MONETIZATION AND
PERSONALIZATION OF
MOBILE MESSAGING,
APPS AND PHONES

The future for mobile operators, users, advertisers,
app/vertical providers and OEM/manufacturers
Copyright © 2018 All Rights Reserved Patents Pending

Executive summary
In this paper, Cloudbanter explores the global mobile landscape, mobile
advertising, the future of mobile messaging, apps and phones plus the
current opportunity for a new approach to monetization. As mobile usage
continues to grow, and advertisers allocate increasingly larger budgets
to mobile each year, mobile operators, app/vertical providers and OEM/
manufacturers are in a unique position to monetize messaging, apps and
phones, while simultaneously increasing revenues and customer loyalty.
Across the globe, mobile devices now dominate when it comes to
how users are communicating and accessing the internet, plus mobile
messaging via SMS, IM Chat and Voice are still major channels. The
opportunity for mobile operators to monetize messaging platforms, mobile
phones and mobile apps across a number of different services including
Customer Care, Money, Internet TV and IoT remains relatively untapped,
but with mobile operators reporting decreasing average revenue per user
(ARPU), new and innovative technology could provide the solution to falling
revenues and diminishing customer loyalty. The issue of monetization
becomes not just a commercial imperative but a significant opportunity.
We know that sending advertisements straight to a customer’s mobile
phone with embedded text advertisements or web portal links delivers
an extremely low success rate and there is little evidence of these adverts
being opened. By inserting personalized and unobtrusive adverts in a fixed
banner at the bottom of a messaging conversation, app or phone screen,
advertisers can deliver real-time, preferential, contextual, location and
lifestyle-based adverts, content, offers and promotions to mobile users.
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Mobile messaging, apps and phones
The global mobile and messaging market has, of course, been supported by continual increases
in both the number of mobile phones, particularly smartphone users, as well as the enhanced
capabilities these handsets now offer. For example, technologies including artificial intelligence,
augmented reality and IoT are becoming commonplace on our mobile devices which has prompted
a revolution in the way we live, work and communicate around the globe.
As figures from IDC clearly show (Figure 1) global smartphone shipments are expected to rise over
the next three years. Since 2009, they have made exponential rises, going from 173 million to an
expected 1.5 billion in 2018. It’s clear from these figures that the appetite for smartphones and new
mobile technology continues unabated as consumers around the world become more connected
and mobile than ever before.
Unique mobile users already represent 68% of the global population (see Figure 2.). According to
the same report, the number of mobile phone users in 2018 is up 4% year on year at 5.135 billion1.
This number continues to rise each year with smartphones becoming ubiquitous in communities
around the world.

Additional Information: Worldwide; IDC; 2010 to 2017. Source: IDC © Statista 2018

Figure 1. Global smartphone shipments forecast 2010-2021.
www.statista.com/statistics/263441/global-smartphone-shipments-forecast/

1. WeAreSocial/Hootsuite, Digital in 2018, 30 January 2018: https://wearesocial.com/uk/blog/2018/01/global-digital-report-2018
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Indeed, eMarketer’s Global Media Intelligence Report 20172 finds that in many countries, mobile
devices are becoming more widespread than TV, and that the proportion of people using mobiles
to access the internet is climbing, while those accessing the internet via desktops and laptops is in
decline. Across the globe, mobile devices now dominate total minutes spent online with figures from
Statista3 predicting that the number of smartphone users worldwide will reach 2.71 billion by 2019, a
figure which rises to over 5 billion when looking at the total number of mobile users.
Mobile messaging including SMS, IM Chat and Voice are major communications channels for mobile
phone users globally. However, the rapid increase of Over-The-Top (OTT) messaging platforms has
created a significant challenge for mobile operators in terms of lost revenue, declining customer loyalty
and churn rate. Where SMS once dominated the messaging marketplace, mobile users were quick to
trade in paid-for messaging services from their mobile operator for free platforms delivering a multitude
of free messaging options.

Figure 2. Global Digital Statshot. www.wearesocial.com

2. eMarketer: The Global Media Intelligence Report, 2017, www.emarketer.com
3. Statista: Smartphone users worldwide 2014-2020: www.statista.com
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In a world where mobile operators are lagging behind when it comes to monetizing their mobile
messaging and apps, the use of text alerts, mobile marketing via text messaging and A2P SMS
activity is, for the time being, keeping the SMS market afloat. Similarly, although mobile operators
retain some pre-eminence in geographies where internet access is scarcer, the number of global
internet users worldwide is increasing each year. Mobile operators can no longer rely on the market
for data in certain locations and must compete with a range of providers more effectively in a greater
number of countries across the globe. Mobile operators need to find a way to challenge, transform
and disrupt to create alternative and sustainable revenue streams in a mobile world.
The opportunity for mobile operators to monetize messaging platforms and apps across a number
of different services remains relatively untapped. This is surprising when you consider further figures
from eMarketer’s4 Worldwide Ad Spending forecast which finds that global digital advertising spend
increased by 19.1% to $228.44 billion in 2017 with mobile advert investment driving these gains and
accounting for 62.5% of total digital advertising spend. Why aren’t mobile operators taking advantage
of this opportunity and doing more to entice advertisers? After all, many have enviable datasets which
could be used to make mobile advertising and marketing activity highly relevant and targeted.
Mobile advertising, specifically that which exploits messaging conversations and goes beyond simple
text alerts and A2P activity, presents a significant market with mutual benefits for mobile operators,
advertisers, app/vertical providers, OEM/manufacturers and consumers worldwide. Not only this but
mobile operators stand on the brink of a huge opportunity to innovate, monetize and leverage services
including Customer Care, Money (such as wallets and payments), Internet TV and IoT apps, focusing on
the next generation of apps in order to take advantage of the growing mobile messaging landscape.
With so much competition from OTT messaging apps, what does the future hold for mobile messaging,
apps and phones provided by mobile operators? In February 2017, research from The Radicati Group found
that “worldwide IM user accounts are expected to grow to over 5.8 billion in 2017, to over 8.3 billion by
year-end 2021, representing an average annual growth rate of 9%”5. So while mobile operators retain some
of the messaging, apps and phones market today, it’s clear they need to rapidly adopt new technology in
order to utilize their network and data, enhance their customers’ experience and monetize key services.

4. eMarketer: Worldwide Ad Spending: eMarketer’s Updated Estimates and Forecast for 2016-2021, www.emarketer.com
5. The Radicati Group, Inc, Instant Messaging Market, 2017-2021, February 2017 - www.radicati.com
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Mobile advertising
We know that digital, and more specifically mobile, marketing and advertising is taking an increasingly
large proportion of global spend. Advertisers are looking for more targeted ways to reach customers
and mobile is now a prerequisite of any campaign which is serious about having maximum impact.
As Figure 3. below clearly shows, global digital advertising is expected to rise to over $375 billion
by 2021, and takes a growing percentage of total global advertising spend. Similarly, earlier data
from eMarketer in Figure 4. clearly demonstrates the upward trend for mobile internet ad spending
worldwide, predicted to reach almost £200 billion by 2019.

Figure 3. Worldwide Ad.
Spending: eMarketer’s
Updated Estimates and
Forecast for 2016–2021.
www.emarketer.com

Note: includes advertising that appears on
desktop and laptop computers as well as mobile
phones, tablets and other internet-connected
devices, and includes all the various formats of
advertising on those platforms; excludes SMS,
MMS and P2P messaging-based advertising.
Source: eMarketer, Sep 2017

Figure 4. Mobile Internet Ad
Spending Worldwide, 2013-2019.
www.emarketer.com
Note: includes display (banners, video and
rich media) and search; excludes SMS, MMS
and P2P messaging-based advertising; ad
spending on tablets is included.
Source: eMarketer, March 2015

In this environment, mobile operators have a unique opportunity. Traditionally, mobile operators have
lacked the technology or marketing expertise to take advantage of the intelligence they have and which
is fast becoming a valuable commodity. With SMS revenues in decline and OTT providers using mobile
operators own networks against them, it’s time to start looking at new and innovative technologies which
enable them to take advantage of trends in digital, and more importantly, mobile advertising.
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Future of mobile messaging, apps and phones
Mobile messaging, however it is delivered, is an extremely profitable market and one which has the
potential to grow even further. As figure 2. shows, 68% of the global population are mobile users.
Mobile operators have a difficult task ahead if they want their own messaging platforms and apps
to stay ahead of online services, especially as internet access becomes more readily accessible and
available worldwide.
Mobile operators have already had their revenues streams reduced by the influx of OTT providers
and this is likely to continue unless they find a way to reverse the trend. They will need to find
effective ways to subsidize their messaging and apps provision to the end user, in other words
offering monetized and personalized messaging and zero-rated tariffs on message volumes if they
wish to retain control of the messaging market. Advertising is the obvious choice, but it will need to
evolve beyond standard push text alerts in order to maintain quality, relevance and targeting. When
we consider that around 50% of mobile users’ activity is messaging, it is clear there is a significant
opportunity for mobile operators to monetize messaging, apps and phones.

New approach to
monetizing mobile
messaging, apps
and phones
The current practice of sending advertisements
straight to the customer’s mobile phone with
embedded text advertisements or web portal links
delivers an extremely low success rate and there is
little evidence of these adverts being specifically
opened. The lack of effective segment targeting or
tracking of existing adverts has meant that advertisers
have to be willing to spend budget based on a costper-impressions (CPI) and cost-per-click (CPC) model
rather than a quality or performance based metric.
By inserting personalized and unobtrusive adverts
in a fixed banner at the bottom of a phone screen,
messaging conversation or app screen, advertisers can
deliver real-time, preferential, contextual, location and
lifestyle-based adverts, content, offers and promotions
to mobile users. For example, advertisers might
choose to highlight a specific offer when a customer
is near one of their branches, or send a promotional
coupon for services based on the context of the text
conversation, and the user’s profile and preferences.
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This approach would enrich the overall shopping experience of users and offer advertisers the
utilization of a range of advert types including text, graphics, animation, coupons, video, websites,
and events on a mobile advertising channel which achieves a higher rate of impressions and clicks for
their brand or product.
This innovative approach to mobile advertising offers a revenue share, usage fee or license models
for the mobile operator and for the mobile user to receive a user incentive points rewards scheme for
redemption of cashback and SMS, airtime, data allowances and more based upon usage and opting in
to accept advertisements in their messaging chats, favorite apps or mobile phones usage. The mobile
operator gains an opportunity to enhance and increase customer loyalty and retention (reduced churn
rate), increase average revenue per user (ARPU) while simultaneously taking positive action against
growing competition from other providers.
Crucially, this solution is designed to be very respectful of valuable mobile operator services, in particular
3G/4G/5G/LTE data. Indeed, part of the patented solution offers the ability to deliver advertisements
with virtually no overhead. Using the Cloudbanter monetization SDK toolkit, mobile operators can
leverage monetized messaging, plus Customer Care, Money, Internet TV and IoT apps with the use
of a cloud-based and easy to implement solution plus the monetization of phones usage as well.
Diminishing mobile operator revenues combined with increasing use of OTT services means mobile
operators must now look for new and innovative ways of monetizing messaging, apps and phones
in order to sustain their revenues for the future. New technology which enhances mobile advertising
could offer the solution they are looking for, as well as a new and targeted channel for advertisers
looking to capture an increasingly mobile audience.
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About Cloudbanter
Welcome to a new world of mobile messaging, apps and phones. Founded by a group of experienced and
successful senior executives in the software industry, Cloudbanter’s technology provides personalised,
preferential, stimulating and unobtrusive advertising content via mobile messaging, apps and phones
to mobile users globally including a user incentive scheme. We provide monetized and personalized
mobile messaging within SMS, IM Chat and Voice plus monetization of Customer Care, Money, Internet
TV and IoT apps, driven by mobile users profile and preferences, creating a richer experience while
enabling advertisers to position their lifestyle brands and promotions in a highly effective way.
The Cloudbanter Messaging and Monetization System includes artificial intelligence, smart digital
media, social media, Big Data analytics and GSMA RCS capabilities. Our patented proprietary
technology enables advertisers to deliver highly targets adverts and content, utilising a range
of formats including text, graphics, animation, coupons, video and much more.

For more information, visit www.cloudbanter.com
or email info@cloudbanter.com
Cloudbanter
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