
monetizing connected consumers
IN

 T
H

IS
 IS

SU
E

 BILLING & PAYMENTS 

The State of Ad Fraud
Increasing use of digital 
services has seen growing 
levels of fraud. Here Opticks 
kicks off our focus on fraud 
with an assessment of the 
ad fraud challenge

How Fraud Works 
Evina talks us 
through how 
modern fraud works 
on the ground – and 
how to stop it in its 
tracks

DCB & VAS Fraud 
Continuing the fraud 
focus, Paul Skeldon 
takes a look at how 
growing use of VAS and 
DCB are creating new 
fraud opportunities

>> 3
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How 5G holds the key to 
supercharging CPaaS
Alone, highly commoditised telecoms services 
such as messaging and voice are of increasingly 
low value, but bundling them together into CPaaS 
makes them very powerful – and 5G holds the key 
to them really accelerating, says Sam Barker.

Ecommerce has grown rap-
idly during lockdown, with 
shops shut and consumers 
reaching for their mobiles 
to buy everything from 
food to little treats for 
themselves it is no wonder 
that global e-commerce 
sales hit £1.8 trillion in 
2020.

And this is a market 
ripe for telemedia to tap 
into. As more people have 
started to shop online 
– for both physical and 
digital goods – new ways 
of engaging them and 
monetising that engage-
ment have emerged. Con-
versational commerce has 
been born.

And Juniper Research predicts that it 
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CORE TELECOM
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 
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channels

CELESTATEL
Celestatel is a leading global 
provider of International 
Premium rate numbers. We 
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with major voice carriers worldwide as well as most of the IPRN 
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The increasing use of telemedia to create conversational commerce could see it 
at the heart of the massive ecommerce market – but does the industry need to 
rethink billing?

is set to doing $290bn 
globally by 2025, as more 
merchants get the hang 
of linking messaging and 

engagement with pay-
ments (see panel).

That is, if only they could 
facilitate payment for 
physical goods.

The trouble with the 
ecommerce market for 
telemedia companies has 
always been that DCB is 
not able to be used in 
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most places in Europe to buy 
anything ‘real’. Across the 
lockdown, carrier billing has 
become a staple of the many 
digital services and it is recog-
nised increasingly as the on-
boarding payment tool du jour 
for everything from gaming to 
dating to education to mobility 
services.

But what if the sector could 
tap into the ecommerce mar-
ket?

Well, pioneering work by 
DIMOCO is aiming to do just 
that: to bring the quick and easy 
nature of using DCB to be able 
to buy things from ecomm sites.

The answer lies not in DCB, 
but in facilitating direct bank 
payments from ecommerce 
sites.

Practically everyone in the EU 
has a bank account, therefore, a 
bank transfer is one of the most 
common payment methods 
available and outscores credit 
card penetration by far. Working 
with PSD2 technology company 
SignD, DIMOCO has formed 

what it calls a joint Payments 
Initiation Service Provider (PISP). 
This Open Banking PISP initi-
ates and executes an instant 
payment transaction on behalf 
of an online merchant at an un-
parallel convenience and safety 
level for both online retailers 
and customers alike.

PSD2 allows regulated PISP 
to initiate payments straight 
from customers’ bank accounts, 
enabling customers to make in-
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Conversational
<< 1

stant payments directly through 
the website they are currently 
using.

The UX is unparalleled, says 
the company, with shoppers 
not only able to pay instantly 
via their bank account with-
out leaving the online shops’ 
websites, the online merchant 
can also individually brand the 
payment option.

The service is quick, slick 
and really low fraud risk, offers 

almost no chargebacks and is 
instant – with the money leaving 
the consumer’s account and 
instantly appearing in that of 
the merchant. It also is much 
cheaper for the merchant, with 
fees much lower thanks to there 
being fewer parties in the chain.

And as we all know, slick 
flows unlock more sales. This 
is perhaps exactly what the 
ecommerce industry needs 
from a payment solution and 
could well be what delivers 
many more sales to telemedia 
companies.

That aside, it also has the 
potential to radically reshape 
ecommerce. The lockdown has 
driven many more people to 
shop online, and many of these 
have had their first – and per-
haps only – experience of doing 
so through mobile.

We have already seen how 
that changes how brands, 
merchants and retailers reach 
out to consumers – the whole 
concept of RCS now hinges on 
the ability to make the mes-
sages shoppable and it is what 
is increasingly looking to attract 
everyone from WhatsApp 
to Facebook to Instagram to 
TikTok to start to make engage-
ment directly monetizable.

For digital goods and services 
– even quasi-digital things such 
as ticketing and travel – DCB 
does the trick and offers that 
quick, two-click flow that is 
needed to make things simple. 
But that isn’t possible in most 
regions for physical goods. 
A branded, single click, bank 
transfer-based payment tool 
however makes that very pos-
sible.

This brings together the 
ability to reach out to consum-
ers through OTT messaging 
and social media channels to 
engagement them where they 
are and to offer them they 
things your AI knows they want. 
And now they can pay for them 
there and then, with virtually 
no friction and with great confi-
dence. 

New drivers of conversational commerce
Juniper Research predicts that communica-
tions platforms that provide the connection 
between brands and end users will be crucial 
in increasing the adoption of conversational 
commerce channels, lifting spend to 290bn by 
2025 from $41 billion in 2021.

Its study – ‘Conversational Commerce: Mar-
ket Outlook, Emerging Opportunities & Fore-
casts 2021-2025’, highlights that the ability to 
offer conversational commerce as a component 
of an omnichannel retail strategy will increase 
confidence in the channels amongst retailers.

This enables these retailers to expand their 
reach, whilst allowing a fall back on more 
established commerce channels. 

But conversational commerce also leverages 
AI to automate retail transactions and pay-
ments through channels including chatbots, 
messaging and digital voice assistants.

The research predicts that China, Japan and 
South Korea would account for over 90% of 
chatbot spend by 2025. Messaging apps popu-
lar in these countries, such as WeChat, LINE 

and Kakao Talk, have all established chatbot 
ecosystems in which retailers play a significant 
role in the development of chatbot and con-
versational commerce functionality.

The report urges emerging conversational 
commerce channels to emulate the chatbots 
ecosystems in these countries. To maximise 
the potential of other conversational com-
merce channels, such as voice commerce and 
RCS messaging, it recommends that retailers 
and communications platforms explore the 
possibility of a revenue-sharing model, in 
which a small proportion of the transaction 
value is paid to the conversational commerce 
service provider.

Research author Sam Barker says: “Revenue-
sharing models will enable conversational 
commerce channels to monetise their services 
by levying costs on brands and enterprises, 
rather than the end users themselves. This 
revenue can be used to improve commerce 
channels to generate further investment from 
brands and enterprises.”
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5G and CPaaS
<< 1
The mobile voice market has 
always been particularly prone 
to, and driven by, technological 
disruption and innovation. Over 
the past 10 years, however, the 
mobile voice services landscape 
has been profoundly affected 
by several ground-breaking 
advances in technology. 

These include the penetra-
tion of AI and machine learning 
in communication services, the 
rise of highly customised over 
the top (OTT) mobile voice and 
messaging applications and the 
roll-out of superior connectiv-
ity modes, such as 4G LTE and, 
more recently, 5G.

As a result, mobile chan-
nels are becoming increas-
ingly important for brands and 
enterprises to connect with 
customers, with service provid-
ers emerging that look to offer 
a comprehensive platform that 
enables the management of 
this communication. 

These are CPaaS (Communi-
cations Platform-as-a-Service) 
platforms and include SMS, RCS 
(Rich Communication Services) 
and OTT messaging applica-
tions, as well as push notifica-
tion, email and voice services.

The idea is clever. The value 
of the individual services CPaaS 

offers is quite low. SMS, voice 
and OTT messaging have, for op-
erators and service providers be-
come highly commoditised and 
revenues from these services 
has stagnated despite massive 
growth in user numbers.

However, by bundling them 
together CPaaS creates a 
technology that is far better 
value than the sum of its parts. 
Indeed, we believe that the key 
to success for CPaaS platforms 
should not be measured by traf-
fic, but rather, by the number 
of communication platforms it 
can offer, and the introduction 
of chatbots, financial services, 
payment services and expan-
sion into other sectors will be 
key for CPaaS providers maxi-
mising their revenue.

SUPERCHARGED BY 5G
And all this can be super-
charged by 5G. 5G will have 
a disruptive impact on the 
telecommunications space, 
meaning that operators must 
look to new business models 
and monetisation strategies 
to maximise their return on 
investment. 

Operators will not only pro-
vide connectivity to consumers 
and enterprise mobile users, 
but will also enable a wide 

range of applications, both data 
intensive and moderate. 

The growing trend of owning 
multiple devices per user or per 
household will reshape the way 
that connections are provided 
and charged, while high data 
usage makes old pricing plans 
questionable.

As operators’ OPEX (Opera-
tional Expenditure) continues 
to rise, they are increasingly 
turning to network sharing 
agreements to reduce the TCO 
(Total Cost of Ownership). 5G is 
likely to accelerate this trend, as 
extra costs and rising customer 
expectations make it difficult for 
an individual company to match 
clients’ needs.

ARCHITECTURE AND 
MOBILITY
The next stage in the evolution 
of 5G is the development and 
roll-out of standalone 5G net-
working architecture. Indeed, 
standards for this architecture 
will bring a large number of 
benefits to operators, including 
wide network coverage, migra-
tion from vEPC (Virtual Evolved 
Packet Core) to 5G Cores and 
the evolution of VoNR (Voice 
over New Radios) and ViNV 
(Video over New Radio).

Another important trend 

in the mobile voice market is 
voice assistants. Indeed, voice-
enabled user interfaces are 
ready for mainstream adoption. 
Based on the widespread usage 
of consumer-facing tools, the 
rivalry between platform owners 
is intensifying, as more compa-
nies combine their VA (Voice 
Assistant) software with multi-
modal or hands-free hardware. 

The value chain for voice as-
sistants is rapidly expanding to 
include more and more players. 
Device OEMs (from smart-
phones, speakers and wearables 
to cars and fridges), system 
integrators, apps developers and 
cloud providers are all escalating 
efforts to provide personalised 
voice solutions for near-natural 
interactions between users and 
their electronic devices.

Despite making up less than 
10% of CPaaS revenue, we 
believe that voice services com-
prise a significant aspect of the 
overall CPaaS offering. 

Sam Barker works for Juniper 
Research

www.juniperresearch.com/
new-trending/analystxpress/
february-2021/5g-
developments-and-voice-
assistants-to-drive-mobi
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Mobile wallets are increasingly used by an ever-more 
digital population. Here DOCOMO Digital outlines what 
they are, what is driving growth and where they are 
heading – not least when they work with DCB

 BILLING & PAYMENT 

Mobile 
wallets:

the new face of 
mobile payments?

Mobile wallets have become 
increasingly popular because 
they are convenient. The 
ubiquity of the smartphone has 
been instrumental in the surge 
in use of ewallets, not only be-
cause they allow payments, but 
also because much of is being 
consumed today is consumed 
through the smartphone. The 
fact that a consumer can do all 
of it on a single device – and 
with just a few clicks – is an ad-
vantage other payment options 
struggle to match.

In China, which is the world’s 
biggest digital payments mar-
ket, digital and mobile wallets 
account for a remarkable 71% 
of the total ecommerce spend 
already. Asia in general has 
become a hotbed for payment 
innovations, in fact.

Key enablers have been read-
ily available smartphones at 

affordable prices, cutting edge 
digital infrastructure and the 
growing power and reach of 
so-called ‘super apps’, which we 
shall come to. 

WHAT DRIVES MOBILE 
WALLETS?
Regulatory initiatives, strong 
government support for the 
digital economy and infrastruc-
ture development are likely to 
continue and will continue to 
drive these markets, suggesting 
a period of sustained growth in 
the ewallet market.

In terms of demographics, 
Gen Z’s payment preferences 
are digital and social, and they 
desire greater flexibility. Con-
sumption patterns have also 
changed dramatically, with a lot 
more being spent online, be it 
for OTT content, games, e-retail 
or recurring expenses such as 

utility bills.
This subset is more willing to 

try deferent payment innovations 
and, as a result, omnichannel 
experiences that offer personali-
sation options have become very 
popular. Those digital merchants 
that have dragged their heels 
must adapt – and quickly.

WHAT KIND OF WALLETS 
ARE THERE? 
With the popularity of digital 
payments growing, a number of 
different players have entered 
the space, from banks and fin-
techs to telcos and big tech.
• Carrier-led ewallets – A 

telco-led wallet is created 
using a mobile phone number 
associated with that particular 
telecoms service provider. 
It is typically built into a SIM 
card and, once activated, can 
perform all the functions of 
any ewallet. What gives telcos 
a head start in the payment 
business is that they already 
have a large, established 
user base, most of which are 

using smartphones. Perhaps 
the best known example of a 
telco-led wallet is M-Pesa in 
Africa, which started in Kenya 
and now services 41.5 million 
customers in Congo, Egypt, 
Ghanan, Kenya, Lesotho, Mo-
zambique and Tanzania.

• Fintech ewallets – Fintechs 
have driven ewallets through 
companies such as PayPal, 
Paytm and Venmo. These are 
largely pure-play wallets that 
provide superior customer 
experience for both user and 
merchant. They have given 
traditional banks a run for 
their money and have capital-
ised well on changing consum-
ers online behaviour.

• Big tech ewallets – In the pay-
ment space, 30% of consum-
ers are using wallets from big 
tech firms, such as Apple as 
well as fintech start up big 
techs banks and ‘neobanks’. 
Neobanks are primarily digital 
banks without a physical 
presence, providing a suite 
or financial services at lower 
costs because they have no 
physical assets.

• Superapps – Superapps are 
apps that initially started out 
providing a service, such as 
ride hailing, ecommerce or 
messaging, but have morphed 
to incorporate payments 
among other digital services. 
Superapps offer consumers 
ample convenience and are a 
one-stop-shop for messaging, 
payments, loyalty and vouch-
ers all in one app. China leads 
the way with WeChat Pay and 
Alipay. Alipay is the largest 
monile payment platform in 
the world, with 1.3 billion ac-
tive users transacting $17trn a 
year as of July 2020.

BARRIERS TO GROWTH
Despite their growing popularity, 
ewallets do face some barriers 
to growth. Large unbanked and 
underbanked populations are a 
major barrier, since these con-
sumers don’t have credit cards, 
debit cards, or bank accounts to 
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link to the wallet.
Countries with high banking 

fees and charges also hinder 
their uptake.

For merchants the biggest 
challenge is how to handle mul-
tiple kinds of ewallet in a mar-
ket, along with multiple forms 
of payment options. This can be 
a particular challenge to smaller 
merchants who don’t have the 
in-house technical capability to 
make it work.

The absence of robust net-
work technology can also be 
a problem. Processing ewallet 
transactions requires seam-
less, secure, reliable and robust 
network connections for the 
rapid data transmission needed 
to authenticate and approve 
transactions. Despite networks 
improving worldwide all the 
time, this remains a significant 
challenge.

In LatAm for example, this 
problem is compounded by a 

heavy reliance on cash. In Africa, 
a lack of digital literacy is also a 
drawback, while transaction fees 
are still a barrier to merchants 
getting on board.

Across both these regions 
high banking fees and a lack of 
trust in financial institutions also 
continues to hamper the roll out 
and adoption of ewallets.

But things are changing. 
Governments in Africa are 
looking increasingly at how to 
make society more cashless 
and ewallets are likely to be a 
major beneficiary of that move. 
The Central Bank of Nigeria, for 
example, is pushing for cashless 
by reducing card fees, limiting 
ATM withdrawals, and adding a 
levy to large cash deposits. The 
National Bank of Ethiopia has 
made similar moves.

The same is being seen in the 
Middle East, where regulators 
are taking steps to grow digital 
payment services and where 

telcos are looking to diversify 
their business models to offer 
financial services.

LOOKING AHEAD
Bringing greater acceptance of 
ewallets and enabling accessibil-
ity where acceptance is already 
there are two of the factors that 
will determine the extent to 
which ewallets become part of 
everyday life.

In the meantime, the evolu-
tion of ewallets continues at 
breakneck pace. What started as 
a humble offering has become 
complex, comprehensive and, in 
some markets, pervasive.

The use case of ewallets have 
extended from the digital and 
the virtual worlds to the physi-
cal. From OTT services to super-
market shopping, and from local 
transportation fares to online 
educational courses, ewallets 
can be used to make payments 
for everything.

Strong government support 
for cashless payments and wal-
let adoption is also contributing 
heavily to supporting innova-
tion in this space, especially 
with improvements in payment 
infrastructure.

The next step could also be 
in the integration of other and 
alternative payment methods 
into wallets, including DCB. This 
could be particularly advanta-
geous to telcos that have deep 
roots in a market as it allows 
them to offer a wallet and a pay-
ment tool in one. 

DOCOMO Digital is the 
international payments 
business of NTT DOCOMO

Check out its latest report on 
wallets at www.docomodigital.
com/resource/white-paper/
the-evolution-of-the-
alternative-payment-methods-
landscape-in-2021-and-beyond/
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Ad fraud is a major multi-billion-
dollar threat to everyone in the 
digital advertising industry. Click 
farms, botnets and bad bots are 
just a few of the inventive and 
hard-to-detect methods fraud-
sters are using to plague the 
digital advertising industry with 
increasing voracity, leading to a 
combined loss of $42 million in 
wasted digital agency budgets in 
2019 alone.

Yet, tackling digital ad fraud is 
still not an overarching priority for 
digital ad agencies and market-
ers. Smaller businesses tend to 
believe that ad fraud is a problem 
affecting large enterprises and 
large enterprises alone. 

This report, however, dem-
onstrates how widespread and 
pervasive the threat of ad fraud is 
to all businesses, no matter their 
size or geographical location. 
Specifically, we’ve focused on the 
localization of ad fraud and which 
types of fraud separate regions 
were most susceptible to in 2020, 
aiming to provide stakeholders 
with an understanding of how 
best to protect their organization 
from the threat of ad fraud.

A GLOBAL PHENOMENON
Ad fraud impacts businesses and 
consumers all over the world, 
from the Americas to Southeast 
Asia. 

Additionally, digital maturity 
does not prevent ad fraud. In-
creasingly, we see fraud severely 
impacting developing digital 

Fraud is a multi-billion dollar industry that has been given 
a boost by the pandemic. Here Opticks outlines what 
ad fraud in 2021 looks like, where it is going and what it 
means for the industry
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farms) designed to defraud legiti-
mate businesses and consumers.

Ad fraud is a high-payout, low-
effort cybercrime. This makes it 
the most prevalent and incentiv-
ized cybercrime today. There is 
currently no global legislation 
covering ad fraud, which gives 
fraudsters the freedom to roam 
loose - both locally and globally.

PREDICTIONS FOR 2021
Digital ad spend will increase as a 

share of the marketing spend 
The COVID-19 pandemic has 

accelerated the digitization of 
many markets, resulting in in-
creased coverage of Direct Carrier 
Billing content. In turn, this has 
boosted e-commerce sales and 
increased the number of perfor-
mance marketing campaigns. 

Ad spend will continue its shift 
from offline to digital. B2B and 
B2C interactions have and will 
continue to be mostly digital in 

markets as well as highly mature 
ones. 

Ad fraud is carried out by orga-
nizations based anywhere in the 
world -- in many cases, fraudsters 
attack organizations that are 
located thousands of kilometers 
away from their base. Global 

fraudsters hide behind methods 
such as geo-masking (through 
residential proxies like Luminati), 
data centre traffic, localised click 
farms, and virtual botnets.

Fraudsters continue to evolve 
into complex, knowledgeable 
organizations. Currently, ad fraud 
is not generally carried out by a 
singular, simple threat actor but 
increasingly by a connection of 
several mechanisms and net-
works (such as botnets and click 

the face of COVID-19 restrictions.

AD FRAUD WILL CONTINUE 
TO RISE WORLDWIDE 
Our data shows that the impact 
of fraud grew in the second 
quarter of 2020 by around 15% 
compared to the same period in 
2019. 

We expect this steady rise of 
fraud to continue during the first 
half of 2021 while global lock-
downs and restricted mobility are 
in place worldwide.

2021 could be a year of new 
standards in digital marketing 
analytics:
• Google has announced that 

2021 will be the last year to 
allow third-party cookies, 
meaning businesses will need 
to adapt to a cookie-less world. 

• Advertisers will no longer be 
able to use unique identifiers 
to track their users, resulting 
in less available information 
on users and reduced ability to 
target specific audiences. 

• Apple’s Intelligent Tracking Pro-
tection (ITP) limits the ability 
to track users across domains, 
meaning that in some cases, 
marketers will not be able to 
use first-party cookies to track 
their audiences. 

Opticks provides ad fraud 
detection and monitoring 
solutions for leading brands and 
agencies worldwide

Check out its latest report:
https://blog.optickssecurity.
com/summary-opticks-2020-ad-
fraud-report

The state 
of ad fraud

Mobile malware
Fraudsters very often use apps to drive huge 
amounts of fraudulent traffic to marketing cam-
paigns. Most commonly, they do this via one of 
the two methods listed below: 
• App masking: Fraudsters fake the package 

name of fraudulent apps to mask their shady 
actions from marketers, tricking them into 
thinking that they are legitimate app package 
names, when they have in fact been spoofed. 

• Traffic from suspicious apps outside of Play-

store: These apps have either been banned by 
Google’s Play Store due to lack of compliance 
with Google’s advertising principles, or have 
simply never joined the marketplace to avoid 
this oversight. Traffic coming from these apps 
is an indicator of high exposure to fraud.

We’ve curated our own benchmark of mobile 
malware, which identifies the top apps or pack-
age names performing fraudulent actions. 

Ad fraud is carried out by organisations  
based anywhere in the world – often  

attacking businesses thousands of  
kilometres away from their base.
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Continuing our security theme, Paul Skeldon takes a look 
at how the confluence of carrier billing and value added 
services is not only big business for telemedia, it is also 
attracting fraudsters
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DCB and 
VAS fraud: 
the time to 
tackle it is 
now

As Direct Carrier Billing (DCB) 
and the attendant value-added 
services (VAS) that it goes with 
have proliferated during the 
lockdown, so too inevitably 
has fraud, non-compliance and 
all the other problems that go 
with mobile content services 
and billing.

While the numbers are up for 
the amount of fraud going on, 

that is pretty much a reflection 
of the fact that there are way 
more services out there and so 
way more badness happening.

In reality, there is a lot of 
good news around these ser-
vices and their compliance, as 
the latest report from Empello 
attests.

It has found that compliance 
in Western Europe markets, for 

instance, is at an all-time high. 
In the UK alone it is close to 
100% – a state of affairs that, 
just a few years ago, would 
have seemed impossible to 
imagine.

According to the study, at 
99% compliant, the UK had the 
fewest cases of fraudulent traf-
fic. On the contrary, the three 
markets with the lowest levels 
of compliance were: Saudi 
Arabia: 60% compliant; South 
Africa: 61% compliant; and 
Egypt: 76% compliant.

Compliance rates for videos, 

games and mixed content 
matched the figures for overall 
VAS compliance in 2020. VAS 
were 90% compliant across all 
markets. At 95% compliant, 
video streaming services were 
the most compliant service, 
closely followed by games at 
88% compliant and mixed con-
tent at 87%. The least compli-
ant type of VAS in 2020 were 
sweepstakes, which were only 
52% compliant.

However, sweepstakes only 
made up 1% of all global traf-
fic, and are banned in many 
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markets.
This has come to pass 

through improved regulation in 
the markets where things look 
good and, naturally, a lack of 
clear, autonomous regulation in 
the markets that haven’t been 
so successful, points out Jeremy 
Flynn from Empello in an inter-
view Telemedia8.1 (see page 
18). The UK and other success-
ful markets have managed to 
create (finally – Ed) a regulatory 
regime that seems to work and 
has pushed these services to be 
more compliant.

This has seen more main-
stream brands adopt VAS – and 
Google ads to market them 
– and DCB to charge for them in 
greater numbers, adding to the 
pressure for the industry and 
the regulator to make it work.

Also, for MNOs, it is such a 
small slice of their revenues 
that if it doesn’t work they just 
shut it down.

Conversely, elsewhere in 
the world where there is little 
autonomous regulation and 
where MNOs police it them-
selves, there are more issues. 
In these less compliant markets 
there are many, many mer-
chants and they are often self-
regulated by the MNOs.

Much of the traffic in these 
markets also comes from af-
filiates and, increasingly, from 
social media, making it harder 
still for the MNOs or anyone 
else to police what is going on. 
In the markets such as the UK 
and Belgium where compliance 
is high, the bulk of traffic comes 
from Google.

THE DCB ANGLE
While VAS attracts problematic 
traffic and services, the DCB 
element that increasingly goes 
with it is also seeing its share 
of fraud. As James Macfarlane, 
CEO of PM Connect, out-

lines the increasing use of DCB 
is leading to increasing fraud 
– and unless it is checked and 
checked soon, DCB will start to 
face all the same problems it 
has over the years whenever 
it has shown signs of a break-
through into mainstream use.

As Macfarlane points out, 
when fraud is rife, end users 
unknowingly lose money, Mo-
bile Network Operators (MNOs) 
see toxic revenue increase that 
incurs extra hidden costs and 
user churn, merchants lose 
brand reputation, aggregators 
risk market erosion and anti-
fraud companies will ultimately 
lose clients as a result of mer-
chants and MNOs suffering.

It’s a conundrum that is only 
going to become more acute as 
our sector grows. The prolifera-
tion of mobile is not stopping. 
However, unless we tackle the 
issue effectively as an eco-
system, DCB as a frictionless, 

transparent and effective pay-
ment method, may be stifled.

Macfarlane has a proposition: 
inherently, the DCB value chain 
coming together is complex 
– but ultimately if we want 
to combat fraud successfully, 
that is what we need. He has 
a wishlist: anti-fraud to be led 
by the MNO – with multiple 
certified independent anti-
fraud suppliers to choose from; 
merchants to be held account-
able for the mobile traffic they 
generate; oversight and policing 
from the regulator, with techni-
cal solutions implemented 
following close working with 
the industry; and all working 
collaboratively to provide a 
robust solution that combats 
mobile fraud.

It is increasingly essential to 
pull these things together to 
make the business work and to 
continue its upward trajectory 
– the hard work starts now. 

8.1
SPONSOR
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The new crop of mobile digital 
services has created a whole new 
world for fraudsters to operate 
in – and they have developed 
sophisticated ways to get around 
what is in place. At Evina we have 
analysed this to understand how 
they do it, so that the whole 
industry can fight it. Here is what 
we have learned.

THE LEGIT MONEY FLOW
With a legitimate user, the money 
flows through the system in the 
following way. The User sends 
money through a payment 
gateway as he or she purchases 
a product or service from a 
website. 

The payment gateway receives 
the money from the user as 
soon as they click ‘pay’ on the 
merchant website. The payment 
gateway receives a commission 
on the purchase.

The merchant receives the 
money from the payment gate-
way which has processed it on 
behalf of the merchant.

The publisher receives a per-
centage of the user’s money from 
the merchant for sending the 
customer to them.

WHO ARE THE 
FRAUDSTERS?
The fraudsters could be anyone. 
They take control of the user’s 

The rise of digital services in 
lockdown has brought many 

more customers to the table and 
seen the launch of many more 

services. It has also attracted 
fraudsters. Here exper ts from 

Evina outline how the new 
world of fraud works… and how 

to stop them
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user’s device.
With complete control over the 

user’s consent and device, the 
fraudster goes on a fraudulent 
publisher’s website and clicks on 
an ad displaying a real product.

The ad redirects the fraudster 
to a real merchant’s website, 
where he purchases a product 
or service with the user’s money, 
but without the user’s consent.

The fraudster completes the 
purchase transaction by sending 
the user’s money through a pay-

ment gateway.
The user’s money is sent, 

without his consent, to the pay-
ment gateway. The user has been 
robbed.

The payment gateway sends 
the user’s money to the merchant 
believing that they have just pro-
cessed a legitimate transaction. 
The payment gateway receives a 
commission on the payment.

The merchant, who also be-
lieves that they are dealing with 

phone in order to make pur-
chases on their behalf and make 
money by earning commission.

An app, innocently down-
loaded, the looks like a game or 
any other useful app, has hidden 
malware in it that takes control of 
the phone and will click on ads on 
the user’s behalf without them 
knowing.

The fraudsters have also set up 
a site that will display legitimate 
ads for real products from real 
merchants that its malware will 

click on. The process is almost all 
legitimate, apart from the buying 
is being done without the user’s 
consent – and the consequences 
are like a domino run.

THE FRAUDULENT 
CUSTOMER JOURNEY
Now compare that to what fraud-
sters do. The user downloads 
an app believing it is legitimate, 
however a fraudster has hidden 
malware that takes control of the 

a legitimate transaction, pays 
the publisher who has sent the 
customer through his ad space.

The fraudster earns a commis-
sion on the transaction amount 
via the fraudulent publishers 
website.

THE CONSEQUENCES
Everybody suffers the conse-
quences. The users gets his 
money stolen and complains to 
the merchant and the payment 
gateway to get his money back.  
This process isn’t simple and costs 
money to all involved. 

In some cases, the user doesn’t 
even know he has been robbed 
and other times they are not 
reimbursed.

The payment gateway needs 
to reimburse the user and in this 
process suffers brand damage.

In addition, complaint manage-
ment incurs a cost in handling the 
complaint.

The merchant loses money 
having paid a commission to 
the fraudulent publisher. The 
merchant has to reimburse the 
user and their images is also dam-
aged. 

Evina offers the highest 
cybersecurity technologies to 
the most audacious players, 
ready to conquer new markets.
www.evina.com

How 
fraudsters 
make 
money

And how to stop them
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The advertising world has had 
to react to and reflect these 
challenges in its marketing. It has 
never been more vital to look 
ahead and make sense of the 
cultural changes that will have a 
dramatic impact on businesses 
and communication.

Research by Starcom has made 
sense of these cultural chang-
es by outlining five new tensions 
that brands will need to consider 
as we progress through 2021. This 
should help brands identify their 
audiences and their wants and 
needs in the months to come.

Recovery verses revolution: 
reverting to old ways or continu-
ing with new ways of life we’ve 
established

The first tension looks at the 
conflicting short and long-term 
requirements of recovery vs. 
revolution. The pandemic has 
caused such disruption to all 
aspects of life, for many survival 
and healing is most needed. But 
for others, the pandemic has 

It has been a tumultuous year with political, environmental and social conflicts, as well 
as industry challenges, aplenty – and it has been a par ticular challenge for brands and 
businesses seeking to connect with consumers. Heather Dansie takes a look at what 
challenges that throws up for brand and business marketing
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seamless instant transactions that 
in the past would have been too 
slow for the pre-pandemic pace 
of life.

Local verses global: Lockdown 
has forced a renewed focus on lo-
cal communities and businesses

Our perceptions of space too, 
have been impacted by the pan-
demic. For the past generation, 
people have become accustomed 
to being able to travel across the 
world unhindered, and for goods 
to be able to travel to them, with 
limited hassle or delay. However, 
the impact of both the virus and 
Brexit, means how we travel and 
access the things we need, are 
being re-considered. As people 
avoid travel, COVID-19 has driven 
a surge in ‘localism’ around the 
world.

Introvert verses extrovert: Joy 
of Missing Out contrasted with 
the desperate need to escape 
back into the crowds

The pandemic has impacted 
aspirations and desires. What 

highlighted the necessity for shak-
ing up systems that have proved 
unfit for purpose and doing things 
in new, innovative ways. Pioneer-
ing brands will revolutionise their 
categories, the way they commu-
nicate with the world, the issues 
they will want to contribute to. 
Incredible achievements have 
been shown to be possible during 
unprecedented times, and so 
whilst the need for recovery and 
to self-mend is evident, it is also 
time for brands to be brave and 
brutally adapt.

Too much time verses not 
enough time: Lockdown has of-
fered us more time to spend on 
ourselves, yet we appear to be 
more stressed, not less

Time has been bent out of 
shape, perhaps never to return to 
the routines we were once used 
to. Tasks that had been conve-
niently squeezed from the day-to-
day (e.g. bread making) have now 
been reinstated as positive pas-
times. All made possible by other 

we value will always be tested in 
times of crisis. We explore this, 
through the tension between the 
Introvert vs. Extrovert, the deli-
cious (or anxious) desire to stay in 
and JOMO vs. the desperate need 
to escape back into the crowds. 
This trend highlights the personal 
needs of each individual and the 
new demands on brands to be 
able to cater to each, and both 
need states to be there when 
customers need them.

Monologue verses dialogue: 
If 2020 taught us anything it is 
perhaps that we should all listen 
more, and shout more

This tension asks us to ques-
tion whether communication 
should be reconsidered in 2021. 
Should your brand Monologue vs. 
Dialogue? If 2020 taught us any-
thing, it is perhaps that we should 
all listen more and shout more. 
Knowing how and when to listen, 
debate and engage, and when to 
turn up the volume and shout a 
brand’s belief and message loud 
and proud is a complex but essen-
tial skill this year and beyond. 

Heather Dansie is Insights 
Director at Starcom

Connecting with 
consumers in a 
turbulent year
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    FROM THE EDITOR

How telemedia became a force to be reckoned with

Paul Skeldon. editor 

This has had a massive impact 
on the value of telemedia com-
panies and M&A and partner-
ship activity has been rife in 
late 2020 and early 2021 – with 
more to come.

mGage’s work with RCS 
(see page 20) has been at the 
forefront of creating real-world 
services and can have played 
no small part in the mGage 
company being snapped up by 
cloud communications software 
provider Kaleyra.

Kaleyra is joining a growing 
throng of large CPaaS platform 
providers that are adding RCS – 
and other messaging function-
ality – to their rosters through 
acquisition as they see more 
and more consumers interact-
ing with businesses through 
these channels.

The acquisition trail is set to 

hot up still further as more 
comms companies look at 
rapidly add this functionality 
to their platforms.

It is also reflected in both 
Cookies Digital and Yeesshh 
making it in to this year’s 
FT1000 list of fastest growing 
companies.

This all goes towards the 
reshaping of the telemedia 
industry, which has increasingly 
seen its businesses become 
more core to how business and 
consumers interact with each 
other. Expect to see more M&A 
as 2021 plays out. 
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The pandemic has its upsides. 
Less congestion, less pollution, 
the death of the tie. It has also 
been a boon for digital content 
and services – something that 
has had the secondary impact 
of thrusting the telemedia 
industry into the front and 
centre of lockdown’s digital 
revolution.

Carrier billing and messag-
ing are coming together to 
tickle that consumer sweet 
spot of monetising interactive 
marketing, bringing telemedia 
even closer to the multi-trillion 
dollar ecommerce market. This 
confluence has also seen the 
birth of Communications Plat-
forms as a service (CPaaS) (see 
page 1), which along with 5G is 
reinventing what the industry 
can deliver and totally reshap-
ing the market.

8.1
EXHIBITOR
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Online businesses and cyber 
criminals actually have a lot in 
common. They both rely on un-
derstanding user behaviour to 
ply their trade; they both have 
to stay on top of technological 
change to maintain a competi-
tive advantage; and they both 
have to calculate what they 
afford to invest on the basis 
of the size of the opportunity 
before them.

All of this means that the 
supercharged growth in online 
retail through 2020 has also de-
livered an opening to fraudsters 
and other criminals seeking to 
exploit customers – and this 
fact has rarely been far from 
the headlines. Action Fraud, for 
instance, reported that over £16 
million was lost to online shop-
ping fraudsters in the first three 
months of lockdown alone. 
We’ve also seen Interpol warn 
the public about vaccine scams 
as fraudsters become increas-
ingly sophisticated. 

Navigating internet retail safe-
ly is a fast-growing challenge for 
shoppers, and businesses have 
a key role to play in helping 
them. Many brands are already 
trying to tackling the issue of 

Petter Nylander explores 
the EU’s proposal for the 
Digital Services Act and the 
implications for merchants, 
who will be responsible 
for keeping shoppers safe 
online

 REGULATION  

combat harmful and fraudulent 
content on the internet, with the 
stated aim of improving safety, 
transparency, and innovation 
for all. Currently in draft, it will 
now be handed through the 

European Council and European 
Parliament before ultimately, if 
approved, becoming law.

The DSA represents a signifi-
cant overhaul of the expecta-
tions the law currently has of 
digital businesses and will have 
huge implications for retailers. It 
will affect any company operat-
ing the EU area – regardless 
of where those businesses are 
based.

By legislating the responsi-
bilities that online retailers and 
others have when safeguarding 
customers, the act will create 

harmful content appearing on 
their websites: Apple report-
edly removed over one million 
listings for counterfeit and fake 
products in 2020, while Ama-
zon currently employs more 

than 8,000 people to remove 
counterfeit products, false list-
ings and identify intellectual 
property theft.

HERE COMES THE DSA
From the consumer’s perspec-
tive, of course, it would be better 
for these kinds of policy and ac-
tion to be universally applied in 
online selling. In December 2020, 
the European Commission sub-
mitted its proposal for the Digital 
Services Act (DSA), which may 
bring about just that change. The 
act is a wide-ranging initiative to 

new legal duties which might 
require significant operational 
changes to fulfil. With greater 
responsibility for the interac-
tions they enable falling on their 
shoulders, businesses will need 
new approaches to managing 
the content that passes through 
their systems. That’s why, even 
though the act has a long road to 
travel before it becomes law, the 
time to start discussing it is now.

WHAT TO EXPECT FROM 
THE DSA 
If they sell to European custom-
ers, UK-based retailers will be 
responsible for complying with 
new requirements around re-
moving illegal or fraudulent con-
tent, while also creating routes 
for users to securely report such 
content. 

This is going to have a monu-
mental effect on marketplaces 
in particular, as they depend on 
third party sellers to serve their 
customers. They will be held re-
sponsible for the actions of their 
sellers – and with so many sellers 
to moderate, compliance will be 
a major undertaking. 

This isn’t the first time 
regulation has shift the ground 

Digital Services Act:
What will the impact be?
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beneath retailers’ feet; the 
implementation of the GDPR a 
few years ago transformed ev-
erything from direct email mar-
keting to fundamental business 
processes like sharing data with 
logistics partners. GDPR contin-
ues to cost businesses, with the 
law firm DLA Piper reporting that 
total fines levied under the GDPR 
are still growing year-on-year. 
Retailers should be ready for a 
similar shakeup of their responsi-
bilities with the DSA. 

HOW TO PREPARE
Businesses won’t be able to get 
ready for the DSA overnight and 
the EU should give businesses 
plenty of time to prepare once 
the proposal has been passed. 
However, marketplaces can ben-
efit now from auditing how they 
are assessing third party sellers 
and protecting shoppers from 
scams and fraud.

By setting up moderation 

systems that stop fraudulent 
sellers from even making it onto 
their platforms (let alone selling 
to customers) they can enhance 
their customer experience, 
brand reputation, and ultimately 
drive business growth. Focusing 
on customer safety increases 
customer lifetime value; when a 
website is trusted as a safe shop-
ping destination, customers will 
return repeatedly.

Merchants need to be aware 
of the impact of bad actors on 
their business performance. If a 
customer is subject to fraud on a 
marketplace, they are unlikely to 
use it again – even if it was just a 
one-off bad seller. 

Driving trust in the online world 
is crucial to long term business 
health so it’s imperative retailers 
put a set of standards in place for 
what should and shouldn’t ap-
pear on their sites. 

Petter Nylander is CEO, Besedo

What do merchants think about 
the proposal for the DSA? 

We surveyed 200 digital businesses to gather insights into their 
current understanding of the act. When asked, simply, what the 
DSA is, 63% of our sample chose the most accurate definition 
on offer: that the DSA is a wide-ranging, cross-EU set of rules af-
fecting how online intermediary services must respond to illegal 
content. However, more than a third of respondents believe that 
the act is focused primarily on either social media or big tech, 
suggesting that many brands may not yet know they could be 
impacted by this proposal. 

Of our respondents, retailers have the lowest level of confi-
dence that the DSA will go far enough to protect users, with 69% 
agreeing against an average of 74%. Retailers are also cautious 
about what kinds of changes the act will require of their business, 
with just 35% reporting that they are confident that they already 
have everything they would need to comply in place.

A further worry is that although many retailers are ‘cautiously 
optimistic’ about complying with the act, only 7% have ‘no con-
cerns’ about it. Their top concerns are the cost to comply (25%), 
reputational damage from failure to comply (22%), and concerns 
over the limitations to the services they will be able to provide 
customers (19%).

Nr 1 for Micropayments
The Preferred Partner of Carriers, 
Content Providers and Media
 
• Industry leader since 1992
• Fully integrated Micropayment Platform
• Covering 120 countries with PSMS and PRS
• More than 25 exclusive IPRS terminations
• Direct bilateral agreements to secure traffic
• Unbeatable access and coverage

Contact@atlasinteractivegroup.com or www.atlasgroup.bm 

8.1
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E-sports is the next phase in online and mobile gaming – and it 
is a potential goldmine for carriers, billers and digital compa-
nies as it brings together the need for fast networks, rapid bill-
ing and provides an excellent new way to monetise advertising 
and product placement. Here Beatrice D’Ottavio gives a com-
prehensive overview of the ecosystem that’s driving this excit-
ing VAS vertical and illustrates how it’s uniquely positioned 
within both the digital entertainment and telco industry.
WITH Beatrice D’Ottavio, sales partnership director, 
Cookies Digital
www.telemedia8point1.com/session/e-sports-opportuni-
ties-for-carriers-digital-companies/

Nick Lane takes a look at Mobilesquared’s updated VAS re-
search and market forecasting across the content publishing 
market to paint the most up-to-date picture of the industry. 
A must see for all VAS and billing providers, as well as giving 
a great insight into where the content market is heading.
WITH Nick Lane, CEO, Mobilesquared
www.telemedia8point1.com/session/global-vas-research-
market-forecast-report-update-2/

Merchants are losing millions of dollars today due to fake 
visits and an unclear view of the quality of their traffic. 
Evina has rolled out a new anti-fraud solution, Traffic-
Screener, that helps digital merchants optimize their traffic 
monetization by detecting these fake visits and fraudulent 
traffic sources.
• Fake visits prevent merchants from monetizing traffic
• Fraud stats, 20% of merchants’ budgets lost to fraud
• How merchants can block fraudulent traffic sources
• How TrafficScreener can detect fake visits
• Data analytics – an insight into mobile traffic quality
• Optimize media buying and secure monetization flows 

from ads to payment
WITH Farid Taha, Evina
www.telemedia8point1.com/session/how-fake-visits-im-
pede-merchants-efforts-to-monetize-website-traffic/

True conversational payment experience that doubles response 
rates and boosts conversions directly in the messaging interface. 
This makes purchases happen faster, following a customer-
centric experience and resulting in greater conversion rates. 
The Centili-Infobip 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.
WITH Olivier Letant, COO, Centili
Jarvis Todd, CEO, Telemedia publishing
www.telemedia8point1.com/session/conversational-com-
merce-bringing-commerce-into-the-context-of-messaging-
platforms/

E-Sports: Opportunities for carriers & 
digital companies

Global VAS research and market forecast

How fake visits impede merchants’ 
efforts to monetize website traffic

Jeremy Flynn from Empello discusses the company’s 2020 
VAS/DCB Market Round-up report with Telemedia magazine 
Editor Paul Skeldon, uncovering how compliance of services 
vary across the world, why the UK and Europe lead the way 
and what we can expect in 2021.
• A look at how the UK and Belgium are seeing around +90% 

compliance
• How Middle East markets are of more concern
• How Google-generated traffic is taking over
• The rise of social media as a traffic source
• How the market will shape up in 2021 and beyond
WITH Jeremy Flynn, Empello
www.telemedia8point1.com/session/2020-international-
vas-round-up/

2020 International VAS round-up

Conversational commerce: bringing 
commerce into the context of messaging 
platforms

Where mCommerce Clicks
8.1

COMING SOON

Where mCommerce Clicks
8.1

COMING SOONWhat’s hot, what’s new… and 
what you should be checking out
The Telemedia8.1 vir tual conference and exhibition 
goes from strength to strength and has added a roster 
of new speakers and topics to its ever-growing vir tual 
library of thought-leadership, business development and 
management and country updates. Here are some of the 
new additions and highlights picked by Telemedia-news 
Editor-in-chief, Paul Skeldon.



19  Driving value added services for voice and mobile

A2P (SMS and messaging apps) allow businesses to quickly 
and effectively deliver order information, CRM and drive mar-
keting campaigns. But how do consumers feel about receiving 
these messages and which markets and user cases are driving 
A2P traffic growth?
• Exclusive briefing from MEF’s 10-country annual consumer 

survey – looking at today’s behaviours and the future po-
tential of business messaging.

• Business messaging reach – who is reading them?
• Which markets are embracing business messaging most?
• What are the recent developments between the universal 

text services and the new multimedia apps?
WITH Dario Betti, MEF
www.telemedia8point1.com/session/consumer-insights-
briefing-a2p-business-messaging/

Consumer insights briefing: A2P 
business messaging

Moderation is central to running successful, trouble free 
services across all manner of sectors. Here Anastasiia Bilous, 
COO of New Media Services outlines the complexity of mod-
eration services, which sets the necessary tone and services 
standards within which both brands and users can thrive 
in everything from gaming and gambling to life coaching to 
adult.
WITH Anastasiia Bilous, COO of New Media Services
www.telemedia8point1.com/session/digital-watchmen-
how-to-use-moderation-effectively/

Digital Watchmen: How to use moderation 
successfully

There is an ever-growing list of country updates on Teleme-
dia8.1, here are you can learn about how to do business in 
each of them from the experts. Here are some interesting 
and unusual ones to check out…

Bahrain
Kevin Drayne, SLA Digital
www.telemedia8point1.com/session/bahrain/

Bangladesh
Craig Richards, Apigate
www.telemedia8point1.com/session/bangladesh/

Botswana
Nicolas Metay, Digital Virgo
www.telemedia8point1.com/session/botswana/

Burkina Faso
Nicolas Metay, Digital Virgo
www.telemedia8point1.com/session/burkina-faso/

Egypt
Hassan Shubbar, Empello
www.telemedia8point1.com/session/egypt/

Ghana
Nicolas Metay, Digital Virgo
www.telemedia8point1.com/session/ghana/

Ivory Coast
Nicolas Metay, Digital Virgo
www.telemedia8point1.com/session/ivory-coast/

Iraq
Kevin Drayne, SLA Digital
www.telemedia8point1.com/session/iraq/

Guinea
Nicolas Metay, Digital Virgo
www.telemedia8point1.com/session/guinea/

COUNTRY UPDATES UPDATE

CPaaS services, where all the tools needed to create a digital 
monetisation programme are available as plug-and-play ser-
vices is the future of conversational commerce and engage-
ment. But how do you make it work? Zoran Vasiljev, CEO at 
Centili, outlines how it works – and how you can go from zero 
to live in just three weeks… and how to scale from there.
WITH Zoran Vasiljev, CEO, Centili
www.telemedia8point1.com/session/managing-digital-
monetisation-over-a-cloud-platform/

Managing digital monetisation over a 
cloud platform

Where mCommerce Clicks
8.1

COMING SOON

www.telemedia8point1.com
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It’s been a big quarter for RCS in the UK, with Oxfam rolling 
out DCB in RCS to drive charity donations, while network 
operator BT has announced plans to start to showcase just 
how powerful the messaging platform can be for businesses 
and EE is using it to sell Pizza. Paul Skeldon takes a look at 
the latest developments in the new face of messaging

 MESSAGING

world that is now dominated 
by engagement commerce.

According to Juniper Re-
search, the global number of 
users of RCS messaging will 
reach 3.9 billion by 2025; rising 
from 1.2 billion in 2020. More-
over, it predicts that increasing 
operator engagement in RCS 
technologies will be key to 
growing a viable rich-media 
business messaging ecosystem 
that appeals to enterprises – 
and operators need to invest 
now to reap the rewards.

However, its study, RCS Mes-
saging: Emerging Opportuni-
ties, Monetisation Strategies & 
Market Forecasts 2020-2025, 
warns that operators who fail 

tory of working with charities 
to gain much-needed public 
acceptance of the technology 
and has in no small part played 
a role in seeing DCB as some-
thing that consumers are more 
than willing to use.

Oxfam sending RCS mes-
sages are likely to introduce 
many people to RCS – probably 
without them even knowing 
that it is a new form of mes-
saging – as well as hopefully 
extending the reach of carrier 
billing still further into the 
public’s consciousness.

“With a simplified payment 
flow, a donation amount can 
be selected at the click of 
a button and added to the 
mobile bill, providing a truly 
seamless experience. This solu-
tion really is a gamechanger, 
especially at a time when so 
many charities need our sup-
port,” said Nick Millward, Vice 
President Europe at mGage. 

RCS has been long on promise 
and, to date, limited in actual 
real world examples. 

And it has much to prove. 
Dubbed SMS 2.0, it enters a 
market where OTT messaging 
services are already starting to 
streal a march on MNO mes-
saging. 
In the UK, however, charity 
Oxfam has teamed up with 
mGage to showcase how 
payments can be made direct 
from messages. 

At the same time, operator 
BT is looking to create a raft 
of showcases for RCS, help-
ing to convince businesses of 
the power and potential of 
the messaging technology in a 

to invest in RCS services will 
miss out on future emerging 
revenue streams, such as rich-
media advertising.

Now, with Oxfam and BT 
demonstrating what it can do, 
it is likely that more operators 
and, more importantly, more 
businesses will get on board.

CHARITY WITH MOBILE
Oxfam will be working with 
mGage – which pioneered 
using DCB in RCS messages to 
make them directly moneti-
sable – to make its marketing 
messages something that can 
instantly generate a payment.

The move is interesting as 
it not only marks a big step 
forward for RCS in the UK, 
bringing its use in an actual 
real-world revenue stream on 
step closer, but also sees the 
charity sector being a pioneer 
of a new way to pay.

Carrier billing has a long his-

RCS: Some real 
world examples
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“RCS payments provide the 
ultimate convenience and an 
appealing experience for cus-
tomers, who increasingly want 
organisations to contact them 
via mobile messaging. With 
more than 1.31 billion mobile 
payment users expected by 
2023, it is a service that is 
soaring in popularity.”

Additionally, the service’s 
Verified Sender feature offers 
absolute peace of mind and 
builds trust between both 
charities and supporters. Ac-
companied by branding, users 
can be assured that a message 
sent to them is legitimate, pro-
tecting against fraud and the 
reputation of the sender. 

“We are engaging with our 
supporters in a completely 
new way thanks to this innova-
tive rich messaging channel, 
which allows for more choice 
and tailored, flexible content 
embedded directly into mobile 

figuration, calendar integration 
and embedded video.

Infobip has also signed an 
agreement with BT to offer 
access to RCS Business Mes-
saging on EE, the number one 
network in the UK, to busi-
nesses in the UK and beyond. 
Businesses like Papa John’s 
have already seen the benefits 
of RCS Business Messaging, 
having run a three-day cam-
paign over the EE network via 
Infobip, in collaboration with 
Google RCS Business Messag-
ing for a vegan pizza offer. The 
fully customisable branding 
provided an app-like experi-
ence for customers.

Chris Pozzi, Partnership 
Growth Manager, Operator 
Partnerships, Infobip, com-
ments: “RCS isn’t a new term, 
but the consensus from many 
industry experts is that now is 
the turning point for it to move 
from an experimental feature, 

to one of the most exciting 
forms of communication. 

You can use it to converse 
with a customer as you would 
do a contact on a messaging 
app, link through to maps, 
videos, special offers – even 
manage payment – all from 
the comfort and security of 
the SMS inbox, which we know 
has one of the highest open 
rates.”

Robert Jones, Head of Mes-
saging at BT’s Enterprise unit, 
says: “We’re really excited by 
the possibilities of RCS, and 
want to equip our sales teams 
and business clients with the 
tools to visualise how it can 
be used in the real world. This 
unique RCS Business Messag-
ing agent created by Infobip 
enabled us to do just that, 
allowing us to quickly dem-
onstrate to customers the 
creative possibilities of the 
platform.” 

messages,” says Drew Hickling, 
Supplier Relationship Manager, 
at Oxfam GB. “Working with 
mGage we have created an 
RCS and Mobile Billing flow 
that provides a simple and 
seamless experience for our 
supporters with increased lev-
els of potential engagement.”

BT SHOWCASES RCS
BT is similarly looking to push 
RCS to business users, teaming 
up with Infobip to showcase 
key benefits of RCS Business 
Messaging to more business 
customers across the UK 
through a busines flow demon-
strator.

BT employees and poten-
tial customers can text an 
SMS short code (88440 in the 
UK) to explore all key elements 
of RCS Business Messaging – 
for example real time con-
firmations, carousel product 
suggestions, Google Maps con-

info@contentformobile.ltd.cy

CFM connects mobile carriers with the world’s leading gaming brands. With our safe and secure 
direct carrier billing platform, we enable seamless payments for exceptional content.

8.1
EXHIBITOR
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How do you prove marketing activity warrants its cost? Unbiased, attributed data paves the 
path to confident investments for digital marketers. Here Samantha Sherer  takes a look at 
how data is driving digital marketing and looks at how it has worked for fashion and lifestyle 
brand Ted Baker

 MARKETING & PROMOTION

The data route to 
perfect marketing
And how it worked for Ted Baker

fidence fluctuates wildly from 
week to week and ad budgets 
are slashed.

What this year has demon-
strated to marketers more than 
ever is knowing how effective 
your ad spend has been is 
vital, or in other words: ‘Is this 
marketing activity worthy of its 
investment?’ 

This is the most common 

question digital marketers and 
brands have had to ask them-
selves – not only in 2020 but 
across the board - when trying 
to determine how to spend 
their next pound for greatest 
impact on their bottom line. It’s 
also the most common ques-
tion posed to revenue drivers 

With 2020 behind us, we can 
finally take a breath and look 
at how things have evolved in 
the digital ad industry following 
the onset of COVID-19. And it 
goes without saying, it’s been 
tumultuous around the globe 
and in the UK.

Global GDP dropped by more 
than 4% in 2020, with the 
world’s economy expected to 
be some $4tn smaller by 2022 
because of the virus, accord-
ing to the OECD. In the UK, we 
witnessed our biggest ever 
recorded fall in ad spend in Q2 
2020 to -50.7%, exceeding the 
drop seen in the immediate 
aftermath of the 2008 financial 
crash. 

Major retails such as Marks 
and Spencer posted a profit 
loss for the first time in 94 
years in its H1 results, with 
industry bellwether John Lewis 
announcing more of its stores 
would not reopen post-lock-
down.

It’s been a bumpy road to 
2021. 

Through it all, digital market-
ers have attempted to navigate 
through the fog - making deci-
sions around where to invest 
their marketing budget on 
the fly as chaos reigns around 
them.

It’s been difficult, not helped 
by constantly changing condi-
tions in which supply chains 
are disrupted, local lockdown 
restrictions are enforced with 
little notice and consumer con-

– like mass media publica-
tions, voucher code sites and 
influencers - clamoring for the 
investment.  

So how do you prove value? 
With transparent, unbiased 
data.  

Presently, the greatest data 
sources that digital marketers 
use are from Google, Facebook, 
Amazon and similar gatekeep-

ers. Aside from any issues of 
confirmation bias, access to 
transparent data is crucial when 
looking to truly understand 
how consumers are behaving.

There are simply too many 
touchpoints and unique jour-
neys occurring to continue to 
plan and deploy media budgets 

using linear tracking models 
like last click. However, access 
to this level of data has been 
a prohibitive cost for most 
advertisers.

As businesses continue to re-
boot their marketing efforts in 
2021 and are forced to relearn 
their internal marketing blends, 
accessing honest, transparent, 
attributed data is essential. 
Affordable access to granular 
customer data has been made 
available to offline marketers 
for decades; now it is time for 
digital marketers to try to lever-
age the same.  

Fortunately, there is hope. 
Unbiased, transparent data is 

becoming more readily avail-
able online. And the results for 
why this data is critical for ef-
fective marketing strategies so 
brands can achieve the great-
est return on ad spend (ROAS) 
speak for themselves. 

HOW IT WORKED IN STYLE 
FOR TED BAKER
Let’s examine one such retailer. 
Ted Baker – a global lifestyle 
brand that offers menswear, 
womenswear, accessories 
(and everything in between) 
– was keen to understand the 
entire journey of its consum-
ers and the contribution of its 
individual partners to smartly 
allocate budget to those provid-
ing the most value.  

Operating a UK advertiser 
programme on leading affiliate 
marketing platform Awin, the re-
tailer jumped at the opportunity 
to leverage Awin’s agnostic and 
proprietary multi-channel attri-
bution technology SingleView to 
not only measure the contribu-
tion of its affiliate partners but 
all media driving revenue. 

Multi-channel data from 
SingleView afforded Ted Baker 
a granular understanding of 
all touchpoints in a consumer 
journey including for each 
individual partner on the Awin 
network - something Ted Baker 
was not able to gain insight on 
previously.  
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publisher ESBconnect demon-
strated a great ability to drive 
new purchase decisions, with 
70% of all revenue coming via 
‘incremental’ marketing efforts 
(or when the end user experi-
ences a gradual increase in 
advertising and product expo-
sure over a period of time) and 
was one of the highest revenue 
converters. Ted Baker would 
not have realised the true value 
of this partner without the data 
– ultimately giving the brand 
the confidence it needed to in-
vest further placement budget 
with ESBconnect, yielding in a 
+445% year-on-year revenue 
hike as a result.  

All in all, with the unbi-
ased attribution data from 
SingleView, Ted Baker could 
look above and beyond tra-
ditional, siloed information 
provided by different marketing 
mediums and conduct a holistic 
analysis of marketing activity 

For example, when looking at 
content partners, the unbiased 
attribution data showed wom-
en’s fashion site Marie Claire 
delivered a significant increase 
in Ted Baker’s average order 
value (AOV) with its involve-
ment, leading to a 9% higher 
AOV when in the sales jour-
ney - also delivering one of the 
strongest returns on investment 
on the programme. Additionally, 
it defined Marie Claire as one of 
the most cost-effective partners 
that influenced considerably 
higher spend when involved in 
the customer journey. Following 
this insight, further investment 
was funneled into working more 
collaboratively with Marie Claire 
and consequently, the editorial 
house drove +195% revenue 
year-on-year for the brand. 

Transparent, robust data also 
afforded Ted Baker insights 
that lead to investing outside 
of ‘traditional’ partners. Email 

to determine where to smartly 
invest its budget for maximum 
impact. 

As Ester Rodriguez, Ted 
Baker’s Digital Marketing 
Manager, and Olivia Deith, the 
brand’s Senior Affiliate Execu-
tive, explained: “SingleView has 
been instrumental in navigating 
through the toughest peak pe-
riod to date, providing data that 
has allowed us to make strate-
gic decisions regarding budgets 
and placements through look-
ing at publisher value beyond 
the last click.”

This is merely one example, 
there are countless others. 

Ultimately, what Ted Baker 
was able to achieve with unbi-
ased attributed data - and this 
article aims to demonstrate 
- is the power of connecting 
the dots of digital marketing 
efforts. That sentiment applies 
from the very macro level of a 
business, in terms of removing 

departmental silos and estab-
lishing a common view across 
channels, down to the micro 
levels that involve scrutinising 
the value of individual partner 
types, partners themselves and 
the activity they are undertak-
ing.

By exploring the value of the 
specific touchpoints where 
consumers are interacting with 
marketing exposure and under-
standing how these interactions 
connect to broader results, digi-
tal marketers can get a much 
firmer grasp of what is working.

And as we head into the sec-
ond half of 2021, with robust, 
transparent data, digital mar-
keters can not only confidently 
investment in their marketing 
activity for the rest of the year 
but for many years to come. 

Samantha Sherer is Group 
Marketing Manager at Awin
www.Awin.com

ARE YOU AN ADVERTISER?
GET IN TOUCH WITH US 

ARE YOU A PUBLISHER?
JOIN OUR NETWORK

MOBILE-FIRST
PERFORMANCE AGENCY 

www.cookies.digital
advertising@cookies.digital
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Games dominate the mobile app business, with consumers spending $100bn of the total $143bn on apps in 2020 on games. 
In other words, for every dollar spent on iOS and Google Play, games took 70 cents. Paul Skeldon takes a look at how 
games have come to dominate and takes a look at some of the tech coming down the pipe

 MEDIA & CONTENT

Mobile gaming: the killer app of apps?

Without doubt, the standout 
game of 2020 was Among Us. It 
was the #1 casual title of 2020 
by downloads and #3 by average 
monthly active users.

Among Us performed mod-
estly until it was adopted by 
key influencers on the gaming 
TV channel Twitch in July 2020. 
Shortly after, the game enjoyed 
a huge spike. According to 
our research it had about 295 
million monthly active users in 
October 2020.

As a result, Among Us domi-
nated our breakout games chart 
in 2020. By downloads, it was 
the #1 game by year-over-year 
growth in downloads  in Argen-
tina, Canada, US, Mexico, Austra-
lia, South Korea and the UK.

The number one title in the 
core gaming market for consum-
er spend was Honour of Kings, 
a multiplayer role-playing battle 

Mexico and US.
Roblox is more like a platform 

than a single game. Players can 
meet and socialise and then 
choose to play a vast range of 
games-within-a-game. They can 
also create their own games – 
using the creation engine Roblox 
Studio – and receive a cut of any 
profits. In fact, Roblox estimated 
that players earned a collec-
tive $250 million in 2020.The 
company is now preparing for 
an IPO with a valuation of up to 
$30 billion.

Lexi Sydow, Senior Mar-
ket Insights Manager at App 
Annie comments: “80 billion 
games were downloaded in 
2020, outpacing overall down-
load growth by 2.5x. Annual 
app store consumer spend in 
games topped $100 billion, 
and accounted for 7 of every 
10 dollars spent across the 

According to  App Annie, gaming 
also dominated the market in 
terms of downloads, although 
not to the same extent. 36% 
of all mobile app downloads in 
2020 were games – that’s 80 
billion downloads out of 218 
billion overall.

In 2020, users spent 296 bil-
lion hours playing mobile games, 
a 35% increase on 2019’s 222 
billion hours.

App Annie estimates that 
more than $120 billion will be 
spent on mobile gaming this 
year (up 20% from 2020). That’s 
50% bigger than the console, 
PC, Mac, and handheld sectors 
combined.

CORE VERSES CASUAL 
The mobile games market is 
home to two quite distinct 
genres of game. Casual titles, 
which tend to be largely free 
to download and monetize 
through ads. These games are 
‘snacked on’ by a vast user base 
of casual players.

‘Core’ games are far more 
likely to monetize through 
in-app purchases as part of the 
core gameplay loop. They attract 
a more committed user base, 
typically playing for much longer 
session times.

Casual games led the way 
in terms of downloads. They 
comprise 78% of all game down-
loads, against 20% for ‘core’ 
games and 2% for Casino.

Conversely, core gamers 
generate 66% of total revenue. 
That is two thirds of revenue 
from titles that accounted for 
just a fifth of all downloads. This 
compares to 23% of revenue 
from casual games and 11% 
from casino games.

Core players also contribute 
55% of all time spent on mobile 
games.

title made by China’s Tencent. 
As a core game, it leverages stra-
tegic gameplay mechanics like 
leader boards and social assets 
and monetisation features like 
battle pass and consumables to 
drive stickiness,.

Pokémon GO also had an 
excellent year, finishing second 
by consumer spend in the core 
games chart. This was quite 
an achievement given that the 
game is typically played by walk-
ing around outside — not easy 
in a year of lockdowns.

However, US developer 
Niantic moved quickly to give 
players ways to collect Pokémon 
without having to travel.

Another outstanding games 
performer in terms of time 
spent was Roblox. It topped the 
‘breakout games’ chart for play-
ing hours in Germany, Russia, 
UK, South Korea, Brazil, Canada, 
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app stores. Strategic collabora-
tions with popular musicians in 
battle royale games significantly 
boosted user acquisition efforts 
by providing virtual concerts in a 
year largely without live music. 
Advertising remained a strong 
avenue for monetization of 
mobile games in 2020 despite a 
softening of demand in the ad-
vertising industry overall. In fact, 
mobile ads helped bolster the 
ad industry overall in 2020, and 
gaming was a major contribu-
tor. Fullscreen and rewarded 
ads contributed 80% of gaming 
revenue on MoPub’s Exchange. 
User engagement with game ads 
reach the highest levels seen yet 
with impressions per daily active 
users up 51% year over year 
on ironSource’s ad mediation 
platform. More consumers than 
ever before are gamers;  seek-
ing entertainment, connection 
and fun while socially distant in 
2020.” 

3 technologies in mobile gaming to lookout for
Gaming has gone mobile, but what other tech 
can we expect to see and what can it deliver?
VIRTUAL REALITY
In VR gaming, players get to jump into an im-
mersive experience of the game world through 
the use of a VR device worn over their heads. 
VR in mobile is already a thing, although the 
selection of apps and games for it is very lim-
ited. For one, Google released an affordable 
VR mobile gear called the Google Cardboard.

There are also VR games available through 
the Google Play Store, although we are still far 
from achieving ultra-realistic quality of gaming 
for mobile phones (see page 26).

AUGMENTED REALITY
If VR is “living” in the world of the game, AR is 
all about bringing the world of the game to the 
real world. One of the most relatable examples 
of this is Pokémon Go, which allows players 
to hunt and “catch” Pokémon located in real 
world locations. While these Pokémon are not 
real, tangible beings (yet), they are presented 
within the environment through AR. 

BITCOIN CASINOS
Even online gambling sites and apps have 
started to embrace cryptocurrency.  A Bitcoin 
casino features games that are no different 
from the usual online casino. What makes it 
special is that it offers better customer privacy 
and anonymity, with the use of cryptocurrency 
as a form of payment.

CLOUD GAMING TECHNOLOGY
While there is already a huge selection of mo-
bile games with eye-popping graphics compa-
rable to a PC or console game, mobile gamers 
still look for specific titles that are exclusively 
available outside of mobile for now. Cloud 
gaming technology can solve this problem. 
With cloud gaming, gamers can access a PC or 
console game remotely through the server of a 
service provider and be able to play it through 
their mobile device, or another computer. 
Although it already exists, there are still prob-
lems that need to be ironed out, such as the 
issue of input lag.

You need to speak to us!

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

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

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

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

Problems? 

Problems with AIT’s?
Problems with payments?

Problems with your current provider?
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Gaming is the run away app success story of the lockdown, but even it is getting a make-over, as new technologies come to 
bear on it. Paul Skeldon takes a look at just how gaming is evolving and how vir tual reality and 5G are making it something 
to truly immerse yourself in

lion will be spent on mobile 
gaming this year (up 20% from 
2020). That’s 50% bigger than 
the console, PC, Mac, and 
handheld sectors combined.

This interest in gaming – not 
least the amount of money us-
ers are prepared to spend on 
it – has driven the deployment 
of new tech in gaming to run 
a phenomenal rate. Gaming is 
becoming an immersive expe-

rience and one that can 
be overlayed onto 

the real world, 
and as a result 
we are seeing 
the roll out of 
more aug-
mented and 
virtual reality 
(AR and VR) 
games and 

A year after the world went 
into lockdown and the land-
scape within telemedia looks 
very different. It is now accept-
ed wisdom that the companies 
servicing the sector have been 
propelled into the mainstream 
as locked down consumers 
turn to their phones for com-
pany, comfort and commerce. 
What is becoming more appar-
ent 12 months in is that the 
services people are using are 
also dramatically changing too.

VIRTUAL GAMES
For example, games, while al-
ready a massive entertainment 
sector in the digital economy, 
are seeing a distinct shift in 
where they are played and 
how they are paid. Likewise, 
digital and mobile payments 
have long been popular: 
now they are pretty much 
the only game in town 
when it comes to 
pay-
ing 
for 

things both in the real world 
and in the digital realm.

Gaming is now a mobile-first 
activity, with the raft of new 
gamers that have started play-
ing during lockdown largely 
doing so on their existing de-
vices. According to App Annie, 
games dominate the mobile 
app business, with consum-
ers spending $100bn of the 
total $143bn on apps in 2020 
on games. In other 
words, for every 
dollar spent 
on iOS and 
Google Play, 
games took 
70 cents.

App Annie 
estimates 
that more 

than $120 
bil-

games tech on mobile.
AR pioneer Blippar has 

secured $5m in Series A fund-
ing to continue the roll out of 
its mobile AR overlay tech into 
the gaming – and other – sec-
tors and, Sam Media also has 
won a Meffy for its virtual real-
ity tech that effectively creates 
an off-the-shelf virtual reality 
content solution for anyone.

GAMIFICATION
This upgrade to gaming isn’t 
just about games, however. A 
generation of users has grown 
up with mobile and gaming 
and are increasingly looking 
for their interaction with the 
world and with brands and 
businesses to be not only done 

through mobile, but to 
be gamified to boot.

With so many 
eyeballs looking for 

the ultimate inter-

 PLATFORMS & TECHNOLOGY

The virtual world becomes 
a commercial reality
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is possible with 5G and a little 
imagination.

And it is big business. Ac-
cording to Futuresource 
Consulting, 2020 saw unprec-
edented growth in mobile PC 
demand to the K-12 educa-

tional tech market, with global 
demand expanding by 69% 
over 2019 to reach 51 million 
units.  Furthermore, demand 
increased by 209% year-on-
year during calendar Q4, with 
shipments of 16.5 million units 
during the closing months of 
the year.

Similarly, all this is impacting 
digital payments, with Juni-
per Research predicting that 
revenue from tokenisation 

active, gamified engagement 
experience with brands and 
businesses, brands are looking 
at how to create some really 
interesting interaction services.

While we are currently 
seeing the roll out of RCS and 
other rich messaging services 
to aid interaction between cus-
tomers and brands, the next 
big thing is going to be some 
combination of AR, VR, rich 
messaging and gamification 
propelling customer interac-
tion and services.

With 5G making anything 
possible, it won’t be long 
before we see some really 
interesting combinations of 
AR, chatbots and gaming in the 
customer service and experi-
ence space.

NEW SERVICES
While these established cat-
egories have developed, so too 
have a range of new ones. In 

the news this month education 
and transport are both getting 
the telemedia treatment, again 
shifted in importance by the 
changing habits wrought by 
the pandemic – and again 5G 
is the key.

In Scotland, BT is working 
with North Lanarkshire Coun-
cil to create immersive virtual 
classroom experiences, bring-
ing the web to education in a 
way that creates a truly new 
experience. 

While many children have 
been learning from home for 
nearly a year with poorly-con-
ducted zoom approximations 
of their classroom sessions, 
this project shows just what 

provisioning and management 
in mobile payments will exceed 
$53bn in 2025, from $18bn in 
2020.

All this adds up to some big 
changes in a very short time. 
5G is pretty new, but already 
the opportunities it can deliver 
are starting to be exploited. 

And much of that is starting 
to revolve around AR and VR 
and how these overlays on re-
ality can enhance all the things 
that value added services 
already deliver.

It is early days, but 2020 has 
accelerated the interest and 
deployment of these It is early 
days, but 2020 has accelerated 
the interest and deployment of 
these technologies.

With 2021 likely to be 
fraught with similar disrup-
tions it will be interesting to 
see just how advanced all this 
becomes in the coming 12 
months. 

 PLATFORMS & TECHNOLOGY

In Scotland, BT is working with local councils to 
create immersive vir tiual classroom 

experiences, bringing the web to education in a 
way that creates a truly new experience
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EdTech is becoming a vital part of the the technology mix and how it is delivered and 
how it works with existing education methods is going to be key to its success. Hartmut 
Kulessa takes a look at how universities need to embrace technology to meet the new 
needs of students

 MEDIA & CONTENT

students and their spending 
power, alongside the desire of 
Gen Z for more flexible learning 
was driving change.

According to the World 
Economic Forum, global edtech 
investments reached US$18.66 
billion in 2019 and the overall 
market for online education 

For many universities and 
higher education institutions 
across Europe the implementa-
tion and refinement of digital 
learning, as an enhancement to 
traditional face-to-face teach-
ing, was already high on the 
agenda for 2020. The oppor-
tunity to attract international 

was projected to reach $350 
billion by 2025.

However, the lockdown of 
society and the closure of cam-
puses to protect against the 
pandemic has rapidly acceler-
ated this process. The roughly 
2700 higher education institu-
tions across Europe have had to 

adapt quickly to find a way to 
support the 20 million students 
that could no longer study 
and socialise on campus in the 
same way as before.

“The pandemic is speeding 
up changes in a tremendous 
way,” says Bert van der Zwaan, 
former rector of Utrecht 
University in the Netherlands, 
and author of Higher Educa-
tion in 2040: A Global Ap-
proach (2017), in an article for 
the Nature Research Journal. 

The journal states that coro-
navirus is forcing universities to 
face long-standing challenges in 
higher education, such as rap-
idly rising tuition fees and the 
perception of elitism. As they 
address these challenges, the 
financial sutuation is also dire 
with revenue from internation-
al students plummeting as they 
remain at home and endow-
ment fund returns shrinking as 
investment markets drop in the 
face of recession.

As it has become clear that 
the challenges of social distanc-
ing look set to remain for the 
foreseeable future, the rush to 
provide temporary solutions 
has now turned to thoughts on 
how to make blended learning 
a permanent transition and the 
need to put in place a cultural 
and technological infrastructure 
to encourage and support it.

THE POWER OF ONLINE 
LEARNING
The technology for online and 
blended learning already exists 
and is well proven. For those 
who do have access to the right 
technology, there is evidence 
that learning online can be 
more effective in a number of 
ways. 

Research shows that on 
average, students retain 25-
60% more material when 
learning online compared to 
only 8-10% in a classroom. This 
is mostly due to the students 
being able to learn faster 
online; e-learning requires 40-
60% less time to learn than in 

How governments are fuelling elearning
COVID-19 has been the catalyst to a sea change 
in the use of technology within schools as lock 
downs, distance and hybrid learning have be-
come part of everyday life.

This has kickstarted an unprecedented level 
of government investment in countries as 
diverse as the US, the UK, Peru and Kazakhstan, 
as well as being the accelerant behind the GIGA 
project in Japan, which concentrated five years 
of planned investment activity into less than 12 
months.

Consequently, according to Futuresource 
Consulting, 2020 saw unprecedented growth 
in mobile PC demand to the K-12 market, with 
global demand expanding by 69% over 2019 to 
reach 51 million units.  Furthermore, demand 
increased by 209% year-on-year during calen-
dar Q4, with shipments of 16.5 million units 
during the closing months of the year.

2020 also saw a shift in OS share with Chrome 
capturing global leadership, with a share of 
44% over the calendar year driven by strong 
Chromebook demand in the USA and Japan. 
Windows held a 32% share of global shipments.

“The year has also been characterised by 
supply chain issues, both in terms of device 

assembly capacity and component parts. This, 
combined with continued ramp up in demand, 
has resulted in lengthening delivery times and 
the build-up of a large backlog of orders which 
extends well into 2021,” commented Michael 
Boreham, Senior Consultant at Futuresource 
Consulting.

“With demand outstripping supply and deliv-
ery times elongated, some schools are electing 
to keep older devices in use much longer to 
ensure students have access to a device. The 
whole supply chain has been strained like never 
before. In addition, the adoption of mobile 
PC’s has fuelled rapid uptake in G-Suite/Google 
Classroom and Microsoft 365,” added Boreham.

Additionally, the roll out of devices has also 
highlighted a number of issues, notably around 
student connectivity. In the short term this has 
been resolved by a range of initiatives, such as 
shipping devices with dongles or mobile hot 
spots. However, 2021 will begin to see OEM’s 
roll out LTE based devices for the K-12 market.

Furthermore, the rapid wave of technology 
adoption highlights a continued requirement 
for investment in teacher training to best utilise 
technology in remote learning.

The opportunities of 
blended learning

Yearning for learning
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Sales Management and Indus-
trial Marketing at the univer-
sity. “On the other hand, we 
believed that students would 
prefer online learning instead 
of classroom courses but in fact 
this was an over simplification. 
The vast majority of our stu-
dents like the flexibility of being 
able to study when they wish, 
including those in full-time, and 
prefer a blend of digital and 
face-to-face learning.”

This anecdotal evidence is 
supported by research from 
Unite Students in the UK where 
students suggested a variety 
of different methods were 
needed to meet their diverse 
needs. However, this doesn’t 
mean that digital learning was 
rejected. In fact the qualitative 
research showed that appli-
cants wanted their university 
to offer a strong digital option, 
though they expect it to be well 
designed and intuitive and they 

a traditional classroom setting 
because students can learn 
at their own pace, going back 
and re-reading, skipping, or ac-
celerating through concepts as 
they wish.

THE HUMAN FACTOR
But for higher education institu-
tions, choosing the right system 
alongside recognising the other 
challenges, such as gaining 
staff and student buy-in and 
participation, is still a challeng-
ing journey.

Although digital learning was 
being discussed at Dusseldorf 
University of Applied Scienc-
es before the pandemic, there 
was still cultural resistance and 
the process was moving slowly.

“I think there was a fear 
from some University teachers 
that they would somehow be 
replaced by technology,” said 
Professor Dr Kati Lang, who 
teaches International Technical 

may become frustrated if that’s 
not the case. Moreover, 44% 
of students use apps indepen-
dently to help them to study.

CHOOSING THE RIGHT 
LEARNING TECHNOLOGY
So, what does the ideal learn-
ing solution look like in the 
newly adjusted environment? 
According to Sanjay Sarma, the 
vice-president for open learning 
at The Massachusetts Institute 
of Technology in Cambridge, 
the use of widely adopted 
virtual meeting technology isn’t 
the answer. “Zoom university 
isn’t proper online learning,” 
he says. Sarma hopes that as 
universities resume in-person 
classes, the experience will 
be radically different — with 
instructors distributing video 
lectures early, and focusing 
in-person time on interacting 
with students to ensure that 
they understand the concepts 

being taught. “We don’t want 
to waste our proximity on one-
way stuff,” he says. “It has to be 
two-way learning.”

Professor Lang expands on 
this point: “The delivery of 
theory works well in a video 
lecture or lesson format online 
but it’s important to enable the 
interaction with the students in 
a different way. When you are 
present in the classroom with 
the students, you can see by 
their reactions whether they 
understand a concept. 

“You can bring it to life for 
them further with discussion 
and by sharing personal experi-
ences and examples. When 
they are at a distance, we have 
to find new ways to make that 
happen.”  

Hartmut Kulessa, European 
Marketing Manager at 
Panasonic Visual System 
Solutions
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Kevin Billings explores how 
CSPs can leverage networks 
to grow and thrive in 2021

COVID-19 has undoubtedly 
transformed the communica-
tions sector in multiple ways. 
As more people have shifted to 
working from home, broadband 
has served as the backbone 
of businesses and consumers 
throughout the year. 

However, the pandemic has 
also revealed major weak links 
in CSPs’ ability to meet custom-
er demands. As the transition 
out of lockdown begins, what 
then lies ahead for the Telco 
industry, and what new trends 
are likely to appear? 

NETWORK-AS-A-
PLATFORM WILL BE KEY 
FOR GROWTH
5G was originally met with great 
fanfare, but, so far, the technol-
ogy is yet to deliver the returns 
CSPs were expecting to justify 
the considerable financial com-
mitment made. This year, the 
‘Network-as-a-Platform’ style 
of service will come to the fore, 
as 5G will become an enabler 
for emerging IoT (Internet of 
Things) services and other 
enterprise solutions. Network-
as-a-service will also be a critical 
area of growth for CSPs, with a 
roadmap going up to dedicated 
5G network slices for specialised 

 TELECOMS & NETWORK OPERATORS

How CSPs can thrive 
in 2021 by investing in 
reliable connectivity 

requirements offered as a ser-
vice. By adopting this strategy, 
CSPs can keep up with OTT 
competitors whose aim it is to 
dominate the market. 

STREAMING GETS 
SERIOUS 
Streaming has increased rapidly 
since 2020. Looking at the differ-
ent platforms, YouTube alone is 
gaining more than 2 billion users 
on a monthly basis. In North 
America, the popularity of gam-
ing and esports has skyrocketed, 
and this will soon be the case in 
Europe. In response, CSPs will 
need to supply strong connectiv-
ity and low latency internet for 
audiences that depend on these 
features to stream content. The 
use of edge computing with 5G 
will be the predominant strategy 
to achieve this. Also, Telcos will 
begin to collaborate with estab-
lished cloud providers such as 
Google Cloud and AWS, which 
will make it easier for them to 
move their services to the edge 
to facilitate high-performance 
gaming. 

BUDGETING FOR A SPEEDY 
INTERNET SERVICE
The influx of remote workers 
has placed a huge strain on 
providers to ensure top internet 
speed is supplied to their cus-
tomers, especially in areas that 
never even needed it before. As 

speed and quality of broadband 
are equally important to ensure 
the enterprise is properly 
catered for, CSPs will direct 
their efforts to delivering an 
improved internet experience. 
On the other hand, the process 
of launching the infrastructure 
that is needed to support this is 
both costly and time consum-
ing. For this trend to be funded 
throughout the year, the rate 
of M&As amongst CSPs is set 
to increase where organisa-
tions will merge their different 
services. We are already seeing 
this happening with the O2 and 
Virgin merger.

It is also likely that CSPs will 
spin-off network-related infra-
structure into a separate entity, 
thus imitating how Vodafone 
has monetised its tower assets 
with Vantage Towers. This could 
provide the access needed 
to unlock funds to upgrade 
networks and to expand, whilst 
also managing shareholder divi-
dend commitments in tandem.

TELCOS RETAIL WILL 
OPERATE IN THE DIGITAL 
REALM
Even though the rate of Telco 
store closures was gathering 
pace before COVID-19 oc-
curred, the pandemic defi-
nitely further accelerated this 
activity. For example, Carphone 
Warehouse had to permanently 

close 531 of its stores in 2020 
which unfortunately caused 
around 2,900 employees to lose 
their jobs.

The question of whether the 
closure of stores will continue 
to gather pace in 2021 depends 
on how well Telcos providers can 
pivot in the face of adversity and 
how well they can develop the 
use of self-service technology to 
serve customers remotely. 

UNLIMITED 5G DATA FOR 
ALL 
Until now it has been common 
practise to prioritise unlimited 
5G data for high paying custom-
ers. But, this year, more people 
will be granted access to un-
limited data models in a format 
similar to how customer pay for 
home broadband. This change 
will be brought about by the 
heightened number of digital 
products and services that 
require faster internet speeds 
that consumers are using which 
has dramatically increased as a 
result of COVID-19. This trend 
was observed by the mobile 
network company Giff Gaff, 
who predict that in 2021 the 
average monthly data usage will 
be 45.12 GB, compared to 3.95 
GB in 2020. 

Kevin Billings, Director and 
Communications Industry 
Principal, Pegasystems
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Which countries or regions do 
you feel represent the great-
est opportunity for telemedia 
services?
We believe that there is still 
high demand for a variety 
of  premium rate services in 
countries in Eastern Europe and 
other developing markets like. 

Payments are driven by many 
people still being unbanked, 
so paying via their carriers 
instantly still remains the best 
alternative for them. It is also 
a great way to capture con-
sumers for providers of digital 
services, paid for content, or 
even as main payment mode 
for non-digital products. 

Africa has seen a vast interest 
from global investors and stra-
tegic companies in the Fintech 
and Payments space in recent 
years with many success stories 
for DCB and other VAS services. 
The continent now homes1.3 
billion people and has the fast-
est growing population in the 
world, with a median age of 20. 

We are continuously en-
gaged with MNOs and Payment 
providers to offer new solutions 
in these markets. Our network 
and local market knowledge al-
low us to offer the best pay-out 
rates and applications in this 
geography. 

 MEET THE PEOPLE 

Meet the
PEOPLE
Which content and/or appli-
cations do you see being the 
most likely to benefit from 
telemedia billing and/or mar-
keting technologies?
We still see strong demand 
from airlines, micropayment 
& wallet systems, media & 
content companies, helpdesks, 
conference systems, calling 
card traffic, radio & TV, enter-
tainment. 

However, the most immedi-
ate and obvious one to call out 
is tourism and travel. As the 
world comes out of lockdown, 
we expect that content provid-
ers focused on this sector will 
be able to capture additional 
business or simply serve their 
customers better through these 
technologies. 

Providers like us, who can 
offer value added services such 
as IVRs rather than just plain 
phone lines, will be able to 
serve them best.

Do you think that Direct Car-
rier Billing can become main-
stream and in which markets?
Think about the gaming and 
entertainment; there the 
convenience of capturing a cus-
tomer right on the spot without 
having to put personal details 
or credit card verifications or 

online banking 2FA to purchase 
small products or services is 
growing fast in some places and 
our solutions can help with of-
fering these. Again, especially in 
emerging markets this is likely 
to be a large opportunity. 

What are the key drivers and 
inhibitors for growth of your 
clients?
In more mature markets: the 
ability to expand to other 
countries with a one stop shop 
solution. Many of our custom-
ers are relatively specialised in 
one or two forms of content or 
applications of premium rate 
numbers. That makes sense 
because it allows them to focus 
on what they do and know well. 

However, it is often the case 
in Europe that they simply have 
not yet thought about offering 
the same types of products, 
to comparable customers in 
other European countries for 
example. GPT’s extensive and 
international network makes 
this possible instantly. Often, 
it is even the case that content 
doesn’t even need to be local-
ised! It is all about willingness 
to capture low hanging fruit…

In emerging markets, the 
opportunities are in direct car-
rier billing as discussed. This of 

course is a more specialised and 
complex product, but GPT does 
offer the infrastructure and lo-
cal market knowledge.

What do you think about mar-
gin compressions and increas-
ing regulation in the premium 
rate business?  
First of all, it is correct that there 
is a trend of operators gradually 
becoming more stringent, driven 
by regulatory pressures such 
as maximum tariffs or changes 
in compliance requirements. 
This means that only players 
such as GPT, that have a first 
of all a deep understanding of 
local regulations, and second, 
long-standing, well trusted 
relationships with operators, can 
continue to offer premium rate 
services effectively. We see this 
in our client base: many have 
been with us for years and are 
shifting over more and more of 
their PRS needs to us from other 
PRS suppliers.

Second, added value is every-
thing. Why offer only a premi-
um line to your end client if you 
can also provide services like 
a tailored IVR? We really think 
that is where the market will 
move and hence have worked 
hard over the last few years to 
be able to offer that. 

Roy Perlot, Global Premium Telecom

Roy Perlot is Managing Director of Global Premium Telecom (GPT) a leading voice provider of domestic premium rate services 
for various customers around the globe. Spun-off from Telserv in 2000, GPT serves its resellers and content providers for a 
wide range of services, including conferencing/helpdesks and booking lines, gaming and entertainment content, astrology 
and professional consultancy services and adult content. GPT enables its partners with IVR functionality and other value-
added services depending on its use case to maximize their revenues. 
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