
 

Openwave Adaptive Messaging Solution 
How to Use Messaging To Win the Battle for the Consumer’s Digital Life 
 
 



 

About Openwave 

Openwave Systems Inc. (NASDAQ: OPWV) is the leading independent provider of open software solutions for the communications 

and media industry. Openwave software solutions enable our customers to increase ARPU by rapidly launching value-added 

information, communication and entertainment services across networks and devices. Openwave solutions are comprised of 

broadband and mobile services that include content delivery, integrated messaging, music, video, and location. Openwave is a global 

company headquartered in Redwood City, California.  For more information, please visit www.openwave.com. 

 

 

 

 

 

 

 
Openwave and the Openwave logo are registered trademarks and/or trademarks of Openwave Systems Inc. in various jurisdictions. All other trademarks 
are the properties of their respective owners. 

Copyright © 2006 Openwave Systems Inc.  All rights reserved.  May 2006.

http://www.openwave.com/


Openwave Adaptive Messaging Solution 
How to Use Messaging to Win the Battle for the Consumer’s Digital Life 

 

 

Table of Contents 
 
Introduction .....................................................................................................................4 

The Battle for the Consumer's Digital Life....................................................................5 
Messaging Communities: A Key Weapon in the Battle for the Consumer’s Digital Life ............. 5 
Implication for CSPs.................................................................................................................... 7 

Challenges for Service Providers ..................................................................................8 
The Silo Approach to Messaging Services ................................................................................. 8 
The Poor User Experience of Today’s Messaging Services....................................................... 9 

The Adaptive Messaging Solution...............................................................................11 
The Mobile Handset Messaging Experience ............................................................................ 12 
The TV Messaging Experience................................................................................................. 14 
The PC Messaging Experience................................................................................................. 15 
The Active Address Book.......................................................................................................... 15 
Leveraging Messaging to Launch New Revenue Generating Services.................................... 16 

Required Openwave Components...............................................................................17 
Openwave Adaptive Messaging Platform ................................................................................. 17 
Openwave Mobile Integrated Dynamic Application System (MIDAS) ...................................... 17 
Openwave Rich Mail ................................................................................................................. 18 
Openwave Subscriber Data Management Platform.................................................................. 18 
Openwave Network Address Book ........................................................................................... 19 
Openwave Profiling and Personalization System ..................................................................... 19 

Business Case...............................................................................................................19 
Time to Market Advantage ........................................................................................................ 20 
Churn Reduction ....................................................................................................................... 20 
Usage Increase and Adoption................................................................................................... 20 
Revenue from New Services..................................................................................................... 20 

Conclusion.....................................................................................................................21 
 

 
 
 

 

 



 

Openwave Adaptive Messaging Solution 
How to Use Messaging to Win the Battle for the Consumer’s Digital Life 

 

 
 
 
Introduction 
 
Historically, the communications industry has been extremely fragmented and specialized.  Consumers 
established relationships with different companies for their mobile voice, fixed voice, data, and video 
services.  As markets have matured, however, customer growth in core areas has slowed.  For cable TV 
operators, video services growth has slowed.  For telephone companies (fixed and mobile), voice services 
are saturated.  Importantly, these companies still rely on these traditional core services for 70 to 90% of 
their current revenues.   

To fuel additional growth, communications service providers (CSPs) are looking to cross-sell and up-sell 
their subscribers with a more complete set of services.  With networks standardizing on IP, operators are 
increasingly in a position to develop these new, high value services above the network layer.  This 
development is fueling the trend toward convergence, resulting in the emergence of “triple play” and “quad 
play” offerings that enable consumers to consolidate their traditionally fragmented services with a single 
service provider.  Service diversification with triple and quad plays is critical for CSPs. 

As a result, CSPs are facing a heightened competitive environment that requires them to innovate faster 
with services that are compelling and easy to use.  In addition, CSPs are competing with new market 
entrants in the form of “over the top” Internet players such as Yahoo!, Google, and Skype that challenge 
existing business models and threaten to commoditize core services even faster.  This trend is illustrated by 
the Yahoo! Go service in Figure 1 that enables consumers to access their Yahoo! services, including 
contacts, messaging, and album across devices regardless of the network access to which the consumer 
subscribes.  
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Figure 1 – CSPs Competing with Internet Brands
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A battle for the consumer’s “digital life” is brewing, and CSPs need to act quickly to avoid being relegated 
to a commoditized “transport” provider. 

This paper examines the challenges that CSPs are facing and proposes a messaging solution that enables 
them to go beyond service bundles targeted at cost conscious consumers, to truly integrated services that 
fuel new revenue growth and significantly reduce churn.  This solution enables CSPs to use messaging as a 
key weapon in the battle for the consumer’s digital life. 

 
The Battle for the Consumer Digital Life 
 
The maturing of Internet technologies has resulted in a steady progression to all-IP networks that is making 
convergence between content and communication services possible.  As a result, operators, portals and 
media companies are now able to enter into new service segments, fueling a battle for both share of wallet 
and share of eyeballs.   

During the Internet business of the 1980-90s, UUNet, Prodigy and Compuserve were big names, since they 
provided access.  But they were quickly overtaken by Yahoo!, Google, AOL and others providing content 
direct to consumer services.   

Operators—fixed and mobile—are facing similar market pressures as consumers are offered new ways to 
communicate (for example, Google Talk) and consume information.  Companies like eBay, Yahoo! and 
Google that have high brand awareness, and other companies with high direct customer value (for example, 
Jamdat) are going around operators and directly approaching the consumer.  In order to retain value in this 
environment, CSPs must provide meaningful, personally relevant service experiences to consumers across 
multiple networks and devices. 

 

Messaging Communities: A Key Weapon in the Battle for the Consumer’s Digital Life 
As we have seen with the evolution of email on the broadband Internet, ownership of the messaging 
relationship is critical to winning the battle for consumer value and mindshare.  And as popular Internet IM 
and email services “go mobile,” mobile operators must be conscious that they are facing the same threat as 
broadband did. 

Illustration: The Loss of Email to the Internet Players 

As Figure 2 illustrates, broadband providers that have traditionally bundled email with their access services 
have already lost a significant share of email accounts to the web mail providers like MSN, Yahoo! and 
Google.  This trend has been accelerated by the twin forces of increased home broadband penetration and 
more attractive offerings from web mail providers that are promising free lifetime accounts and very large 
storage quotas. 
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Figure 2 – Primary Email Account Ownership  

Source: Jupiter Research 
 

 
At the same time, these email accounts have proven very lucrative to the Internet players: “free” email 
makes up the largest share of revenue for Yahoo!, which monetizes the service through the delivery of 
advertising to its subscribers (see Figure 3).  Figure 3 estimates the Yahoo! revenue mix based on the 
percent of click throughs for each service.  Messaging is the largest share of the revenue because users 
spend the most time using that service. 

On one hand, the Internet portals have managed to drive significant new sources of revenue from web mail 
adoption; on the other hand, CSPs have failed to stem gradual erosion in the value of basic Internet access 
with the delivery of traditional email services.  Clearly, CSPs must look to develop new messaging services 
that create meaningful value and build user stickiness. 
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Figure 3  –  Yahoo! Revenue Mix Estimate  
Source: Majestic Research and comScore Networks 

 

User Generated Content: Key to Building Communities 

In addition to generating advertising revenues from email, the Internet players are leveraging their growing 
messaging community to capitalize on a new trend: building communities around user-generated content 
services like blogging.  These services can, in turn, be leveraged to create targeted advertising revenues and 
to increase brand loyalty. 

Internet Players Threaten to Commoditize Mobile Messaging for CSPs 

As Internet-based instant messaging services like MSN and Yahoo! go mobile, consumers are able to bring 
their “buddy lists” to the mobile phone and have the opportunity to use  them as the basis for their text 
messaging.  Although operators are still able to drive revenues from these services based on a per message 
basis, there is a significant risk that consumers will become more loyal to the Internet brands that store their 
buddy lists than to the mobile operators who provide access.   

To combat this threat, operators in Europe have recently announced the launch of their own instant 
messaging communities.  This move is a logical; however, as we will examine later in this paper, these new 
services, unless implemented properly, can confuse consumers who already must choose between many 
different mobile messaging options. 

 
Implication for CSPs  
As a result of the more intense competitive environment in which they now operate, CSPs must: 

• Increase the pace of innovation.  The fast innovation cycle (that is,  “Beta” launches) of the 
Internet players challenges the long product introduction cycle traditional in the telecom industry. 
CSPs must shorten the time to market for new services, allowing them to quickly enhance the 
services that succeed and terminate the services that don’t succeed. 
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• Offer services that are adaptive.  As technologies become more complex and services span 
multiple delivery channels (fixed and mobile networks, more messaging services and more 
devices), CSPs need to remove the burden of adapting to this technology from the consumer.  
Instead, services must adapt to consumers.  

• Leverage messaging services to launch new services that generate revenues through new 
business models, including advertising or referral fees.  These services can include community 
building blogging sites that leverage the content in messages, like pictures, to generate additional 
sources of revenue. 

• Offer services that are personalized to individual consumers and segments.  Services that are 
highly relevant and personalized have a higher propensity to be “sticky,” reinforcing customer 
loyalty and reducing the risk of subscribers churning to a new service provider.  Compared to the 
pure Internet players, mobile and converged operators have an incredibly important advantage that 
they must leverage: the mobile handset is a very personal device.  It is portable, it is unique and it 
is an extension of the user’s identity.  It is not a shared appliance like the home PC.    

 

 

Challenges for Service Providers 
 

In order to adapt to the new competitive environment, CSPs most overcome two important challenges:   

1. The slow pace of innovation that results from the fact that today’s services exist largely in silos, 
making it hard to drive integrated development efforts  

2. The poor user experience that results from this service structure, limiting messaging adoption and 
usage today 

 
The Silo Approach to Messaging Services 
As illustrated by Figure 4, most applications deployed in wireless and broadband networks are vertically 
integrated and rely on their own independent storage for subscriber data.  

This “silo” deployment model, with applications standing side by side, works adequately when the number 
of applications is small.  As the number of applications increases to keep up with competitive pressures, 
this deployment model becomes a burden and limits innovation.   

In order to deliver a more personalized and integrated experience, services need to share data.  Within the 
“silo” model, this data sharing requires lengthy integration projects across services, which delay time to 
market and prevent operators from adapting quickly enough to a constantly changing market environment.  
The resulting solution is often late to market and not future-proof.   
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Figure 4 – Today's Service Silo Challenge 

 
 
The Poor User Experience of Today’s Messaging Services  
Today’s messaging services are difficult to use, especially mobile messaging services that offer many 
unintegrated services for the consumer.  But it is also true for broadband providers that offer HTML “click 
and wait” email services.  

The Mobile Messaging Mess 

As Figure 5 illustrates, today’s mobile messaging experience is broken.  Like the infrastructure sitting 
within the network, the messaging user experience is also siloed.  Today’s services require users to 
understand what protocol they need to use, based on the type of message they want to send.  For text, use 
SMS protocol.  For pictures, use MMS protocol.  But if sending to a PC, use EMAIL protocol.  If users 
want to have a “conversation,” will they have to use IM instead? 
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Figure 5 – Messaging Technology is Exposed to Consumers 

 
For example, many operators had hoped that MMS would be the future of mobile messaging. This system 
can handle text and multimedia, and it is IP based.  In principle, MMS should have delivered a seamless 
messaging experience; however, the experience disappointed most users.   

Setting interoperability issues aside, MMS never evolved beyond a “one-way” messaging service into a 
“conversational” service as typified by IM or even SMS.  Many users do not reply to MMS messages 
because of the relative cost of the medium for a simple text exchange.  From there, opening the SMS client, 
looking up the recipient’s number from the address book and composing a separate text message thread 
breaks the messaging experience.  As a result, the user experience remains disconnected and confined to 
messaging silos.  Operators must start to develop a more intuitive, integrated experience. 

 

The Email User Experience Dilemma 

Even for broadband operators, the messaging user experience presents problems.  Although operators are 
able to offer web based interfaces than can be customized in order to build brand association and improve 
usability, current HTML interfaces still limit users to a “click and wait” experience.  Every interaction with 
the interface requires a full round trip to the server and the rendering of a new page.   

As a result, many users opt instead to use Windows-based clients like Outlook Express, which offer a more 
immediate, interactive experience, along with the familiar usability benefits such as drag and drop.  
Unfortunately, as illustrated in Figure 6, these clients provide brands such as Microsoft or MSN with an 
opportunity to establish direct relationships with the user and establish an association with their personal 
data at the expense of the operator’s own brand.  Furthermore, these client interfaces represent new “silos” 
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in the messaging experience that prevent the operators from easily integrating new services and features 
such as linked photo and video albums. 

 

 

 

 

 

 

 

 

 

 

 
Figure 6 – Competing Branding for Operator Services 

Source: Microsoft 
 
 
The Adaptive Messaging Solution 

 
To overcome these challenges, a new class of “adaptive” messaging services is required.   

Adaptive Messaging shifts the burden of understanding and interacting with different technologies from the 
end user to the network, presenting users with a consistent and intuitive communication experience. 

“Instead of users having to adapt to their messaging based on factors like devices, networks and 
availability, the network adapts for them.”1 

As Figure 7 illustrates, Adaptive Messaging services are defined by their ability to approximate the benefits 
of a face to face communication, while preserving time and place independence.  Adaptive Messaging 
services are: 

• Individualized—users can communicate their emotion, mood and personality, in addition to their 
words, like a face to face conversation. 

• Intelligent—users can automatically determine the best way to communicate with their friends 
and family by seeing their preferences and capabilities through an active address book. 

• Instinctive—users do not have to concentrate on the method of communication they choose 
(device, protocol, network type).  Users focus on the act of communication itself.  Messaging 
becomes second nature, like a face to face conversation. 

                                                           
1 Source: IDC Paper: “Service Convergence and the Advent of Adaptive Messaging” 
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Figure 7 – Messaging Service Comparison   
Source: IDC 2006 

 
 
We explore the types of services that operators could deliver with Adaptive Messaging in the following 
section. 

 
The Mobile Handset Messaging Experience 
With Adaptive Messaging, SMS, MMS and IM can be integrated and simple to use.  Regardless of the 
underlying transport protocol, the user can enjoy a threaded, conversation-like interface, which is 
transparent to the user.  Text and picture messages become part of an ongoing conversation that promotes 
additional dialogue rather than application silos. 

As illustrated in Figure 8, when a user receives a new message, the service automatically presents it in the 
form of a conversation by displaying recent messages to or from the same contact.  Even if the messaging 
contains an image as in the case of Figure 8, the conversational thread is preserved, encouraging a longer 
dialogue.  Users can scroll up and down to view other messages in the conversation. 
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Figure 8 – The Mobile Handset Experience 

 
 
Simple—With Adaptive Messaging, the handset user experience is radically simplified.  Instead of making 
a technology choice—“Do I want SMS, MMS or e-mail?”—users can pick contacts from their address 
book and invoke a common messaging client or jump straight into a conversation from a message pushed to 
their idle screen. The message could be a quick text or a lengthly email, a snapshot from a camera phone or 
a vacation video. No matter what the content, the message is automatically formatted and delivered using 
IP as the transport, and the user never has to think about the messaging protocol. 

Discoverable—With Adaptive Messaging, messages are more discoverable.  Incoming messages—not just 
message alerts—can be delivered directly to the phone’s idle screen.  Rich media formats are supported as 
easily as simple text messages, and messages can be categorized as conversations while bringing them 
together automatically for the user.  There is no more searching for what was last said; it is only a few 
clicks away. 

Customizable—With Adaptive Messaging, the user experience is fully customizable, allowing operators to 
infuse their brand identity into the messaging experience.  Customizable interfaces are essential to 
delivering more personalized services, allowing users to project their persona through colors, animations, 
and images as well as virtual identities; for example, using avatars to convey personality and mood. 
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Integrated—Communication and, most importantly, community are becoming an integral element of rich 
media and content services.  Adaptive Messaging services are integrated with operators’ presence, location 
and content services to deliver a truly integrated experience that allows users to share more than just words 
and images with their contacts.  For example, the address book—the hub for all communication—is 
presence-enabled, showing users the best way to communicate with their contacts at any moment in time. 
Location-aware mapping services make it easy for people to arrange to meet in person and continue their 
conversations face to face. 

 
The TV Messaging Experience 
 
 

 
Figure 9 – The TV Experience 

 
 
To compete effectively against non-traditional players entering the communication services space, 
operators must better leverage their core assets to gain an advantage.   

While mobile operators control the wireless devices in the hands of their users.  Broadband operators, 
specifically cable TV operators, have the set top box as a key advantage.  Figure 9 illustrates how Adaptive 
Messaging enables users to check messages of all kinds through the TV interface.  With almost 50% of US 
television owners expressing interest in a universal remote that enables them to control all of their home 
entertainment equipment from a single place, and 16% US online households already operating home 
networks2, the market is ripe for a more integrated cross-platform messaging experience.  Users can use 
their TV remote control to view or listen to messages and even reply to a message by placing a call back to 
the sender. 

 
                                                           
2 Source: Jupiter Research, March 2006 
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The PC Messaging Experience  
With Adaptive Messaging, CSPs have the best of both worlds.  Adaptive Messaging brings together the 
usability features of a Windows application and the branding and customization opportunities associated 
with web interfaces.  As illustrated in Figure 10, Adaptive Messaging uses intelligent web interfaces to 
allow users to manage their messages as if from a traditional Windows application (drag/drop, right-click, 
etc.).  While users navigate to applications on the web instead of installing them, they still enjoy fast 
response times because the application leverages standards-based technology to allow it to execute locally.  

Figure 10  – The PC Experience 
 

Since Adaptive Messaging is a web application, CSPs can fully 
brand the service, personalize it and integrate new services  
without requiring the user to install new software.  And of  
course, all the call center costs related to supporting Windows 
applications go away. 

 
The Active Address Book 
One barrier to the adoption of new messaging services is that  
users do not know what kinds services their friends subscribe to.  
When someone buys a new mobile handset with video messaging 
capability, for example, they cannot be sure which of their friends 
can receive video clips.  The same situation applies to any new  k
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service (push to talk, music, etc.).  As illustrated by Figure 11, the Active Address Book solves this 
problem by informing the users of the capabilities and preferences of their friends in the address book.  In 
addition to communicationg presence information, the Active Address Book communicates which services 
are available for each contact.  The Active Address Book eliminates the guessing and frustration that 
usually accompanies the trial and error process of testing a new messaging service. 

  
Leveraging Messaging to Launch New Revenue Generating Services 
The Adaptive Messaging solution enables CSPs to leverage their messaging community to launch new 
services that generate revenue in new ways.  Imagine, for example, the kinds of new services that could be 
launched that simply leverage the existing content that users are creating as part of their messages?  For 
example, a user receives pictures via email or MMS.  These pictures could be viewed in the form of an 
album, instead of requiring the user to search through their inbox.  Or these pictures could be automatically 
posted to a blog for sharing, and the resulting community could be leaveraged of advertising revenue. 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 12 – Leveraging Messaging Content for New Revenue  

As illustrated in Figure 12, the messaging service has data detectors to identify content for the user and 
easily link it to the new services.  In this example, we can see that the user can click on the content of a 
message to check for flight status, get directions or even “click to call” his friend.  In addition, the user can 
buy a book that was recommend by his friend.  The detectors and what actions can be applied to the data 
can be easily customized for each CSP.  These services increase customer loyalty, but also can generate 
revenues such as advertising or referral fees. 
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Required Openwave Components 
 

To enable truly adaptive messaging services, five key elements are required:   

1. An adaptive messaging platform    
2. Rich clients across all devices  
3. A subscriber data management platform 
4. A network-based address book 
5. A dynamic profiling and personalization system   

The following section briefly describes the Openwave components than can be used to create an adaptive 
messaging solution. 

 
Openwave Adaptive Messaging Platform 
The Adaptive Messaging Platform enables mobile or broadband CSPs to launch messaging services that are 
personalized and easy to use.  The platform supports both “deferred” type messaging like email that 
typically does not require a quick response as well as “immediate” type messaging that is typically part of a 
conversation such as SMS or IM.  Users are able to send and receive text, picture, voice and video 
messages across any mobile or fixed network and using any device (Fixed Phone, Mobile Phone, PC and 
TV).  The platform is based on the core Openwave Mx platform that has 10 years of operator experience 
and processes over 1.5 billion messages each day. 

The Adaptive Messaging platform supports interoperability with established messaging services such as 
SMS, MMS and email.  In fact, the platform leverages those technologies but without exposing the 
complexity to the users.  The platform supports both person-to-person and application-to-person services. 

In addition, this platform can be used to launch community building services that leverage user-generated 
content such as albums and blogging.  In fact, the platform can automatically detect content within 
messages such as pictures, meeting invitations and contacts to make it easier for the user to share it within 
his/her community.   

 
Openwave Mobile Integrated Dynamic Application System (MIDAS) 
A client-side platform, MIDAS is used to deliver the adaptive messaging user experience.  MIDAS, a small 
extension to Openwave Mobile Browser Mercury Edition, is a lightweight script-based application 
environment. 

Because MIDAS applications are written using script and follow the web application model, they are easy 
to develop, deploy and customize. Updates to the messaging user experience can be delivered 
automatically, over the air, allowing the operator to continuously evolve the experience. 

MIDAS runs on mass market features phones as well as Windows Mobile and Symbian Series 60 phones. 
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Openwave Rich Mail 
Openwave Rich Mail is a web mail solution that offers the ease of use of a PC-based application with the 
flexibility of a web-based application.  Rich Mail enhances the email experience for consumers by offering 
a dynamic, feature-rich user interface that allows service providers to brand and personalize their web mail 
offerings to drive subscriber loyalty.  In addition, Rich Mail enables operators to leverage their messaging 
community to launch new, seamlessly integrated, revenue-generating services. 

Rich Mail can be used to promote value-added, personalized services to consumers. The product 
automatically detects valuable content such as phone numbers, street addresses and other information and 
turns it into actionable links that drive revenue.  Because it is web-based, Rich Mail eliminates the 
customer supports costs associated with supporting PC-based applications. 

Rich Mail offers consumers familiar features such as the ability to preview email content, "drag and drop" 
messages and use contextual right-click menus. Additionally, Rich Mail improves response time because 
users do not access the server and renders a new page with every click.  Since users have nothing to install, 
they benefit from a more dynamic email that brings them closer to the information, communication and 
entertainment opportunities that build both loyalty and revenue for the operator. 

 
Openwave Subscriber Data Management Platform 
The Openwave Subscriber Data Management Platform enables CSPs to both consolidate subscriber data 
where possible and simultaneously allow the federation of data as well, so that subscriber data can be easily 
read and written by all services and thus solve the traditional “silo” deployment issue.  Separating the 
environment into subscriber data storage, access and application layers allows the CSP to launch new 
services more quickly and operate the environment with less cost.  CSPs then can leverage subscriber data 
to better understand their customers and target them with appropriate content and offers. 

The plaform supports:  

1. Consolidation of subscriber data in a single storage system for data operating under similar 
constraints and similar usage model  

2. Federation of subscriber data storage for data operating under different constraints and/or different 
usage models   

Note that federation support is also useful for data with similar constraints and usage models when 
operational, legacy or timing issues make it too difficult to support consolidation. 

The Openwave subscriber data management platform addresses both of these issues in a manner that 
provides highly available, reliable and scalable storage for the operator in a flexible environment, allowing 
the easy integration of any third-party application using any protocol and implicit data model.  Hiding the 
physical location of subscriber data, the protocols needed to access it and the underlying data models from 
the applications accessing the data fundamentally makes it easier to support the architecture, launch new 
applications and integrate a variety of third-party products.  Deployed at over 100 operators worldwide, the 
solution has been proven in production at more than 99.999% availability for a period of over three years 
with a user population of more than 40M subscribers.  This solution has currently been performance tested 
at more than 120 million entries.  
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Openwave Network Address Book 
The Openwave Network Address Book is a multi-access network address book that enables users to 
manage and access their contacts from all interfaces, including:  

• A web, Internet-enabled phones (WAP, Imode)  
• Native address books that support SynchML  
• PC software such as Outlook, Outlook Express and Lotus Notes  
• Windows Mobile, Symbian, Java and BREW devices  
• SMS/MMS clients 

Highly brandable, this address book can be adapted to different service providers’ look and feel and local 
requirements  on the same platform.  Designed as an open platform, the address book is easily integrated to 
any complementary services such as webmail, calendar, multimedia messaging services and location-based 
service solutions using a simple XML/HTTP API.  The main storage of the network address book is the 
highly scalable Openwave LDAP directory.  The solution also uses the Openwave Data Abstraction Server 
(DAS) when aggregation of data is required for the contact data, for example, to add presence, location, 
mood or availability data dynamically to the static contact data.  

 
Openwave Profiling and Personalization System 
The Profiling and Personalization system enables CSPs to deliver a personalized experience to their 
customers.  This system goes beyond the basic personalization that is offered by the Internet portals such as 
Yahoo! and Google today, which require the user to perform the customization and do not change once 
established, to enable dynamic personalization through real-time behavioral analysis. 

Using both demographic (static) and usage (dynamic) input, the system has the ability to help the operator 
automatically and dynamically segment the user population into the relevant sub-segments and change the 
set of relevant sub-segments over time.  This system can be used as part of the adaptive messaging solution 
to select content—music, for example—and services to cross sell as part of the messaging service.  For 
example, a teenage girl who downloads Britney Spears music and searches the internet for Paris Hilton 
sightings would be offered very different content than the father of two young children.  By understanding 
the different sub-segments, the system helps the operator automatically cater directly to them. 

One  major cause of churn is that users believe they can get the same or better experience at the same or 
lower price.  By providing a customized experience to each, the user can no longer obtain the same 
experience from a different service provider, even when using the provider merely as an access medium to 
third-party content.  The Openwave Profiling and Personalization System leverages the Openwave 
Subscriber Data Management Platform and expands upon it to enable the real-time collection of behavioral 
data and analysis of that data via operator-specified rules.  It then generates user profiles and segmentation 
that enables the various applications to offer a highly personalized service. 

 
Business Case 
As we have discussed throughout this paper, with Adaptive Messaging, CSPs can use their messaging 
communities to increase their share of wallet of their customers’ digital life.  The solution enables the 
operator to reduce time to market for new services.  These services, when cross sold to their customers, 
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reduce churn and generate revenues in new ways such as advertising and referral fees.  Finally, because of 
the improved mobile messaging user experience, adaptive messaging increases adoption and usage.  

We have built a number of business cases with our customers and have a good sense of what is possible.  
For this paper, we assumed a converged operator with 5 million mobile subscribers and 5 million 
broadband subscribers, with a 50% overlap (7.5 million unique subscribers). We assumed customer growth 
of approximately 20% per year and performed a 3-year analysis with a 20% annual discount rate to 
compute net present values. 

 
Time to Market Advantage 
Time to market for new services can be reduced from 18 months to 6 months.  This improvement comes 
from two sources. 

1. The use of a MIDAS client on the handset eliminates the need to launch a new handset with new 
services.  Services can be launched over the air to the existing handset base eliminating the 
lengthy handset procurement cycle. 

2.  The re-use of the Adaptive Messaging Platform and Subscriber Data Management Platform for all 
new services eliminates the need to introduce new silo infrastructure for each service and 
accelerates time to market by not requiring the usual integration between the different silos. 

 
Churn Reduction 
Adaptive Messaging enables CSPs to retain the messaging relationship with their customers increasing 
customer loyalty.  In addition, as these subscribers sign up for more services, churn rates go down even 
more.  For this sample CSP, we assumed that the monthly churn rate can be reduced from 1.5% to 1.4% for 
broadband subscribers and from 1.8% to 1.7% for mobile subscribers.  Assuming a cost of customer 
acquisition of $250, the three-year net present value of the improved churn is $99 million. 

 
Usage Increase and Adoption 
As a result of an improved messaging experience (see Figures 8 and 11), adoption and usage for existing 
services will increase.  For our sample CSP, Data Messaging ARPU increases by about $1.12 per month 
generating a net present value of $11 million over three years. 

 
Revenue from New Services 
Adaptive Messaging enables CSPs to leverage their messaging community to launch new services that 
generate revenues in new ways.  For example, as shown on Figure 12, CSPs can earn e-commerce referral 
fees through their email service.  For our sample case, we assumed that the CSP launches 5 new services: 

1. An advertising service tied to web-based email.  Each page viewed contains an average of 1.5 
sponsored links, and our sample CSP collects $0.50 per click-through.  Only the broadband 
subscribers who use their email account actively were assumed to participate in this service.  This 
service generates a net present value of $227 million over three years for our sample CSP. 
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2. A blogging service that generates advertising revenues from user-generated content.  Users 
can reuse the content they create or receive via their messaging service to publish it on their blogs.  
The blog audience is presented with advertising, and we assumed that the CSP collects $0.50 per 
click through.  This service generates a net present value of $21 million over 3 years for our 
sample CSP. 

3. A music service that enables users to buy songs that have been recommended to them by 
their friends via the messaging service.  Users can buy the songs as they review their messages 
and can select the music to be downloaded or be configured as a ring tone or ring back tones.  This 
service contributes a net present value of $48 million over three years for our sample CSP. 

4. A photo printing service that is integrated with the messaging service.  When users receive 
photos on any device, the pictures are automatically stored in an album.  In addition, the user can 
select to print the received images as they review their messages.  This service contributes a net 
present value of $27 million over three years. 

5. A referral service with e-commerce partners (such as Books, DVDs or Travel).  When the 
messaging system detects that the content of a message includes mention of an item that can be 
sold by an e-commerce partner (for example, the name of a book), the user is presented with the 
option to “click to call” the partner or to be referred to partner’s web store.  We’ve assumed that 
the CSP earns $1.00 for each referral.  This service generates a net present value of $67 million 
over 3 years for our sample CSP. 

In total, the new services generate $390 million in net present value over 3 years.  Clearly, these services 
require investments beyond the adaptive messaging solution described in this paper.  These services, 
however, are directly tied to the messaging service and the CSP’s ability to own the messaging relationship 
of their customer. 

When we add the value of the churn reduction and increased usage, the total net present value for this 
sample CSP is about $500 million over three years.  This amount is in addition to the improved time to 
market for new services. 

 
Conclusion 
 

As a result of market maturation and the need to offer a broader set of services to fuel growth, the 
communications industry is experiencing unprecedented competition that requires faster innovation with 
personalized and easy to use services.  Enabled by convergence, a battle for the digital life of the consumer 
is emerging that includes not only the CSPs but also the major Internet brands.  Unless they act quickly, 
CSPs could be relegated to commoditized transport providers. 

Operators can use their messaging communities as a key weapon to win a larger share of their customers’ 
digital life.  As the Internet players have already demonstrated, ownership of the messaging relationship 
increases customer loyalty and serves as the basis for cross selling and up selling new services. 
Unfortunately, as new protocols, networks and devices were introduced, new services were deployed in 
silos, and the complexity of the technology was exposed to consumers. 
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These traditional messaging technologies deployed by CSPs have constrained their pace of innovation and 
complicated the experience for their customers.  A new class of Adaptive Messaging services has emerged 
that accelerates the pace of innovation with services that are personalized and simple to use across all 
devices and networks.  These services are individualized, intelligent and instinctive, approximating the 
richness and simplicity of face-to-face communications.  CSPs can and should use adaptive messaging 
services to win and retain a larger share of their customers’ digital life. 

 

 

###
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