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Greetings from Dallas (TX), Kansas City (MO), and Iconium (MO), home of the H. 
Roe Bartle Boy Scout Camp.  I have spent the last four days in the wilderness 
away from digital developments and focused purely on improving my camping 
and hiking skills.  It has been a terrific start to the summer for forty Troop 84 
scouts.   
 
Thanks for the many comments about last week’s article.  It appears to have 
struck a chord with many of you, particularly when considering the question 

“How did we get here?”  Generally, most of you agree that the current cost averaging approach to 
wireless carrier networks isn’t working.  And many of you are actively working on ways to solve the 
problem.  If you missed reading last week’s article, it might be worth a few minutes of your time.   
 
This week is focused on applications and value added services.  Since I left Sprint in 2009, the interaction 
of more complex applications with speedier networks has been a personal and business focus.  Just as 
devices have gone through a metamorphosis over the past three years, applications have also 
significantly changed.  They have gone from single ideas (e.g., one game written on iOS for iPhones) to 
massive extensions of existing business models (e.g., a mobile version of the online game that picks up 
where you left off on your tablet or computer written across Android, iOS, Windows and Blackberry 
operating systems).  They have gone from being stored information downloaded once with occasional 
updates (e.g., the basic game outlined above) to constantly updated applications using new versions to 
expand or continue applications brands.  And, much to the chagrin of parents everywhere, they have 
slowly changed from free (most times with limited advertising) to pay, either through in-app purchases 
or through up-front download fees.   
  
The most important change, however, is that many of the top Internet brands have started to realize 
that the most frequent and pervasive use of the Internet is occurring through the mobile device or 
tablet, not through the PC.  This sounds obvious to those of us who live in the telecom space every day, 
but when you think about where we were three years ago, with T-Mobile’s G1 the most popular Android 
device, Foursquare barely launched, and Pinterest still on the drawing board, the pace of development 
has been significant.  When consumers frequently “tune in” through devices that were previously 
viewed as ancillary or secondary, distribution and messaging strategies change.   Mobile is quickly 
moving to become the primary means to access text and photo-based information.  Video, interactive 
gaming and other latency-dependent applications cannot be far behind.   
 
What has been created is a yin and yang within the wireless world:  Applications sophistication 
improves, driving advancements in smartphone functionality.  They are inextricably linked, and 
dependent on each other to maintain their momentum.   
 
As these changes have been occurring, the carriers have responded with changes of their own.  The 
industry has gone from flat-rate to metered pricing, from hundreds of kilobits to megabits per second as 
the default download speed, and most recently from individual to pooled usage.  Data has gone from 
being one component of multiple growth sources to becoming the foundation for all future growth.  Wi-
Fi networks have now become an essential component of data engineering.  And wireless users expect 
the network to keep pace with the previously described yin and yang.  It’s a very different world than 
that of 2009.   



 
 
While things have changed, many opportunities exist for the wireless carrier community and their 
suppliers to influence the next wave of value creation.  Here are a few of the many ways the carrier 
community should change their current strategies to better compete in the next three years:   
 

1. Bite the bullet and tackle the issue of net neutrality.  With more “tolls” being placed on 
applications each and every day (usage-based pricing being one of them), and with the 
aforementioned video usage now entering congested backhaul circuits, the time is ripe for bit 
prioritization.  Call it the HOV lane, the application of toll free services to data, or anything else, 
but make the call – now.  Net neutrality drove the industry to usage-based pricing (see a related 
article I wrote for RCR on this topic in August 2010).  It’s time to provide an alternative that 
allows others to pay a portion of my data bill. 
     

2. Simplify the applications experience.  With Google and Apple taking a laissez faire approach to 
applications marketing, the carriers can take the reins. It’s OK to put some carrier muscle behind 
applications and promote some at the expense of others, especially if those promoted 
applications use the carrier for IP backbone or hosting services.  Simplify does not mean more 
pre-loaded bloatware that cannot be deleted, but does mean aggressive promotion through 
carrier-branded applications landing pages.   Wireless users still trust their carriers to maintain 
their privacy, and the carriers should leverage that trust to create a simplified experience that 
actively promotes applications that “work best” over Verizon.  Let the carriers do the sorting and 
develop personalized recommendations for each user and become the Nordstrom of the 
Internet (click on the link to see one of the more interesting Sunday Briefs on the subject).   
 

3. Reward customers for their network usage.  While most carriers cringe when any comparison is 
made to the airline industry, a reward program revamp would dramatically change the view of 
the industry and potentially create a short-term competitive advantage.  (If the airline analogy 
makes you uncomfortable, call it the wireless equivalent of Best Buy’s “Reward Zone” or the 
Amazon “Prime” product).  For every $100 spent, automatically enroll me in an “App of the 
Month” club that features discounted or free apps (see the earlier bullet).  For every 100 
gigabytes consumed, credit my account for 5 or 10GB (“byte back” instead of the popular “cash 
back” term).  For every $2000 a family spends on the new Verizon pricing plan, give them all a 
free year of Pandora One (commercial free and better sounding Pandora) or a few months of 
Watch ESPN (their mobile app).  Or, in the ultimate move, go for the “cash back” theme and 
deposit X% of my monthly bill in my mobile wallet on my NFC-equipped smartphone.  Change 
the perception of the carrier from bill collector to reward giver.   
 

It’s important to note that none of these solutions involve carrier involvement in applications design or 
development.  To quote the BASF commercial, carriers can succeed when they “don’t make your 
favorite applications, we make your favorite applications better.”    
 
Welcome your comments as always.  Since I am sending this out early Monday morning, let me be the 
first to wish you a Happy Worldcom Day.  Click here and here and here to relive the events.  We’ve come 
a long way in ten years.  More on the tenth anniversary of that event and the fifth anniversary of the 
first iPhone launch in next week’s column.   
 

http://www.rcrwireless.com/article/20100817/reality_check/reality-check-the-internet-needs-a-new-roof-not-another-layer-of-shingles/
http://www.rcrwireless.com/article/20091027/opinion/reality-check-when-nordstrom-runs-the-itunes-app-store/
http://www.youtube.com/watch?v=ZJHPpsb3FzM
http://www.cnbc.com/id/23237211/
http://www.worldcomnews.com/june24-30.html
http://www.iwar.org.uk/news-archive/crs/13384.pdf


If you have a friend who would enjoy getting this brief, please send an email to sundaybrief@gmail.com 
and we’ll get them on the list.  Have a terrific week!   
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