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Making MMS successful in CDMA –
revenue-generating components of a 

wireless data ecosystem
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Agenda

Introduction
Market overview
LogicaCMG MMSC roadmap
LogicaCMG Features
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Introduction
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Understand your market: $
Penetration Penetration 

RateRate

MMS
Business

Case

ARPUNetwork invest ment curve

Geographic coverage

More BTS

Attract new customers

Price per minute decreases

Market share

Differentiate:
WAP
SMS
USSD

Banking
…

Regenerate ARPU

New applications:
MMS
UMS

Mobile internet
Mobile e-mail

Vertical applications
…
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MMS Revenue: Volume or Value?
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Prerequisite for Volume

• Interoperability
– Handsets
– MMSC, Wap Gateways, SMSC

• Interconnectivity
– CDMA 1x
– GSM GPRS
– EDGE
– UMTS

• Penetration
– >25%
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Prerequisite for Value

• Segmentation of the customer base
– Prepaid
– Postpaid
– Corporate / large accounts
– Heavy users
– Early adopters
– SOHO
– …

• Variety of content…
• Or verticalization of content offering
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MMS target: The Japanese example
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i-Mode subscribers and revenues

• $18/month/user in 
additional revenue

• DoCoMo 2000/01 
profit up 45% to $ 
3.01 bn, beating 
analysts estimate

10% penetration in one year

i-Mode subscribers
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The solution: build an ecosystem
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• Success requires a strong Eco-system

– Key building blocks have to be in place and work together
– Several examples show that the best technology is not always the most 

successful

SMS and i-mode have 
a complete and 
thriving eco-system

The Internet offers a very 
broad eco-system, but 

lacks a robust business 
model

It’s not just one service, it’s about
building the ecosystem
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Challenges to succeed in MMS

• Content
• Revenues
• Complexity
• Timing
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MMS Challenge #1: Content

Content must be fun, like games

Personal: “The content I choose 
must be tailored for me” 

Perishable: “I want it now, not in 
15 minutes or tomorrow”

Context dependent: “on holidays 
in Sydney, give me ideas to go 
out in Sydney, not in Perth”.

Transactional: “I can interact with 
the content: reply, book 
something, react…” 

For the End-User

Compelling content originates 
mostly from the Internet, how 
to bridge the Internet world 
with the telco environment?

How to ensure that the MMS 
content I have in my portfolio 
will be purchased – again & 
again?

How to ensure that my customers 
always get the content in the 
form it is intended by the 
originator?

For the Operator
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Build a layered infrastructure for VAS

The complexity of delivering future services 
successfully

Number of layers required

Engines to power key 
application areas

Enabling engines for location 
and presence management
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MMS Challenge #2: Revenues

“MMS must be value for money or I 
will not use it”

“I want to feel I can afford to an 
MM as often as I want”

“If MMS is too expensive I will stick 
to SMS and Internet, like today”

For the End-User

What price to charge for an MM?

What charging model to use?

Tariff structure must be simple to 
understand 

But new tariffing arrangements are 
hard to bill

How to ensure that I keep a good 
cut on MMS content coming 
from so many different sources?

For the Operator
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Pricing strategy: 3 
approaches

GPRS based 
pricing

Free trial, no 
tariffs set

Billing per 
message

Free 
period

!

!
!
!

!

Size 
Limit

!
!

!

Vodafone in Germany, Portugal, Greece
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Pricing strategy

• VF D2 - flat fee .39 cent up to 30KB to registered users
• TIM - free until 30/09 only marketed to TIM GRPS subs.
• Telenor Mobil - 1.29 flat fee
• Vodafone Telcel - 45 cents free to 31/07 for 30KB
• Swisscom – up to 10KB .56 cent free until 30/09
• T Mobile Hungary - according to size S,M,L - 33 cent, 69 cent, 

1.38 cent.
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MMS Challenge #3: Complexity

How complicated will it be to create 
an MMS? It must be relatively 
intuitive, with a good interface 
of device and service.

Will it be more complicated to 
prepare an MMS than an SMS -
“I am not a techie”?

How do I know before I send it how 
much an MM with a big picture 
will cost me?

Will my friend with a 2-yr old phone 
be able to see what I send her?

For the End-User

To identify all the players in the 
extended MMS value chain, 
establish more partnerships 

More devices than ever before – all 
with different formats - to 
manage

To deliver different types of 
content, learn better from the 
customer base what they like 
and dislike

Pricing and billing must more 
flexible than with SMS

For the Operator
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MMS Challenge #4: Timing

I want to have up-to-date content, 
whenever I access or retrieve it.

I need to be first to receive certain 
types of content, before all my 
buddies

I want to be able to choose when I 
receive my content and how 
often

The content I get must be relevant 
to me, me and me

For the End-User

Time to market: need to be first to 
market / choose the right 
timing to launch MMS and 
subsequent services

What devices will be available -
when?

When to deploy and upgrade MMS 
infrastructure? Roadmap!

How to bring compelling content 
rapidly to the user, straight 
from any source?

For the Operator
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Conclusion
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Conclusion

• At introduction, MMS success will be due to value rather than 
volume

• Traffic will be driven by applications
• Interoperability, Pricing, Interconnectivity keys success factors

LogicaCMG Leader in Messaging


