behaviour, demographics, events and
habits data. Timely interactions
can be created based on triggers such as customer actions,
behaviours and channel preferences. Goal setting, in-depth
reporting and A/B testing are on
the list of capabilities as well.
Most complete payment
coverage – Centili monetisation



platform was built on the indepth industry knowledge and
years of large-scale cooperation
with mobile operators in the
areas of carrier billing, mobile
wallets and virtual currencies.

Processing millions of transactions every day, it is connected
to more than 280 MNOs around
the globe.
More recently, Centilli’s
platform has expanded further,

to add monetisation using new
wallets and card payments, and
even vouchers and bundling as
the innovative additions to the
conversational and social commerce propositions.

Google Business Messages: turning customer
searches into conversations
Today, billions of customers find businesses
through a simple Google search, often resulting
in website visits or phone calls. With Google’s
Business Messages, brands can offer the ability
for consumers to message them within organic
Google search results – such as Search or Maps –
with just one click.
Brands can also enhance customer service by
displaying expected response times, providing
answers to frequently asked questions, or connecting customers to live agents when required.
This removes the need for customers to call contact centers which reduces costs for businesses
and improves the overall customer experience.
Business Messages enables rich features such
as carousels, cards, quick replies, photos, and

more to create interactive, engaging messaging experiences. Chatbots and customer service
agents can easily use these features to deliver
scheduling, support, and even purchasing journeys seamlessly via this new messaging channel.
Sudarshan Dharmapuri, EVP Products at
imimobile, commented, ‘We’re excited to now
support Google’s Business Messages and offer
it as another channel for our clients. Business
Messages will help turn billions of searches by
Android and iPhone users into conversations between customers and brands – delivering richer
interactions, improving customer experience,
and reducing costs for businesses.’
Business Messages is available across Android
devices and through Google Maps on iOS.

Driving value added services for voice and mobile
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Social commerce:
the other side of messaging
Social media has grown as a platform for sale through
engagement. Akin to conversational commerce, it shows
just what conversational commerce could become. Paul
Skeldon compares and contrasts
Social networking has grown
from a small niche product into
a global phenomenon. Social
media platforms like Facebook,
Twitter, and Instagram play an
increasingly large role in modern
human experience – not least
to now becoming a platform for
turning engagement into commerce.
As consumers have flocked to
social media, brands, merchants
and retailers have too, seeking
to tap into where shoppers are
to sell.
Increasingly, sites such as
Facebook, its sister company Instagram and the likes of SnapChat
and TikTok have also started to
look at how to sell from their
platforms. And this changed
everything, as we shall see.
But first, we need to take a
look at just how powerful social
media has become. For better
or worse, social media is here
to stay. But just how much of an
effect is it having on our lives?
What is the average time spent
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on social media platforms?
The answer may surprise you.
Globally, the average internet
user uses social media for 144
minutes per day. That’s 2 hours
and 24 minutes of social media
time each and every day.
Let’s dive into the data and
explore the increasingly large
amount of time that we are
spending on social platforms,
and what kind of effects this time
may be having on society as a
whole.
This global average daily time
on social media is 144 minutes,
or 2 hours and 24 minutes. Of
course, this figure varies by
country, age group, with South
American and Africa outstripping
the global average, with 204 and
190 minutes respectively.

SOCIAL VERSES OTHER
ACTIVITIES

To gain some perspective of just
how pervasive social media has
become, it’s useful to compare
the time we spend on social

media to the time we spend on
other activities.
For instance, on a typical day,
the average American spends
1.18 hours eating and drinking,
1.78 hours doing household
activities including cooking and
cleaning, and about 2.81 hours
watching television.
The average person (among
US adults, but it serves as a
useful generalisation) spends on
average 1 hour and 57 minutes
on social media each day. That
means we spend more time on
social platforms than we spend
cooking, cleaning, eating, or doing yard work!
Globally, Facebook is the
largest social network with over
2.6 billion active users. Given
that the total world population
is around 7.8 billion (including
babies, toddlers, and millions
without access to any sort of
technology), this figure is truly
staggering.
YouTube takes second, with just
over 2 billion users – however,
YouTube is not thought of as a
social network by many users.
WhatsApp, Facebook Messenger, WeChat, and Instagram are
the other most popular social me-
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dia platforms. Each service boasts
more than 1 billion active users.
Identifying the biggest social
media services is tricky, as the
definition of “social media”
differs. For instance, some
people consider YouTube a social
network, while others do not.
Likewise, messaging apps like
Facebook Messenger, WeChat
and WhatsApp may or may not be
true social media services.
The way popularity is measured also differs. Monthly active
users are a common measurement, but often, measuring how
much time people spend on
these platforms is a better gauge.

AVERAGE TIME USING
SOCIAL PLATFORMS

Most social networks are
somewhat secretive about their
internal data, so we do not have
firm statistics to point to for the
average time spent on Facebook,
Instagram, Snapchat, or any
other social media platform.
However, we do have data
from some independent studies. An independent analysis
by a company called SimilarWeb found the following data:
• Average time per day on Facebook – 58.5 minutes
• Average time per day on Instagram – 53.2 minutes
• Average time per day on Snapchat – 49.5 minutes
This data was collected from
the average time spent on social
media apps via Android mobile
devices (mostly smartphones).
It’s not a complete dataset, but
it gives us a glimpse into average
social media usage on various
platforms. Keep in mind that
Facebook users may indeed
spend more than the listed 58.5
minutes on the network, as this
data did not capture crossplatform use. Many people use
Facebook on both smartphones
and on their home computers.
Time spent on professional
platforms like LinkedIn (e.g., to
find a job), and the now-defunct
Google+, are very low compared to the mainstream social

networks. Newer platforms, like
TikTok, don’t have much data
yet, but their average daily use is
skyrocketing.
Social media companies also
do whatever they can to increase
user engagement. These businesses make money primarily
from advertising revenues, so the
more time people spend on the
platforms, the more profitable
the companies are. Social media
firms regularly introduce new
features, such as infinite scrolling,
that make the platforms even
more engaging.

SPORTS AND SOCIAL

Separate research by Safe Betting
Sites indicates 53% of Americans
prefer YouTube as the source of
watching sports highlights. The
data is as of September 2020.
Other preferred social media
channels for watching sports
highlights include Facebook
which ranked second at 45%.

Instagram is third with 30%
preference.
Snapchat ranked fourth with
16% of Americans preferring it
to watch highlights. Surprisingly,
TikTok is fifth with 16%. Twitter
ranked sixth at 14% while Reddit
enjoys a 5% preference.
Most of the social media
platforms usually have users
with varied needs, a key point
for creators to consider. According to the research report: “The
data shows the need of building
robust sport content highlights
for social media platforms. The
highlights should carry users’
needs for each social media platform. Content creators appear to
be winning the battle considering
that a new platform like TikTok
is already rising as preferred
sources of sports highlights.”
So, what does this mean for
social commerce in 2020 and
beyond – and what can other
players, such as those messaging

companies going after conversational commerce – learn?
Social media is becoming
all-powerful in terms of media,
commerce and engagement.
Consumers are flocking to these
sites like never before and some
are starting to see that not only
is there money to be made in
selling eyeballs for marketing,
but that they can also act as sales
platforms.
Facebook and its sister
company Instagram have added
‘buy buttons’, so that, for a fee,
brands, merchants and retailers
can let shoppers buy what they
see online. SnapChat and TikTok
aren’t far behind.
Social is predominantly a marketing platform. Social media advertising is expected to account
for 13% of total global ad spend
and rank as the third-largest advertising channel, behind TV and
paid search, according to analysis
by Zenith, with eMarketer

projectin Instagram earn $12.32
billion in ad revenue in 2020 and
Facebook is expected $21.39
billion. Pinterest generated over
$1 billion in ad revenue in 2019,
finds Statista.
Turning this in sales is the next
logical step – and a step that
could be very lucrative.
According to research by
Blazeon, by 2021, the global
social commerce market will
increase by about 34%. Already,
30% of interviewed online buyers claim they would purchase
directly from Pinterest, Facebook,
Twitter, Instagram, or Snapchat
and 70% of consumers search
for products they need to buy on
Instagram and Facebook already.
More than 50% of Millennials
would buy through social media.
When Nike and Snapchat
partnered up to promote and sell
Air Jordan III “Tinker” after the
NBA All-Star game, they sold out
in just 23 minutes.
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BILLING & PAYMENT

Giving
payments
a voice
Alexa, how much are people going to spend using voice assistants and smar t home
devices? The answer is a whopping $164 billion by 2025, up from an already impressive
$22 billion in 2020. So what does this mean for telemedia? Paul Skeldon takes a look
Rapid changes in digital habits
among consumers have, in
a matter of mere months,
reshaped how people use their
phones. What they consume,
where they consume it and
how they want to pay for it has
all changed – presenting huge
opportunities for value-added
service providers and billing and
payments companies.
Recent research by mobile
data company App Annie has
found that across 2020, mobile
ad placement has gone up 70%,
consumers are installing 85%
more video streaming apps,
TikTok is poised to become a big
player in social and all of this is
taking place around the home
– where more education, entertainment and business services
than ever are being consumed.
At the same time, research
by Juniper Research finds that
smart home devices – such as
Alexa, Google Home and even
Apple’s HomePod – are going to
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see some $22 billion in transactions in 2020 alone, driven by
locked-down users trying new
ways to do ecommerce and
other interactions.
Together, these two reports
show just how much the world
has changed – and point out
just what huge opportunities there are for value-added
service providers and payment
companies as brands and businesses look to increasingly monetise these transactions.
The services that are being consumed on mobile and,
increasingly, on smart home
devices are all the kind of things
that can all be readily monetised by carrier billing and other
alt.payment services – snacking
on entertainment, education
and business services. The potentially ‘long-term temporary’
nature of the pandemic means
that many people will look to
dip into these services or to
subscribe to them, all along

believing that one day they will
go back to ‘normal’.
This offers a huge opportunity to the telemedia space to
create the services, the content
and the billing to tap into this
market.
No wonder then that Global
Market Insights is predicting that the world’s payment
processing market is set to hit
$60 billion this year and grow to
more than $140 billion by 2026.
At present, mobile payment acceptance is helping in
satisfy the coming generation
of customers with simple and
seamless payment experiences,
says Global Market Insights.
Mobile devices such as tablets
and smartphones are changing
the way business is done. This
is going to grow exponentially
as more and more people turn
to mobile payments to pay for
pretty much everything.
Messaging, too, plays its part,
with mGage showing that effec-

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

tive and interactive messaging
is the key to initially engaging
those customers in the first
place – ably demonstrated
by IMIMobile’s most recent integration with Google Business
Messaging to turn searches into
engagement.
However, a note of caution needs to be sounded:
using new-fangled payment
technologies and tools comes
with risk. Ticketmaster UK, for
instance, has been fined £1.25
million for breaching GDPR rules
thanks to a payment chatbot.
According to the Information
Comissioners Office (ICO) in the
UK, the chatbot putting 9.4 million customers’ card data at risk
and was implicated in 60,000
card holders being defrauded.
The problem was one of
compliance – both with GDPR
and PCI DSS – and was more
a technical oversight than any
sort of bad business, but it does
show that you have to implement these technologies with
great care – and with the help
of all the experts that make up
the telemedia industry.
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MESSAGING & ENGAGEMENT

The changing face
of messaging
Use of video comms has exploded globally, while SMS has dropped of f a bit driven by the pandemic reshaping how
people communicate with each other – and this has a massive impact on businesses, finds Paul Skeldon
Use of video comms has risen
43% globally and voice calls
are up. SMS has dropped off by
23%, while OTT messaging such
as WhatsApp are in the ascendancy. This means how people
talk to each other has changed,
but it also means the ways
in which consumers want to
talk to businesses has evolved
through the pandemic.
This has some huge implications for businesses. It is already
leading to changes in how
companies monetise (see page
1), how they integrate messaging and payments (see page
1), as well as introducing the
beginnings of conversational
commerce (see page 6). But just
how has messaging changed?
According to a new report
from Vonage, a global leader
in cloud communications —
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COVID-19 Reshapes the Global
Customer Engagement Landscape— the pandemic has accelerated the adoption of newer
communications channels while
increasing fragmentation in
channel preferences, especially
in the ways that consumers
interact with businesses and
service providers.
“COVID-19 has upended how
businesses operate and how
consumers interact with those
businesses,” says Joy Corso,
Chief Marketing Officer for Vonage. “We conducted research to
understand changing consumer
preferences and behaviours
to help organizations better
engage with their customers to
drive better experiences.”
Corso adds: “We are at the
beginning of a huge marketwide communications revolu-

tion. If there was ever a question that businesses needed to
digitally transform not only to
survive but thrive, COVID-19
eliminated any doubt. This is a
secular change in how business
gets done. This survey underscores the fact that it is now
fundamental for companies to
stay connected to employees
and customers from anywhere –
through whatever channel they
choose – video, voice, messaging, and chat.”

VIDEO TO REIGN
SUPREME

To connect with consumers
today, businesses must turn to
less traditional channels and
employ technology, such as
APIs, that allow them the flexibility to embed programmable
capabilities – voice, video, mes-

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

saging and verification – directly
into existing applications and
workflows.
Since January, globally, there
has been 140% growth in the
number of people who prefer
to connect with businesses via
video. Video chat has also become a mainstream addition to
people’s everyday lives, and U.S.
adoption has experienced four
years of growth in just seven
months, with 43% of Americans
now video chatting with businesses regularly, up from 28% in
January.
Across all regions, 55% of
consumers have used video to
connect with businesses and
service providers, up from 44%
in January. In Latin America,
seven out of every 10 consumers have video chatted with a
business, up from six out of 10

in January. In August, a majority
(54%) of respondents in EMEA
reported using video chat, up
from 42% in January.
Consumer preference for
video chat has grown in banking, finance and insurance, education, healthcare, retail, and
transportation and logistics. For
example, 16% of respondents
preferred video chat in August
to get step-by-step advice about
a banking service, up from 9%
in January, while 25% of respondents preferred to speak with
a therapist for a counselling
session in August via video chat,
up from 18% in January.
Due to the advent of widespread distance learning, 42%
of respondents report they
prefer to engage with other students and teachers in a virtual
classroom in August, up from
35% in January. This trend will
likely continue as more students

participate in virtual learning
environments.

NEW PREFERENCES
EMERGE

Emerging communications
channels that saw an increase
in preference include voice calls
and messaging via social messaging apps, and chatbots. The
communications channels that
experienced a decrease in preference since January include
landline phone calls, email, and
SMS text messaging.
Additionally, SMS preference
dropped 23% between January
and August, as other preferred
methods of communicating with
businesses came out on top.
With 30% of the vote, mobile
phone calls are still consumers’
favourite way to connect with
businesses. But the remaining
70% of consumers prefer a variety of other options.

Emerging communications
channels, such as social messaging apps showed a significant
increase over January numbers, with 23% more consumers choosing these apps as a
top-three method for calling
businesses.
Armed with these insights,
businesses can build a winning customer experience that
meets customers on their preferred communications channels, whatever and wherever
they might be.

MESSAGING MEETS
MARKETING

One thing that is going to shift
consumer habits further is how
marketing embraces messaging types. We have already
seen how RCS offers MNOs
a $50bn bonus if advertisers
start to use it in earnest (see
page 5), but many of the things

it promises to deliver are
already here.
Click to call is seeing something of a resurgence, as is
click to SMS. Adding the ability
to allow consumers to directly
interact from marketing messages by initiating a call is not
new, but is seeing a resurgence
in 2020. Doing the same with
SMS is also starting to gain
ground.
Affiliate networks are particularly interested in click to
call and click to SMS to directly
monetise the ads on their
networks – and they are looking to do it with largely existing
technology.
Companies such as The
Traffic Company already offer
affiliates dashboards to run
and manage these interactive
messaging services and we expect to see more coming along
in the months ahead.
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In MNO we trust
DCB is finding use ever ywhere, but it is the MNO’s name on the bill and they want
more consumer trust built before they can truly push it. Paul Skeldon repor ts from a
roundtable held in the UK on the subject – and what the plan is
With more consumers than ever
looking for easy ways to pay
for digital content and interaction, direct carrier billing (DCB)
has rocketed up the payments
agenda. But, while consumers
are keen, MNOs are warning
that more needs to be done to
make the service something
shoppers can trust – not least as
it is the MNOs’ name on the bill.
As part of the recent Mobile Ecosystem Forum (MEF)
payments event, MCP Insight chaired an interesting
online roundtable on‘How the
mobile industry can build trust
with consumers’, joining MCP
were leading MNOs, including
Three, Ooredoo, EE, Etisalat,
Telenor, T-Mobile, Orange et al.
According to the discussion,
priority number one for these
companies is protecting their
massive brands and maintaining
trust of their customers. So, increasing revenues from mobile
payments through PSMS or
carrier billing by opening up to
a growing number of merchants
pushing services can cause
issues, especially when consumers often see their primary contract with their mobile operator
(platform enabler) rather than
with the service brand (merchant) they purchased goods
from.
If there is an issue, the
complaints inevitably flow to
the mobile operator, or regulator, before the merchant. So, it
was interesting to debate the
approach being taken by MNOs
in how to build trust in this
environment.
So what did the panel of experts conclude? There was general consensus that complaints
tend to be based on trust barri-
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ers. Not being aware of opting
in to a service always tends to
be the number one complaint
driver and this is generally a
result of misleading advertising,
awareness of key terms, fraud
or consumer remorse.
In an attempt to control these
complaints, mobile operators
across the globe have implemented standards or conditions with a varying degree of
success.

JOINED UP INTELLIGENCE
AND ACTION

The panel concluded that it is
wholly in the interests of mobile
operators to act – preferably
in a cohesive and unified way
– to protect both their brand,
their revenue stream and their
consumers.
They also need to limit
advertising channels to mainstream players like Google and
Facebook is not the answer, as
that only plays into the whole
monolithic paradigm we all
know about. The majority of
advertisers need channel choice
to compete.
There is also a burning
need for the mandating of
certain consumer payment
flows. USSD/captcha/OTP is not
targeted enough to deal with
the complaint drivers and can
lessen core mobile billing USPs
of a simple and frictionless
check out experience.
Obviously, the industry
doesn’t want that and neither
do consumers, as they are getting used to the one click flow
the major brands like Amazon
provide. However, in markets
like the UK, MSISDN entry and
PIN for subscription services (to
add friction to the consumer de-

cision making process) is mandated and some international
mobile operators maintain an
OTP flow to limit complaints.
It was agreed that OTP is not
a barrier to fraud and that by
implementing anti-fraud fraud
systems and monitoring of advertising and services, complaints
can be limited in other ways.

BROADENING DCB AND
ITS SECURITY

Restricting PSMS and DCB payments to big brands only forces
smaller advertisers down the
credit card route – which very
much limits their market, especially in developing ‘unbanked’
territories, the panel said. And
this is something that needs to
change. DCB needs to be offered more broadly.
Similarly, payment platform
security and implementation of
anti-fraud systems need to be
adopted, through a combination of mandates and providers
adopting best practice. More
MNO investment is needed
here as progress has been slow.
The panel did suggest that
the UK telemedia and MNO industry is starting to address the
fraud topic better through trade
associations – such as MEF
and AIMM – to understand
the threat of mobile fraud and
educate Industry about steps to
counter fraud. They also act as
important spokes bodies to media over such sensitive issues.
Separation of responsibility
across the value chain is helping
define the role mobile operators, aggregators and service
providers must take to improve
the consumer experience. However, this only works well when
the mobile operator gets di-
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rectly involved in ensuring Code
of Practice rules are adhered to
and due diligence of providers
and services is continuously carried out – so clear checks and
balances are needed.

MONITORING OF ADS

Monitoring advertising through
to check out experience is the
only way to ensure consumers
are not misled and receive the
product they expect. Several operators use specialist companies
like MCP to monitor advertising
and enforce standards.
Monitoring of ad issues and
fraud is most effective through
a specialist 3rd party with
relevant technology to scale,
including monitoring of all
digital ad channels. In-house
monitoring is too slow to keep
up with rogues determined to
cause issues.
There needs to be clear separation of the advertising campaign and the payment pages,
to ensure the consumer focuses
on key terms of purchase, the
panellist concluded.
The payment page needs to
be controlled only by the carrier, a trusted payment intermediary – or an independent
3rd party with both anti-fraud
detection and payment ‘verification’ (proof of consent) in
place.
Independent witness (verification) of the terms and consumer consent to be charged is key
and access to such transaction
data (time stamps/IP/handset
etc.) and screenshots of what
the consumer saw has massive
benefit in helping customers
and limiting the potential for
consumer fraud.
There is also a need to improve Content Standards. Don’t
sign off on any service. Before
a service is launched, conduct
thorough ‘pre-launch’ due diligence and end-to-end service
testing – to ensure clear terms,
product value/price, customer
care process…
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MPaaS: creating commerce in a time of coronavirus
One of the positive things that
the ongoing coronavirus pandemic has done for the telemedia industry is catapult the core
services of billing, messaging,
content creation and distribution
and monetisation of VAS to the
forefront of consumer culture. In
short, coronavirus has brought
ecommerce to the masses and
put telemedia in a prime position to tap into it.
Companies like Centili have
been quick to capitalise on this,
bringing together its life’s work
to bundle together all that it
can offer telecos, brands and
fintechs into one platform: a
platform that the company has
now started marketing as a
service (see page 1).
This monetisation platform
as a service (MPaaS) model is
an interesting one. Right now

MNOs and brands, in particular,
are scrabbling to roll out the
kinds of services – with the billing
tools and messaging capabilities –
that locked down consumers now
demand. And it needs to be done
very rapidly.
This comes as the way consumers interact with everything has
changed drastically and continues
to shift almost weekly. The rise of
conversational commerce based
around messaging (see page 6),
social recommendation and commerce (see page 8), along with
the monetisation of messaging
(see page 1) are all things that
MNOs, service providers and
brands are all needing to look at
adding to what they do.
Couple this with the rise in
gaming (see page 16) and smart
ticketing (see page 26) – and the
increasing need to make these

services more interactive and to
monetise that interaction – and
the move to MPaaS makes very
much more sense.
What MPaaS brings is the agility that is needed to create and
roll out – and monetise – these
services, along with all the services yet to be invented, rapidly
and in the geographies where
they will work best. It also sees
increasing demand to create and
roll out services that are different in different regions and to do
that quickly and effectively.
These are interesting times,
but times that offer great opportunities.
www.telemediaonline.co.uk
@telemediaTweets

Paul Skeldon. editor
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Gaming and eSpor ts have
become even bigger
markets in lockdown and
combining these with
carrier billing, messaging
and marketing creates a
sweet spot for telemedia.
Paul Skeldon repor ts

Gaming:

everything to play for
Sports: real world games get a digital boost
Sport – proper physical, running about sport
– has fared poorly across the pandemic, being
pretty much shut down completely. Over the
summer it made a comeback behind closed
doors and looks set to stay that way through
Lockdown 2.0.
That leaves sports brands, teams, leagues,
TV companies and marketers scrabbling to find
new ways to make money from these games.
Naturally, they have turned to the internet, but
how do you monetise?
How sports are being monetised right now is
an object lesson in how to profit in the digital
age. These teams, leagues and TV companies
have had to be agile and find new ways to make
money from the content they have – and it has
proved to be a boon to telemedia digital payments.
The biggest news is that the UK’s Premier
League is using DCB to charge for access to
watch live streamed matches. The league has
had to stream even more of them than usual
since the stadia are empty and, while many of
them were free in the first lockdown, the PL
has to turn a profit to keep running and so has
started to charge.
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What is new is that it is charging for single
views of matches and has tapped into DCB to
make this happen. This is something that we
have been talking about here at telemedianews for ages: DCB, mobile and matches and
highlights offer a huge potential opportunity to
create a new way to watch and enjoy sport.
The DCB-powered streaming of top-flight
football is just one place where we are seeing
a surge in digital consumption and the rapid
uptake of digital and mobile payments. The
European Champions League was streamed in it
entirety earlier this year – another first.
What is interesting is that this sort of payment for access to matches – or eventually clips
of matches, when fully-fledged payTV access
returns – could be rolled out to much lower
leagues, giving them too an easy and new revenue stream to tap into.
Exploring how digital can work with sport –
and how to monetise that – is now a priority.
Research from Safe Betting Sites in the US finds
that 53% of Americans prefer YouTube as the
source of watching sports highlights. To capture
this market teams and leagues need to move
fast.
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Video games, as my mum still
calls them, are now even more
popular than ever. The global
pandemic has forced people
to find new ways to entertain
themselves and picking up their
mobile to play something is one
easy way to do that.
This has created a whole new
raft of new games and services,
business models and technologies – and all of them are ripe
to make the most of messaging
and, in particular, carrier billing.
So just how big is the market?
A report from Juniper Research
finds that the video games
industry will exceed $200 billion
in value in 2023; growing from
an expected $155 billion in
2020.
Mobile and cloud gaming will
lead this growth, as the market
shifts further towards recurring
revenue, and purchase revenue
declines by 5% over the same
period – a decline already
being seen, with estimates
by Buy Shares indicating that
even the mightly Epic Games
could potentially lose an average of $26.7 million in monthly
revenue after the App Store
terminated the Epic Games
account.

GROWTH FROM SUBS AND
MOBILE

Juniper’s report predicts that
cloud gaming and other video
games that run on subscriptions
will grow at an average rate of
9% per year; bringing in more
than $8 billion of revenue in
2023. However, this will not immediately compensate for the
declining purchase revenue.
“At current gaming subscription prices, it will take an

average of ten months of a
subscription payment to cover
the retail cost of a single AAA
game,”’ says research co-author
James Moar. “The value of
these platforms lies in keeping
players within an ecosystem;
ensuring that revenue across
multiple games is captured by a
single platform.”
However, thanks to gamers signing up to subscription
services like EA Access, Google
Stadia and Xbox Gamepass and
buying fewer standalone games,
only mobile games will see a
net increase in games installs
between 2020 and 2023.
These video games service
platforms will grow to an $11
billion sector by 2025, up from
an estimated $6.6 billion this
year, says Moar, with subscriptions accessed through PCs
will be the biggest segment;
accounting for over $5 billion in
revenue in 2025.
This will be dominated by
games publishers, as they can
make the most popular titles
exclusive to their services, and
supplement them with studio
acquisitions. While tie-ups
between services do exist, such
as that recently announced by
EA Play and Xbox Game Pass,
these will become less common
as the space grows.
Mobile games are, however,
predicted to dominate the app
market across 2020 and beyond. According to mobile data
and analytics platform, App
Annie’s Q3 Index findings, consumers downloaded 33 billion
new apps in Q3 2020: Google
Play downloads grew 10% year
over year to 25 billion, while
iOS downloads grew 20% year
over year to nearly 9 billion new
downloads for the quarter.
On Google Play, for instance,
non-gaming apps accounted
for 55% of all downloads, while
on iOS the figure was slightly
higher at 70%.
On a category level, Games,
Tools and Entertainment were


the largest by downloads on
Google Play. Libraries & Demo,
Dating and Events have all seen
strong quarter-over-quarter
growth in downloads of 310%,
100% and 45% respectively,
which could be an indication of
consumers returning to more
in-person interactions in the
midst of lessening restrictions.
On iOS, Games, Photo and
Video and Entertainment remained the largest categories
by downloads for five straight
quarters.
Despite a booming mobile
games market, mobile games
subscriptions will be niche, with

will keep PC in-game revenue
growth strong. Smartphone
in-app revenue will grow at an
average of 8% over the forecast
period, as smartphone gaming
in emerging markets grows.

DCB AND GAMING

Despite this turmoil, there is
still a very big opportunity for
carrier billing in gaming. The
need for a rapid and easy – not
to mention ubiquitous – way for
users to pay to play, to subscribe or to carry out in game
purchases is increasingly driving
this.
This has been exemplified by

There is still a big opportunity for DCB in gaming: the
need for rapid and easy –not to mention ubiquitous
– ways for users to pay to play, subscribe or in-game
purchase is driving it
less than 1% of mobile gamers worldwide using a games
subscription service on their
smartphone. Instead, Moar
expects cloud gaming subscriptions to comprise of only 25% of
this revenue over the forecast
period, as more general service
platforms have fewer limits on
their adoption.
Juniper’s report also notes
that the popularity of F2P
(free-to-play) games like Fortnite and Call of Duty Mobile is
intensifying the move to ingame monetisation.
However, 99% of mobile
game downloads in the next
three years will be F2P. Juniper
anticipates less than 50% of PC
game installs over that period
to be paid for, due to a combination of game giveaways and
F2P business models.
PC games will be the most
lucrative segment for in-game
purchases; approaching $32 billion in 2023.
While mobile games will have
more purchases, higher value
game expansion purchases

Razer, the leading global lifestyle brand for gamers, which
has partnered with DOCOMO
Digital to catalyse further
growth for Razer by integrating
alternative payment methods
such as carrier billing and ewallets.
The triple-headed snake
trademark of Razer is one of
the most recognized logos in
the global gaming and esports
communities. With a fan base
that spans every continent,
the company has designed and
built the world’s largest gamerfocused ecosystem of hardware,
software and services.
Razer’s award-winning
hardware includes high-performance gaming peripherals and
Blade gaming laptops. Razer’s
software platform, with over
100 million users, includes
Razer Synapse (an Internet of
Things platform), Razer Chroma
(a proprietary RGB lighting
technology system), and Razer
Cortex (a game optimizer and
launcher).
Under the partnership with

DOCOMO Digital, Razer Gold
customers will be able to make
in-game purchases with their
preferred payment methods.
Razer will be able to leverage
DOCOMO Digital’s global coverage while DOCOMO Digital’s
carrier partners will be able
to offer Razer’s leading-edge
repertoire of hundreds of game
titles and as many publishers.
“The global ‘stay-at-home’
situation has boosted user
engagement with gaming and
esports to record levels,” Razer
Co-founder and Chief Executive Officer Min-Liang Tan had
said in the earnings release in
August.
“Razer is one of the most
sought-after brands in the world
of gaming, and we are very
pleased to have Razer on board
as one of our global partners, in
line with our vision to bring the
most compelling digital services
to our carrier and payment
partners, especially in exciting
spaces like gaming,” adds Jonathan Kriegel, CEO at DOCOMO
Digital.
The partnership will kick-off
with carrier billing integrations
in Turkey, with multiple rollouts
planned in the Middle East, Asia
Pacific, and Latin America regions over the next few months.

EVERYTHING IN ITS RIGHT
PLACE

This is just the start of a boom
in gaming and DCB. The gaming
market is enormous and growing.
New markets, such as China, offer global games companies and
billing companies huge potential growth. China is expected
to generate 40% of the global
mobile games revenue this year,
reaching more than $21bn in
value, according to data gathered by GoldenCasinoNews.
Other developing markets are
likely to follow suit.
And with this level of interest
in games, there is everything to
play for.
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Doctor Who meets Blockchain:
the stuf f of science fact
Doctor Who, Blockchain and gaming? All brought together? Waa? Paul Skeldon takes a
look at how BBC Studios and Reality Gaming have brough the stuf f of science fiction into
the real world
Few things get us tech-heads
more excited that Doctor Who
or the Blockchain… put them
together and heads start to
explode. But that is just what
BBC Studios and Reality Gaming
Group have done in creating a
new Doctor Who trading card
game.
Not only is it an exciting Doctor Who development and an
interesting new spin on trading
card games – extending them
to the virtual world – it also has
the potential to totally change
the gaming industry.
First, the game. Doctor Who

Worlds Apart offers fans the
chance to buy virtual collectable cards and use them to
play a game. The cards, which
come in packs priced according
to the rarity of the randomly
selected cards likely to be found
therein, each feature hand
drawn, bespoke artwork that
tells the story of Doctor Who
from its beginnings in 1967 right
through to the latest series.
There are Daleks, Cybermen,
The Tardis, a bevy of glamourous assistants (and Mickey)
and, we hope, K-9. The fully
digital cards are 3D and feature

a range of information used to
play the actual game with.
They are also collectable –
something that Doctor Who
fans are really into – and, more
crucially, they are tradeable.

WHAT? TRADEABLE
DIGITAL ASSETS?

This is where things get interesting. Because each card is
registered on the blockchain,
the cards can be traded, sold,
swapped. They have value. And
this is the kicker. Blockchainbacked digital gaming assets
turns the world of gaming on

its head.
Tony Pearce, co-founder of
Reality Gaming picks up the
story: “Blockchain gaming is
the most exciting platform I
have come across since I went
into gaming. The issue around
games is players spend billions
of dollars on game items, but
they have no ownership rights
or control. For example, in
Fortnight you spend $100 on a
hat for you character, you own
nothing. You can’t take it anywhere, you can’t sell it, you can
only use it in that one game. If
that game goes, so does your
money.”
Pearce likens this to going
to a shop to buy a shirt: it the
retailer goes bust, your shirt
disappears.
What blockchain and tokenisation does is takes each item
bought – in this case each card
in the pack – and wraps it in a

The next generation app platform.

App enable your voice,
messaging and transactions
Meet us for a demo at WTM, Marbella

18

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

www.12telecom.com

smart contract that is connected to the blockchain. So, when
you buy the in-game item you
actually own it.
“It is connected to you and
logged on the blockchain, proving you are the owner,” says
Pearce. “You can then use it
in any game that uses reality
clashes APIs and rules, or you
can take it out of the game and
sell it.”
“This,” says Pearce, “is a
massive game-changer, if you
pardon the pun, as the user
now owns the items they buy in
games.”
Translating this to Doctor
Who and BBC Studios, Pearce
has created a game changing
game that gives fans so much
more than just a game. “When
we approached the BBC we
didn’t want to just create a
card game, we wanted to show
them the whole blockchain ap-

proach,” he says. “We wanted
it to be something much more
interesting. These cards are
one-offs with some really rare
ones and so the user has the
opportunity to own the card
forever, to own part of the
game, to own part of Doctor
Who lore.”
John Kavanagh, Licensing
Manager games & digital entertainment, BBC Studios, agrees.
“To us it has always been part
of the brand strategy to engage
fans of things like Doctor Who
across platforms. We want to be
where the fans are.”
Kavanagh continues: “The
BBC has always been at the
forefront of using technology
– we have had Doctor Who on
mobile, we have Doctor Who in
VR. Even its theme tune exploited new tech back in the 1960s.
And we have long believed
that content that is purchased

is owned. That is why we are
interested in this blockchain
approach.”
He adds: “So, we have created a trading card game: this
are something that fan buys and
owns. You may want to collect
the cards or play them, but we
wanted to make it as useful and
interactive as possible.”

GETTING CARRIERS
INVOLVED

This is an exciting development
for the BBC, believes Kavanagh.
“We want to be at the forefront
of technology, but useful technology that is interactive. And
this has tangible value to the
owners. The ability to buy, sell
or retain and have a fun game is
really great,” he says.
“You can also see many other
applications around the use of
the blockchain data. It helps
rankings and then other applica-

tions can use them through
partnerships with the BBC. It is
everything you get in a trading card game but with all the
added things you can do in the
digital world.”
MNOs and carriers can get
involved too, believes Pearce.
“You can buy these cards using
all the payment tools out there.
You could well buy cards and
packs with carrier billing.
It would be good to work with
a carrier to offer exclusive cards
and things if you are a customer
of a particular carrier or on a
particular handset.”
This is only a two-year
old market estimated to be
$100bn a year. Nike, the NBA
and Paramount – among other
early adopters – are all getting
involved in tokenising their
assets on the blockchain to use
them as collectables. Watch this
space.
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How cloud game streaming
changes everything

Streaming has recast TV and music, it is now doing the same
in gaming. With more people than ever gaming, this change
is happening fast. Here we take a look at what this means
for both the gaming and telemedia industries
Following the rise of digitalisation, developments within the
global gaming industry have
become increasingly advanced
throughout the 21st century.
Not only in gaming, but also
other entertainment sectors, the
pre-existing trend of manufacturing and purchasing physical
copies of the latest releases has
become somewhat outdated.
This comes as a result of the
growing popularity and convenience of streaming platforms.
Because of the success of film
and television streaming services, such as Amazon Prime and
Netflix, game developers have
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since targeted the user-friendly
accessibility of non-physical
developments.
In many ways, this newlyembraced approach will help
in making console titles as remotely available as smartphone
creations. So, let’s take a look
at the rise of cloud streaming
services and remote play, along
with considering their impact on
the gaming industry.

A POWER-HUNGRY
CONVENIENCE MOVE?

According to a report by Forbes
from October 2018, a study
from Tappable found that 42%

of gamers listed smartphones
as their preferred platform,
compared to 32% for consoles
and 26% for PCs.
This is indicative of the fact
that many modern-day players
are longing for easily accessible and portable routes to
the latest games. As a result of
this, Mobile Marketer reports
that smartphones accounted
for 60% of the global gaming
industry’s revenues in 2019.
From a business standpoint,
this ever-growing rise concerning profits and users may be a
factor behind the development
of numerous cloud gaming
services, like Google Stadia,
PlayStation Now, Microsoft
Project xCloud, and many more.
Take Project xCloud as an
example. This cloud-orientated
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service enables players to immerse themselves in the latest
console releases on their compatible mobile phones. Not
only does this still guarantee
console-like graphics but – with
a secure internet connection
– it also strives to capture the
remote convenience of mobile
gaming. Should this concept
prove successful, then it could
have significant ramifications
concerning the volume of
smartphone gamers over the
next decade.

MOBILE OPTIMISATION
AND REMOTE PLAY

Mobile optimisation has been
increasingly common among
popular titles throughout the
last few years. Along with the
likes of Fortnite and Play-

erUnknown’s Battlegrounds,
diverse gaming platforms have
also come to the forefront of
wider entertainment sectors,
including new bingo sites.
For example, at WDW Bingo,
where prospective players can
view various bonus-offering
sites, Velvet Bingo prides itself
on having high-quality remote
play across their numerous
bingo variants, which include
30, 75, 80, and 90-ball options.
Mobile optimisation has allowed the industry to become
competitive, ultimately benefiting the customers with sites
such as this.
However, one avenue that
numerous companies have
sought to explore to combat the
need for optimisation concerns
remote play. The upcoming Xbox
Series X will allow for this function, enabling gamers to stream
from their console to their
compatible phone or tablet, as
per the official Xbox website. Interestingly, this has also recently

been implemented by Steam,
which showcases how the PC
market is seeking to tap into the
popularity of mobile gaming.
Ultimately, few can argue
that mainstream console

developers haven’t sought to
alter their approaches to cater
to contemporary demands.
The past decade has seen an
unprecedented rise in mobile
gaming that has somewhat

left consoles behind. However,
cloud gaming and remote play
could be the catalyst behind
consoles reasserting their
dominance from a business and
user standpoint.

How the UK’s gaming sector is defying the market
The UK’s £4 billion gaming sector is predicted to
almost triple in value within the next 3 years to
£10bn, with the current 27,000 employed by the
sector expected to also triple within 5 years.
The findings come from a new report set to
be released next month by global recruitment
agency Robert Walters – Gaming: the perfect play
for growth – which highlights how gaming is the
only industry within the leisure and entertainment
sector to have defied the odds during COVID-19
– making more than video, music and the film
industry combined during lockdown.
In fact, at the end of Q1 this year alone digital
downloading increased by 67% week-on-week
and physical game sales increased by a staggering 218% – with widespread calls from as early as
March for social contact to cease, further amplifying the demand for gaming.
Tom Chambers, Senior Manager Technology at

Robert Walters, comments: “Covid-19 has had a
profound impact on the games sector. In a world
where blockbuster premiers, national sporting
events, and hospitality and leisure were all vetoed
– gaming has further infiltrated the daily lives of
multiple generations as one of the only accessible
lockdown past-times.”
He adds: “With games now accessible on
mobile, apps, and PC’s – accessibility was at an
all-time high compared to the days when you
needed a console.”
Chambers concludes: “Where gaming really
came into its own has been on the interactivity
front, and during lockdown there was a substantial rise in new users looking to bridge the social
limitation with friends and family by playing together online – this was particularly notable with
the over 60’s market who took to gaming to ‘keep
their brain in shape’ and play with grandchildren.”

CFM is a rapidly growing provider of gaming
content for mobile operators

Our philosophy is simple - ensure mobile carriers give
their customers amazing content anytime, anywhere.
We are experts in Direct Carrier Billing and we ensure
our operator partners are utilising mobile payments to
give their users access to the latest trending content.

info@contentformobile.ltd.cy
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Playing when paying
The gamification of payments

Games have benefitted hugely from
online payments – but now the
payments industry is also getting a
shot in the arm from games. We take
a look at how gamification is changing
how people pay
Gamification is on the rise in
numerous industries, especially
where people need an incentive to do something. It is also
being used as a way to make
certain services seem more attractive in saturated markets.
There are so many payment
methods to choose from in
2020, and these systems need
to do more in order to make
themselves more appealing to
users. This has brought about
the emergence of gamification,
where users can earn points
and rewards by completing
certain tasks and objectives.
Online gaming industry has
helped payment systems flourish
A wide variety of payment
methods have risen to the
fore thanks to industries such
as online gaming, where an
abundance of choice is a major
selling point. The online world
has moved away from the
traditional payment options of
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credit or debit cards, and newer
systems have come about offering something slightly different.
PayPal, for example, arguably
offers greater security and
makes the process of acquiring
refunds extremely simple.
At online casinos, one of the
ways that operators try to attract customers is by providing
a range of different payment
methods so that there is something to appeal to everyone.
This has led to a connection
being made between payment
systems and gaming and could
have helped inspire some elements of the gamification that
the payment industry is now
experiencing.
The online casino sector has
undoubtedly inspired some
gamification elements in payment methods in its special
offers. For instance, a number
of sites offer 20 free spins
Starburst to start your adventure, a simple game that can

give players the chance to claim
some free winnings if they get
lucky. This kind of simple game
of chance has been used by
Ingenico ePayments, where
players can choose between
a scratch card, a wheel of fortune, and a slot machine when
they are at the checkout.

WHAT GAMIFICATION HAS
OCCURRED SO FAR?

The Ingenico ePayments move
to introduce elements of gaming to its process as a way to
enhance customer engagement
isn’t the only case of this. In
fact, this gamification is being
seen more frequently in 2020.
Monzo has introduced mini
achievements that users can
complete to upgrade their
accounts and unlock rewards
and badges. Goals include
things like adding a direct debit
to Monzo, receiving a salary
payment to a Monzo account,
and starting a current account
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switch. This is a fun and engaging way to get people to make
better use of the service.
PayTm was another company
that transformed its customer
experience with gamification.
Initially, the company offered 10 per cent cashback on
payments processed through
the PayTm Wallet but quickly
realised this was unsustainable.
Instead, it now gives cashback
to every fifth and tenth customer using a lottery-like system.
Gamification is proving to
be an effective way of getting
customers to stick to a certain
payment system and make the
most of it. The industry is likely
to see an increase in this kind
of user experience in the near
future.

A WIDER TREND

The gamification of payments
is part of a wider trend of
gamification of everything
digital, especially in some of

the emerging VAS areas for
telemedia, such as eHealth and
wellbeing.
According to research earlier this summer by the Direct
Marketing Association (DMA)
– ‘Future Trends: A New World
of Experience’ research, part
of the DMA’s 2020 Customer
Engagement campaign in collaboration with Collinson, dotdigital, Paragon Customer Communications and in partnership
with Foresight Factory – the
number of UK consumers that
have used an app to motivate
themselves to ‘stick to a personal goal’ reached nearly half
of people in 2018 (45%) – rising
to 79% for Millennials and 74%
for Centennials. In addition,
38% of Brits are interested in
using a fitness app that would
send them an exercise challenge to complete on a weekly
basis.



Gamification, says the report,
can be the opportunity for
brands to tap into consumers’ aspirations and desire to
challenge themselves. In fact,
almost a third (30%) say they
are ‘Open to new challenges’,
offering brands opportunities to
apply these principles beyond
health and fitness.
Tim Bond, Head of Insight at
the DMA, explains: “Health and
welfare apps are just the starting point for these gamification
strategies. Brands and marketers have an opportunity to use
gamification to acquire new
customers and build sustainable relationships with existing
ones by giving users a unique
experience that only their
brand can offer. For example, in
personal banking these can be
used to reward loyal customers,
in fashion they could unlock
exclusive offers or early access

to new products – brands could
even use gamification metrics
to give fans access to exclusive
content.”

NEW TECHNOLOGY

The addition of new technologies such as augmented and
virtual reality to the mobile experience are also likely to drive
further forays into gamifaction
of services.
The DMA’s research certainly
points that way. It suggests that
two-fifths of UK consumers
have used augmented (39%) or
virtual (38%) reality to test or
view a product they’re considering. This despite access and
ownership to virtual reality (VR)
headsets declining year-on-year
from 12% in 2018 to 9% last
year.
According to its data, adoption of VR technology is being
driven by younger consum-

ers, with 22% of 25-34-year
olds claiming to own one of
these devices. Meanwhile,
smartphones are making it
easier for consumers to access
augmented reality (AR) experiences from Snapchat filters to
Pokémon Go.
“Mixed reality technologies,
like AR and VR, hold huge potential for organisations to offer
customers new ways to bring
their brand to life, whether
that’s by transporting them to
another reality or enhancing
the one they’re in,” says DMA’s
Bond.
“However, it’s also important
for marketers to always put the
customer at the heart of these
experiences and offer them
something they will value.
Brands must also consider how
they can maintain consistency
across the digital and physical
worlds they now inhabit.”
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The end of cash: what’s driving
the rise of alt.payments?
more convenient payment
experience. In the UK, any
payment method other than
cash and credit or debit cards
is viewed as an alternative payment method. However, across
the globe, these forms of payment are considered “local”
payment methods due to their
broad adoption.
With over 450 significant
local payment methods in
use across the globe, merchants who sell cross-border
are learning it is no longer
adequate to simply offer only
credit or debit card payments
to consumers.
From an increasing use of
PayPal to bank transfers and
mobile wallets (Apple and
Google Pay), consumers now
have more choice of payment
methods than ever before.
So, what is influencing the
adoption of alternative payment methods amongst UK
consumers? Who is leading the
charge? And, what does the
future hold as we enter a new
era of APMs?

YOUNGER GENERATIONS
ARE DRIVING ADOPTION

James Booth examines how changing consumer habits during the pandemic have
changed payments – and what that means for the payment business and the wider world
Thanks to evolving consumer
shopping behaviour, the rate
of alternative payment adoption is continuing to move
at lightspeed. Following the
nation-wide lockdown earlier
this year, the shift to online
shopping continues to accelerate, and with it the use of
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alternative payment methods
(APMs), such as mobile payments, bank transfers, pay
later schemes and e-wallets.
Just this month, Klarna, a
payment provider operating on
a buy now, pay later concept,
was crowned one of Europe’s
biggest private owned financial

technology providers – with
nine million consumers in
Britain having used the service,
and 90 million users worldwide.
UK consumers are more inclined than ever to try a range
of different payment methods,
such as Klarna, to provide a
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With Generation Z growing up with social media and
smartphones, it’s no surprise
that there’s a buzz about
new payment methods in the
news and on social media,
which is a critical driving force
for APM adoption. According
to statistics, 31% of Generation Z consider this the biggest
motivation to try new payment
methods, whilst for Millennials, 37% said that merchant
acceptance is their main driver.
It seems confidence in these
methods is being predominantly led by younger genera-

tions in the UK. According to
PPRO’s recent survey, 42%
of millennials (born between
1980-1993) and 35% of Generation Z (born between 19942001) feel confident using, or
have used, either a bank transfer or e-wallets as methods
of payment. And, with 33% of
Generation Z increasing online
spending since the beginning
of the pandemic, they are
a force not to be underestimated.

REACHING NEW LEVELS OF
CONVENIENCE

Whilst younger generations
have been early APM adopters
in the UK – increased convenience and security remain
a key driver across all age
groups. In fact, when choosing to use a payment method,
security was favoured over
reputable brand image, with

over half (59%) of UK consumers believing it to be the most
important factor when choosing a payment method.
More consumers shopping
online has encouraged a rise
in fraud – and as a result, consumers are growing increasingly concerned for the safety
of their transactions. Strong
Customer Authentication (SCA)
– as required by the Payment
Services Directive (PSD2) – is
just one regulation coming into
force to combat fraud. Ensuring compliance with multifactor authentication will be
vital to reassure customers as
they continue to shop online,
and support future confidence
in APMs.
But, merchants should be
warned; demonstrating security and providing a simple, easy
checkout are a delicate balance. A major element of fric-

DMB has been at the forefront
of the mobile industry since its
inception. We are fully compliant
with the latest industry regulations
and standards, and working with
us gives merchants direct connections to all the major UK carriers.

tionless payment experience
is making sure the checkout
page has the right payment
mix for the region and target
age group. With more than
one in two (50%) global online
shoppers making purchases on
foreign websites, and the fact
that 54% of European crossborder e-shoppers are millennials, payment preferences will
only continue to become more
pivotal to attract shoppers
from across the globe.

THE FUTURE OF
ALT PAYMENT AND
E-COMMERCE GROWTH

It is safe to say the explosive
growth in e-commerce and
cross-border payments across
the globe has really set the
stage for the expansion of
APMs this year. And, with
further growth ahead, APMs
are quickly becoming not-so-

alternative.
We are moving away from
traditional shopping practices
and today, buyers no longer
want to be restricted by traditional payment methods, such
as cards and cash. Retailers
who choose to ignore the payment preferences risk losing
44% of UK customers. Merchants who offer a variety of
payment methods that appeal
to all ages, cultures, and
regions will be able to widen
their offering to a more extensive customer-base.
The opportunity for merchants offering APMs is huge
and is a necessity for every
merchant seeking to grow
their business – certainly
domestically and especially
across borders.
James Booth is VP Head of
Partnerships, EMEA at PPRO
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Smart ticketing: leveraging
new ways to pay
With cash on the way out, with consumers reluctant to touch money during the pandemic,
smart ticketing is getting a massive boost. Paul Skeldon takes a look at the market
According to a recent study
from market research firm
Global Market Insights,
the smart ticketing market is
set to grow from its current
market value of more than
$7.5 billion to over $20 billion
by 2026, gaining remarkable
traction over the 2020 to 2026
period.
The smart ticketing market is
likely to witness healthy revenue
growth owing to the favourable
initiatives by government for
supporting infrastructure development, wide product adoption
across end-use sectors such as
parking, sports & entertainment,
and transportation. Smart ticketing is a system which enables
electronically storing tickets in a
microchip. Here, the microchip
is embedded on a smart card.
In terms of transportation,
the smartcard allows public
transport passengers to effortlessly travel by train, bus
or trams without the need of
using any traditional payment
systems such as purchasing a
paper ticket or cash. In fact,
oyster cards or digitalized
boarding passes allow customers to store the data on one
device during the time of travel,
rather than relying on paper
tickets.

these, services segment will
witness substantial demand
over the coming years. Demand
for technical and consultation
services for efficient operation
of the smart ticketing hardware
and software components is
being witnessed. In fact, service
providers are helping to ensure
the optimum performance of
the system.
Based on offering, the smart
ticketing market is categorized
into E-toll, smart ticketing kiosk,
ticketing machine, request
tracker, ticketing mobile terminals, ticket validators, smart
card readers, and smart cards.
Among these, ticketing mobile
terminals segment is likely to
witness high growth over the
coming years. The segment is
slated to grow since mobile
ticketing allows entertainment
venues, public transportation

authorities, and numerous
ticket suppliers to offer their
customers a new as well as
one of the convenient way to
purchase, receive and confirm
tickets from any place and at
any time by simply using their
mobile devices.

CONNECTIVITY

With respect to connectivity,
the smart ticketing market is
segmented into W-Fi, cellular
network, NFC, barcode, and
RFID. Among these, barcode
segment is likely to register the
highest growth over the forecast
time period. Barcoding is a technology in which customer data
is encoded on the card. Barcode
scanning further enables fast
scanning of the encoded cards
making it one of the viable options in smart ticketing.
Meanwhile, developing net-

A SEGMENTED MARKET

The smart ticketing market is
divided into various segments
in terms of component, offering, connectivity, end-use, and
regional landscape.
With respect to component,
the smart ticketing market is
classified into services, software, and hardware. Among
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work infrastructures across the
globe will support robust W-Fi
installations, which in turn is
likely to boost the W-Fi segment
growth.
In terms of end-use, the
overall smart ticketing market is
bifurcated into transportation,
sports & entertainment, and
parking. Among these, sports &
entertainment end-use segment
are likely to emerge as the fastest-growing end-use segment
over the coming years. Sports
and entertainment venues employing advanced solutions for
ticketing to speed up operations
will further contribute towards
market growth.
From a regional frame of reference, the growth of the Latin
America smart ticketing market
can be attributed to factors like
favourable initiatives by government for supporting infrastructure development and improvements in economic conditions in
the region.
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Why am I still carrying dirty
cash to pay for travel?
Nottingham has announced that
e-scooters, operated by Wind
Mobility are available for hire in
the city.
The popularity of e-bikes have
also risen over the last few years
as they are cheaper and are
now arguably a safer alternative for commuting to work. The
infamous Santander bikes cost
£2 for 30 minutes, for a journey
longer than 30 mins, a charge of
additional £2 will be charged to
the user’s card making it significantly cheaper than driving.

DCB: THE SWIFT PAYMENT
METHOD

David Foord always carries cash. But in today’s contactless, card swiping society, does
that make him a bit behind the times? Here he examines his behaviour and looks at is
alternatives
According to the WHO, dirty
banknotes may be spreading the
coronavirus. At a time when we
should be being more cautious
than ever, it seems senseless to
carry cash to ensure I can get
about. However, with zero cash
and a temporarily duff bank
card, I may be hard pushed to
pay for a bus ticket home.
This is backed up by a
new study by Capital on
Tap looking into the Rise of
Digital Wallets, analysing how
they are becoming the main
source of transactions around
the world, finds that cash could
be the least used method of
payment by as early as 2022.
While some transport companies have launched native
mobile applications to enable
consumers to purchase their
travel tickets via card payments
on the go, few have combined


their smartphone applications with the ability to accept
mobile payments such as Apple
Pay, mobile wallets, carrier billing and the alike. But why?

HOW MOBILE PAYMENTS
ENABLE TRANSPORT

Driving and public transportation in 2020 looks very different. Post-lockdown, it comes as
no surprise people are looking
to avoid overcrowded public
transport.
What’s apparent is that alternative transport options are
the innovators when it comes
to mobile payments; they seem
to get the gist that people don’t
want to be faffing around with
cash or inputting lengthy card
details.
E-transport or mobile paid
taxi services are convenient and
cheaper options in comparison

to driving and conventional taxi
companies. Cashless taxi services have changed the way we
travel, from reducing waiting
times to the speed payments
are processed, travelling from A
to B has never been easier.
The taxi service, Bolt provides
new customers with start-up
discounts and refer- a-friend
codes to unanimously help cut
costs for users – It’s also super
simple to order a taxi.
And then there’s E-scooters
which have taken many European cities by a storm over the
last few years. With the increasing demand of people needing
to travel without using public
transport, London opened up
its arms to this craze by Bird,
an e-transport service based in
the USA, who offered the public
to test their rental service in
Stratford. And just this week,

If mobile payment systems are
implemented correctly, the
benefits for paying by mobile
are clear: there’s no unnecessary handling of cash and it’s
simply a quicker payment.
Carrier billing allows for payments to be made in seconds, it
can sit alongside other payment
methods, in an app and instead
of needing to input their credit
card details, commuters are
able to simply charge the costs
to their mobile phone bill and
swiftly get to their destination.
Being able to pay so quickly
also allows commuters to pay
on the go, meaning they’ll
travel without the added worry
of having the right cash.
The public have long looked
at transport companies in a
negative light, seeing them
as desperate to hike ticket
prices and handout fines. In
unprecedented times such as
now, there’s never been a better time to make the process
simple and build and protect
consumer trust.
David Foord is commercial
executive at Fonix
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SECURITY & FRAUD

The hidden threat
of app fraud
Fraudulent activity in gaming increased by 172.95% between
August 2019 and 2020, with the US seeing a surge of 310.29%
in the same timeframe – but there is a hidden danger:
distortion of market data. Paul Skeldon takes a look
Newly released data from app
marketing platform Adjust,
indicates mobile ad fraud is not
only rising, but that failing to
stop it can distort critical marketing data used for business
decisions.
The research found that
fraudsters are not only faking
paid installs, but also organic
traffic — installs that cannot
be attributed to any marketing
activities — in order to hide the
paid installs they steal.
Out of 200 million rejected

marketer’s data is corrupted,
including the data on organics.
When looking at the gaming
vertical specifically, Adjust’s
data also shows that globally, fraud rates increased by
172.95% between August
2019 and 2020. In EMEA this
went up by 181.20%, in the
US by 310.29%, and APAC by
214.86%.
“It is absolutely vital that
marketers can trust their
data,” says Andreas Naumann,
Director of Fraud Prevention at

installs, two thirds of these
were organic and only one third
paid installs.
While mobile marketers are
not technically losing money,
these fake organic installs can
compromise the data integrity
and insights marketers are
supposed to gain from their
marketing activities. They run
a high risk of “flying blind”
in a situation where fraudulent activity is rampant and a

Adjust. “Without having a clear
view, it is simply impossible to
make strategic, data-driven decisions. Ultimately, fraud is and
will remain to be a challenge
we see in the industry, however by implementing the right
tools, we will be able to stay
one step ahead of the fraudsters and ensure transparency
remains a top priority.”
Ad fraud is a global problem,
and fraudsters are active across
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all markets. We wanted to uncover which fraudulent method
was most widely used in the
mobile ad ecosystem, and our
data revealed that fake users/
bots continue to dominate as
the most prevalent fraud type
with the US seeing the method
make up for 68.7% of its fraudulent activity, China 65.6%,

we see that fraudsters have to
resort to alternative schemes
which makes their jobs harder
and less lucrative which means
these apps are less likely to
have ad budget stolen.
This does not mean that the
risk of SDK-Spoofing is lower
in other regions. Risks associated with companies not using

Japan 60.7% and EMEA 47%.
In LATAM, SDK Spoofing
still dominates (51.16%). It is,
therefore, crucial that marketers implement solutions
such as the free-to-use SDK
Signature which combats this
fraud scheme. In markets with
wider SDK Signature adoption,

the SDK signature to protect
themselves is as high or even
higher, no matter which market
they are in.
Adjust’s data also revealed
that SDK Spoofing was most
prevalent in Food and Drink
and Business apps, 59.7% and
34.9% respectively.

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

#SP & AGGREGATOR

We are seasoned mobile billing
experts in Africa’s emerging economies

We are a global provider of billing and mobile payment
solutions with operations around the world.

MobiPay is our mobile billing solution incorporating:
Billing gateways
Subscription portals
Direct Carrier Billing
Premium SMS

•
•
•
•

UK Charity Shortcodes
Single API integration
Click to Buy
Click to Subscribe

Direct Carrier Billing
•
SMS Notifications
•
Voice Solutions
Short Codes (PSMS & Voice)

Home Location Register
Process Automation
Bespoke Technology
Solutions

9th floor, Lyndon House, 58 – 62 Hagley Rd, Birmingham B16 8PE
sales.uk@dmb-uk.com | +44 (0) 808 206 0808

info@mobivate.com +44 207 267 5222 www.mobivate.com

PreferredTEL

International Premiums is a
worldwide telecom media services
Provider and Aggregator.

-Preferred is a Leader provider of
International Premium Rate Numbers
-VAS Telecom Provider

International Premiums has acquired the
sole distribution rights for Albania, Burundi,
Central African Republic, Comoros Islands,
Congo, East Timor, Guinea, Guinea Bissau,
Guyana, Liberia, Tonga, Morocco, Poland,
Sierra Leone, Somalia, Vanuatu oﬀering the
HIGHEST Payouts with monthly, biweekly
and weekly payments.

- A2P sms , P2P sms
- International sms wholesale
www.preferredtelemedia.com
contact@preferredtelemedia.com
phone number: +961 1 352 691

Send

Verify

Numbers

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

Analyse

Pay

www.messagecloud.com | sales@messagecloud.com
HQ phone:
+44 (0)3301
130 243
Telemedia_total-sms.pdf
1 13/11/2020
17:20:11

MAKE SURE
YOU CAN
BE FOUND
ADVERTISE IN THE LEADING DIRECTORY FOR
THE TELEMEDIA INDUSTRY. CONTACT JARVIS
FOR RATES ON +44 (0)7711 92 70 92
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www.total-sms.com
trading@total-sms.com

THE ORIGINAL ADULT JOB SITE!
Established in 1998, SexyJobs is the original
and most reliable resource for adult industry staffing worldwide.
Jobseekers - Post your resume for FREE!!!
Employers - Flexible job packages will fit any budget.
Accounts are easy to set up so you can start hiring immediately!
Find your Dream Job or Dream talent now at Sexyjobs.com.
Contact: www.sexyjobs.com/?cm=telemedia
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ENTERPRISERED

#BILLING

Billing solutions and media
applications in +120 countries:
3 Web billing
3 PSMS
3 PRS and IPRS
3 Full payment Platform
3 IVR Platform
3 Service numbers
3 Media Consulting

Atlas Interactive provides you with
a unique international portfolio
of Web, SMS and Voice billing
solutions.

EnterpriseRed offers tools and
support to help organisations
protect themselves from
cybersecurity threats. We provide
products and services to help
businesses identify, understand and mitigate risks from their technology,
people or processes, including specialist software solutions from
cybersecurity industry leaders, vulnerability assessments, penetration
testing, employee training and access to Managed Security Services.

Please contact our sales team
P: +44 (0) 208 779 8700
E: contact@atlasinteractivegroup.com
W: www.atlasgroup.bm

The Atlas Groups global presence
allows you to monetize your
content and internationalize your
business all over the world

Contact: sales@enterprisered.com | +44 203 371 9178
www.enterprisered.com

CFM is a rapidly growing provider
of content and commerce for
mobile operators.
Our philosophy is simple – ensure mobile
carriers give their customers amazing
content, anytime, anywhere.
We are experts in Direct Carrier
Billing and we ensure our operator
partners are utilising mobile payments
to give their access to the latest
trending content.

Digital monetization platform
2018 & 2019 Tier 1 DCB Vendor, rated by MNOs
w www.centili.com

info@contentformobile.ltd.cy

#MEDIA & MARKETING

MOBILE-FIRST
PERFORMANCE AGENCY
for carrier billing services

www.cookies.digital

advertising@cookies.digital

30

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

e marketing@centili.com

veneoverwatch.io
info@veneoverwatch.io

Graphic design, publication
design & stunning websites
Creative, efficient,
professional and just
a little bit quirky

www.wr3n.com

CORE TELECOM
#NETWORK OPERATOR

Core Telecom is the UK’s
leading provider of UK
Numbering solutions.
A fully independent
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.

A UK VOICE NETWORK
info@digital-select.com

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

kwak.

CELESTATEL
Celestatel is a leading global
provider
of International
„LINKING
TELECOMS
Premium rate numbers. We
AND
MEDIA
THROUGH
are directly interconnected
with
major voice carriers worldwide as well as most of the IPRN
INTERNATIONAL
resellers. Celestatel offers wide range of IPRN numbers worldwide
PREMIUM RATE
with various payouts from USD 0.05 up to USD 0.43 and different
SERVICES“
payment
terms from 7/7 to 30/30.

www.kwak-telecom.com
e-mail: sales@kwak-telecom.com
phone: +357
223info
18 kindly contact: sales@celestatel.com
For220
more

#TECH PROVIDER

+44 (0) 207 058 0200

ADVERTISE IN THE
LEADING DIRECTORY FOR
THE TELEMEDIA INDUSTRY.
CONTACT JARVIS
FOR RATES ON
+44 (0)7711 92 70 92


PRS/IVR & call handling

Payment & number hosting solutions

INFO@TELECOM2.NET

WWW.TELECOM2.NET

PROTECT

your reputation

OPTIMIZE

your ad spend
your best sources

www.optickssecurity.com
sales@optickssecurity.com

#CONTENT PROVIDER

WWW.SECUREMT.CO.UK

International premium rate numbers

TRACK

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

info@securemt.co.uk

VoIP, PBX outbound dialler

Antifraud solutions for VAS

NOW
ALSO IN
PAY PER
USE

Secure MT provides card
payment processing for online
and retail businesses, whether
that be for one off payments,
wallets, pay for view or
subscription services.

Call centre grade PBX for resellers

+44 (0)207 058 1000

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
n Includes exclusive IPRS features to control and
analyse real time traffic whilst preventing fraud

UK numbers

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

Lorna@text121chat.com
0844 4483121

Helen@text121chat.com
0844 4482121

MAKE SURE
YOU CAN
BE FOUND
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8.1
Where mCommerce Clicks
FREE SUBSCRIPTION

ONLINE JAN - MAR 21

THE ONLY VIRTUAL
EVENT YOU’LL EVER NEED
• Search & contact 900+ connections
• View 60+ on-demand presentations
• Research new markets & businesses
• Generate your own sales leads
• Chat with fellow mVAS professionals
Sponsors

Telemedia8point1.com

