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1. Executive summary 

Most communications service providers (CSPs) understand that they need to improve their ability to capitalize 

upon the data that they have at their disposal. Over-the-top (OTT) providers have shown how to monetize data, 

but only a few leading CSPs are generating significant revenue from selling their data. The case for 

monetization is growing because CSPs’ margins are under pressure. Data privacy regulation, the lack of 

appropriate technology deployed by CSPs along with their difficulty in retaining skilled staff add to the 

challenges of offering new services. Furthermore, CSPs need to develop new marketing and sales skills and 

organisational structures to support the new services. These challenges can be addressed through the help of 

vendors and partners that have the experiences, technology and skills to support CSPs. 

Many organisations are using their data to create valuable business insights. The phrase ‘data monetization’ has 

become a general way of describing two different activities. 

• External monetization. The use of data to create profiles of people or entities that can be sold to partners 

for advertising and market insights. Data monetization platforms (DMP) hold data and make insights 

available for these use cases. 

• Internal monetization. The use of customer and other types of data to optimise internal processes for 

personalising customer interactions, optimising operational processes, and using capital assets and 

resources. Insights are made available through embedding them in applications, through analytics 

tools/platforms or by providing insights through APIs. 

Analysys Mason conducted a survey of 60 CSPs worldwide in January 2019 to understand how CSPs are 

approaching the opportunities that monetising their data has to offer and the challenges that they face.  

Advanced CSPs understand the opportunity that data monetization has to offer but are prioritising internal 

monetization – 65% of them in our survey are actively working on internal use cases, while only 44% are 

actively working on external monetization use cases. 

The challenges to implement data monetization for internal and external use cases are similar, for example 20% 

of respondents cited the lack of skilled data scientists as a challenge when considering internal and external data 

monetization use cases. However, external monetization has additional challenges – 32% of respondents to our 

survey asserted that regulatory considerations were a significant challenge for external monetization use cases. 

CSPs understand that in order to differentiate themselves from competitors they must continue to innovate by 

supporting new services and optimise their current operations. The use of analytics tools to support them in this 

quest is critical in providing accurate and timely data-driven decisions. Our survey identified the Chief 

Marketing Officer as the organisational head of data monetization – 36% of respondents confirmed this, while 

only 21% of respondents identified the Chief Information Officer as the person in charge of data monetization 

initiatives. 

Marketing departments in CSPs are the most active in the use of customer data and are increasingly supported 

by cloud-based services to address common issues of staff lacking key skills and fragmented data stores. In fact, 

61% of the survey were using cloud-based services for data storage or analytics tools. 
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This document provides analysis based on Analysys Mason’s survey and assesses the opportunities and 

challenges that CSPs face when considering using customer and other types of data to generate new revenue 

streams. 

2. Data monetization – the opportunity 

 External data monetization 

Many telecoms CSPs have been looking at external data monetization having seen the growth that is possible 

with new business models championed by OTT players such as Facebook and Google. The analysis of our 

survey revealed that 24% of CSPs claimed that they had already achieved significant commercial advantage 

from external data monetization (see Figure 2.1). A further 22% were active, but had not yet achieved 

significant commercial advantage from doing so, and a further 16% were actively considering the opportunity. 

Figure 2.1: CSP attitudes to external data monetization, worldwide1 

 

1 Question: “Do you consider external data monetization as an opportunity that CSPs must address?” 

 

The response was not the same in all geographical regions. In the Asia–Pacific (APAC) region, 27% of 

respondents were generating significant revenue from external data monetization services, 27% were actively 

pursuing them and 20% were considering them, which is a 74% response rate for active projects (see 

Figure 2.2). This may reflect the lighter regulation in APAC markets as compared to Europe or North America 

and the need to find new revenue streams in markets where margins are being challenged by low-cost services 

and strong competition. 

24%
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27%

11%

Yes, it's commercially significant for us

We are actively pursuing it but it's not generating significant revenue for us

We are actively considering services in this space

We may consider this in the future

No, we don't think we can compete with OTT players

Source: Analysys Mason
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Figure 2.2: CSP attitudes to external data monetization, Asia–Pacific and Europe1 

 

1 Question: “Do you consider external data monetisation as an opportunity that CSPs must address?” 

 

Data privacy was quoted as the most significant hurdle for CSPs when rolling out external monetization 

services, the next most significant was the organisation’s ability to shift from selling communication-based 

services to selling the new types of services. Technical inhibitors, including a lack of technical skills and the 

cost of implementing new services, were identified as being significantly more challenging than the potential 

competition from established providers. 

Mobile advertising was cited as being CSPs’ biggest opportunity for generating revenue from external 

monetization. Mobile advertising and the opportunity to enter into partnerships with external data monetization 

providers accounted for nearly 50% of the survey’s responses about where CSPs perceived that the most-

significant new opportunities for data monetization lay. 
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Figure 2.3: Biggest opportunities offered by external monetization for CSPs1 

 

1 Question: “What do you see as the biggest new opportunities for data monetization?” 

 

CSPs regard mobile advertising as their biggest external data monetization opportunity and this finding was 

supported by their responses to making data available through a data management platform (DMP). A DMP is 

used to collate and manage data for internal and external data digital marketing. A DMP helps operators that 

want to support real-time bidding for external data monetization via online advertising, but also provides user 

profiles, 360-degree customer views and user categorization for internal uses cases. 

Our survey suggested that many CSPs are using DMPs – almost 40% of respondents are already using a DMP 

and a further 26% considering using one (see Figure 2.4). In addition, 26% were interested in implementing a 

DMP but felt that they lacked the knowledge to do so. 
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Figure 2.4: Using a data management platform for digital advertising1 

 

1 Question: “How do you feel about anonymising your data and making it available through a data management platform (DMP) to 

digital advertisers? (Tick one)” 

 

The take-up of DMPs was more significant in APAC than in other regions. More than 80% of responses 

indicated that CSPs in APAC were using a DMP or were in the process of implementing one, compared to the 

average of 65% of responses for the whole survey. This reflects the more advanced state of data monetization in 

APAC. 

The response of European CSPs was similar to the average of all respondents, but European CSPs were less 

committed than those in APAC – a high percentage of those in Europe reported that they would like to do it but 

had not started to look into it (see Figure 2.5). 
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Source: Analysys Mason



How communications service providers can harness the wealth of their data for competitive advantage  |  7 

© Analysys Mason Limited 2019 Data monetization – the opportunity 

Figure 2.5: CSP attitudes to using data management platforms, Asia–Pacific and Europe 

 

1 Question: “How do you feel about anonymising your data and making it available through a data management platform (DMP) to 

digital advertisers? (Tick one)” 

 

Creating value by partnering with organisations that can provide customer insights to support or improve their 

targeting of customer offers or their ability to develop better propositions is a key area for CSPs. This was only 

slightly behind mobile advertising as an area that CSPs thought they should focus on, according to our survey 

(see Figure 2.6). 

CSPs’ partner ecosystems can support more-flexible business models, not just in terms of providing insights. 

These business models might include revenue-share opportunities that enable revenue growth based on partner 

revenue, not just from selling data insights or online advertising revenue. 
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Figure 2.6: CSPs’ attitudes towards supporting partner ecosystems with insights1 

 

1 Question: “Do you support partners by providing insights and profiling customers on their behalf? (Tick one)” 

 Internal data monetization 

The use of data analytics to gain insights into internal processes addresses the key concerns that CSPs have in 

terms of being able to provide better customer experience, reduce costs and differentiate service offerings. 

Internal data monetization is a more significant opportunity than external data monetization and CSPs are more 

advanced in their activities around the internal approach with 65% of respondents having active projects. The 

most significant uses were to provide support for resolving network issues, differentiating current service 

offerings through personalization, and for gaining efficiencies. Less significant use cases included fraud 

management and optimization of network design. 
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Figure 2.7: CSPs’ use of data to provide personalised interaction1 

 

1 Question: “Do you use data insights to provide personalised interaction?” 

 

CSPs in APAC and Europe were different in terms of their use of analytics for customer journey mapping – the 

relatively high proportion of postpaid customers is reducing the need to track customer journeys in APAC. 

Figure 2.8: CSPs’ use of analytics for personalising interactions with customers, Asia–Pacific and Europe1 

 

1 Question: “Do you use data insights to provide personalised interaction? (Tick one)” 
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In terms of future internal data monetization projects, CSPs identified three key areas. 

• The improvement of services by proactively detecting service-related issues. This goes beyond current user 

experience functions into preventative measures. 

• The need for improved efficiencies using data-driven decisions to create more-effective processes.  

• Improvements to current offers by being able to segment customers at the micro level and being able to 

personalise offers. 

Fraud and revenue erosion-based issues along with network optimisation were identified as other areas of 

interest for the future. European CSPs were less interested in network optimisation and design than the average. 

Figure 2.9: Areas that CSPs plan to use internal data monetization for1 

 

1 Question: “Where do you see the biggest value for internal use of data insights for the future? (Rank top 3)” 

3. Data monetization – the challenges 

Many of the challenges are well understood by the CSPs that we interviewed in the survey. The challenges for 

external and internal data monetization are different. The key challenges for external data monetization are 

related to regulation, marketing and selling.  

 External data monetization 

The survey suggested that 44% of respondents were actively deploying external data monetization services but 

only just over half of these were generating significant revenue for their services and more than a third of CSPs 
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are not considering external monetization services at all. The demand for these new services is not as advanced 

as other service offerings that CSPs sell and lack of demand is a key issue. 

Regulation is a significant issue, particularly within Europe where nearly 40% of respondents identified it as the 

most significant hurdle to overcome. Beyond regulation, the lack of knowledge in selling external monetization 

services also features as a major concern. Direct competition with other services such as Google, were not cited 

as a major concern. This would suggest that CSPs are able to sufficiently differentiate themselves from current 

offerings when they have overcome the other inhibitors such as cost and lack of technical skills in deploying the 

systems to support the service. 

Figure 3.1: Inhibitors of external data monetisation1  

 

1 Question: “What do you see as the major hurdles in external monetisation of customer data?” 

 

The ability to support a data monetization primarily for advertising is supported using a DMP. Over 60% of the 

CSPs in our survey did not use a DMP for data anonymisation and only 25% have deployed this in-house. In 

APAC, a more mature market for mobile advertising, the use of DMPs was just under 50%, suggesting that 

DMPs are supporting more-mature mobile advertising propositions and that other regions should consider this 

as part of their solutions. 

 Internal data monetization 

Internal data monetization challenges have some similarities to those of external data monetization in that the 

lack of skills is an issue. The biggest issue was that data is fragmented. This factor was identified as a more 

significant issue in APAC, where external data monetization is potentially more advanced. Other challenges are 

around the ability to implement and create innovative processes. CSPs over many decades have incrementally 

built levels of automation to support different processes, which over time have become complex. As a result, 

processes are hard to change, including the ability to use innovative data-driven algorithms for automation, cost 

reductions or becoming more precise. 

Getting meaningful data insights requires good-quality and complete data sets to support each use case. Having 
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challenge for CSPs. This challenge was identified in our survey as the single largest hurdle to overcome for 

internal data monetization. Surprisingly, the technology to consolidate data has been available for some time, 

but sharing data at an enterprise level is often a challenge. Typically, a data preparation phase of a project will 

take up to a third of the project time, before modelling, the development of insights and the implementation of 

actions associated with them. 

Figure 3.2: Factors that inhibit CSPs from generating valuable insights from their data1 

 

1 Question: “What do you see as the major hurdles in generating valuable insights out of your data?(Rank top 3)” 

 

Cloud-based approaches are still being hampered by concerns over security and other technical issues, but 43% 

of CSPs are using cloud-based technology for both big data storage and analytics-based solutions. Many CSPs 

have their own big data platforms, but in mature markets CSPs are increasingly adopting public cloud 

infrastructure. Major analytics tools vendors are providing cloud-based solutions with either SaaS access to their 

tools or IaaS services included. Analytics apps, where pre-formed hosted analytics functions are exposed for use 

within applications and solutions through APIs or embedded functions, are increasingly becoming available. 

Overcoming the challenges of security, performance and regulations that demand localisation of data will 

stimulate the take-up of cloud-based services. 
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Figure 3.3: CSPs’ opinions on the use of cloud, big data and analytics tools for data monetization1 

 

1 Question: “How do you feel about using cloud technologies Big data storage or analytics tools?(Tick one)” 

 

Most respondents suggested that the chief marketing officer (CMO) was the owner of data monetization in their 

organisation. Marketing functions have traditionally been heavy users of analytics and data to provide better 

customer experiences. Improvements to understanding the customer are aimed at retaining and growing 

customer revenue, but marketing functions cover only part of the functions in a CSP.  

Within mobile-only operators, 45% of respondents suggested that the CMO owned data monetization, but the 

chief digital officer (CDO) was ranked at almost the same level as the CMO in APAC. 
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Figure 3.4: Responsibility for data monetization within CSPs, by job role1 

 

1 Question: “Who owns data monetization in your organisation? (tick one)” 

4. Observations and recommendations 

 Observations 

External data monetization 

Over 62% of operators in the survey were actively pursuing external data monetization strategies. This 

significant number suggest that CSPs believe that they have the potential to grow their business and offer 

services that OTT players are currently offering. Analysys Mason estimates that the value of the online market 

is more than USD200 billion worldwide and that more than USD70 billion of that is potentially addressable by 

CSPs. 

External data monetization is more advanced within the APAC region where data privacy is less of a hurdle than 

it is in other regions. More CSPs in APAC have implemented and are implementing external data monetization 

strategies than in other regions. Our survey confirmed this – a relatively small number of respondents in APAC 

stated that they were not actively looking to support partners in selling customer insights. 

Nearly 40% of respondent were already using a DMP, and a further 26% were in the process of implementing 

one, supporting CSPs’ rapid shift to implementing new monetization services. 
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The challenges that CSPs face in selling and supporting external monetization services are around regulation 

and the lack of knowledge. CSPs have fewer concerns about the established competition that is already 

prevalent in the market. 

Internal data monetization 

Internal use cases are heavily orientated towards those that are customer-facing and help to provide better 

customer services, drive more efficient operations and differentiate customer offers. There were few differences 

across the regions – CSPs in APAC followed the same trends as those in other regions but placed more 

emphasis on network design and planning. APAC operators are providing less personalisation for their customer 

interaction. This may reflect the large percentage of prepaid accounts and greater emphasis on mobile over fixed 

services compared to Europe and North America. 

The major challenges included the fragmentation of data from multiple systems across the enterprises. Lack of 

skilled staff at CSPs and their lack of innovation processes to encourage innovation were also identified as 

hurdles in generating valuable insights for internal use. These are established challenges that have been with 

CSPs for years, but new technology with the support of vendors and partners can help to resolve these issues. 

 Recommendations 

• The technical challenges and those related to a lack of skills are addressable by CSPs through partnerships 

with technology vendors. New technologies that help to automate the discovery of insights and provide 

monetization capabilities such as the deployment of a DMP significantly reduce the technology challenge. 

In embracing new tools, technology and solutions, CSPs can overcome the need to employ expensive data 

scientists and other related staff but can use partners to help support them with the launching of new 

services. 

• CSPs must define their own technology ecosystems – these may be based on a single vendor, or multiple 

vendors, open-source or in-house developed technologies. Each approach has its advantages and depends on 

the CSP’s abilities. Having a consolidated view of data, common tools and supporting data infrastructure is 

the foundation on which internal and external data insights can be delivered. 

• CSPs should use cloud-based delivery for new technical needs when deploying new monetization services 

or capabilities. This allows for experimentation and trials without significant capex. The ability to trial at 

scale without affecting current systems is essential for ensuring that established operations experience 

minimal disruption. 

• OTT players have established that the market for external data monetization services (such as digital 

advertising) is significant. CSPs should carefully consider how they can enter the market. 
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Analysys Mason’s consulting and research are uniquely 

positioned 

Analysys Mason is a trusted adviser on telecoms, technology and media. We work with our clients, including 

communications service providers (CSPs), regulators and end users to: 

• design winning strategies that deliver measurable results 

• make informed decisions based on market intelligence and analytical rigour 

• develop innovative propositions to gain competitive advantage. 

We have around 220 staff in 14 offices and are respected worldwide for the exceptional quality of our work, as 

well as our independence and flexibility in responding to client needs. For over 30 years, we have been helping 

clients in more than 110 countries to maximise their opportunities. 

Consulting 

• We deliver tangible benefits to clients across the telecoms industry: 

‒ communications and digital service providers, vendors, 

financial and strategic investors, private equity and 

infrastructure funds, governments, regulators, 

broadcasters, and service and content providers.  

• Our sector specialists understand the distinct local 

challenges facing clients, in addition to the wider effects 

of global forces. 

• We are future-focused and help clients understand the 

challenges and opportunities that new technology brings. 

Research 

• Our dedicated team of analysts track and forecast the 

different services accessed by consumers and enterprises. 

• We offer detailed insight into the software, infrastructure 

and technology delivering those services. 

• Clients benefit from regular and timely intelligence, and direct access to analysts. 
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Research from Analysys Mason 

We provide dedicated coverage of developments in the telecoms, media and technology (TMT) sectors, 

through a range of research programmes that focus on different services and regions of the world 

The division consists of a specialised team of analysts, who provide dedicated coverage of TMT issues and 

trends. Our experts understand not only the complexities of the TMT sectors, but the unique challenges of 

companies, regulators and other stakeholders operating in such a dynamic industry. 

Our subscription research programmes cover the following key areas. 

 

Each subscription programme provides a combination of quantitative deliverables, including access to more 

than 3 million consumer and industry data points, as well as research articles and reports on emerging trends 

drawn from our library of research and consulting work. 

Our custom research service offers in-depth, tailored analysis that addresses specific issues to meet your 

exact requirements 

Alongside our standardised suite of research programmes, Analysys Mason’s Custom Research team undertakes 

specialised, bespoke research projects for clients. The dedicated team offers tailored investigations and answers 

complex questions on markets, competitors and services with customised industry intelligence and insights. 

For more information about our research services, please visit www.analysysmason.com/research. 

http://www.analysysmason.com/research
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Consulting from Analysys Mason 

For more than 30 years, our consultants have been bringing the benefits of applied intelligence to enable 

clients around the world to make the most of their opportunities 

Our clients in the telecoms, media and technology (TMT) sectors operate in dynamic markets where change is 
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