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Unlocking and monetizing mobile consumer data

We live mobile centric 

lives dominated by Big 

Data. 

7.5 B connected devices

1.5 B smartphones. 

1.7 ZB+ traffic going 

through the cloud.

Mobile operators have 

the potential to be 

empirical source of 

insight, but are trapped 

by scale of data in their 

networks – up to 30TB

a day

SAP Consumer Insight 

365, powered by SAP 

HANA unlocks the value 

of this data.

Delivering new revenue 

streams and consumer 

value, while maintaining 

the highest levels of 

protection for individual 

consumer privacy

Mobile Consumers value 

relevance and context, 

but businesses are 

working in the dark. 

$500B spent on 

advertising annually –

only 2% is spent on 

mobile



Industry background 
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For many years Market Research and Analytics Companies, 

Media Companies and Brands have worked with traditional 

sampling methods of monitoring and measuring the changing 

behaviour in consumers brought about by the proliferation of 

smart devices.

When all along carriers have had within their 

networks a more holistic empirical source of 

consumer behaviour, insight and market intelligence.
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Big data and the role of mobile networks

There are quite a lot of these … and increasingly more of 

these

There’s even more of these…
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Now SAP Mobile Services is throwing new light on consumer behaviour 

delivered through our new SAP Consumer Insight 365 Service

For many years Market Research and Analytics Companies, 

Media Companies and Brands have worked with traditional 

sampling methods of monitoring and measuring the changing 

behaviour in consumers brought about by the proliferation of 

smart devices.

When all along carriers have had within their networks a more 

holistic empirical source of consumer behaviour, insight and 

market intelligence.
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A wealth of new data



The Buyer
Who wants to buy consumer insight 
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Target sectors

Primary targets
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WPP – Kantar global business – global brands 

By uniting the diverse talents of its 
13 specialist companies, the group 
aims to become the pre-eminent 
provider of compelling and 
inspirational insights for the global 
business community.

Its 28,500 employees work across 
100 countries and across the whole 
spectrum of research and 
consultancy disciplines, enabling 
the group to offer clients business 
insights at each and every point of 
the consumer cycle. 

The group's services are employed 
by over half of the Fortune Top 500 
companies. Who also have a global 
business footprint

UK (London), France
(Paris), Spain (Barcelona 
and Madrid), Italy (Milan), 
Germany (Nuremberg & 
Hamburg), Poland
(Warsaw), Russia
(Moscow), South Africa
(Cape Town and 
Johannesburg), USA (New 
York, Los Angeles, and San 
Francisco), Australia
(Sydney), China (Hong 
Kong, Beijing, Guangzhou 
and Shanghai), Singapore
and The Philippines 
(Manila).

Additional companies 
Compete, Millward Brown

Kantar is also a WPP 
company 
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Global brands also expect a global service 

Burberry has over 500 stores in over 50 countries
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Large in country brands also expect a broad national service



The Buyer
What are they asking for
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Service and Business case

A fast scalable service 

Consistent Data sets and attributes

An open data source not productised packages  

Global Demographic profiling  

A globally accessible portal 

Global personal data privacy management 

Global data governance and in country policy 

management 

Consistent data output formats

Flexible access packages

Single point of Business contact 

Single point of Connection & Contract

Common interface   

Global pricing   

Single point service enablement and delivery 

API connectivity into in-house BIS and planning tools 

Global upgrades maintenance and support
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What do they expect the data to deliver

Through a highly flexible portal, data can be 

analysed in an infinite number of ways 

delivering solutions or contributive analytics 

to support many requirements. The data will 

be provided in a consistent format at an 

agreed frequency.

For example

Footfall related research

Motion mapping

Out of home behaviour

App ranking

Web browser ranking

Device profiling & penetration

Geo-demographic profiling

Event based research such as the Olympics

Path to purchase to support ‘interrupt’ initiatives

Consumer segmentation mapping



The Operator
What’s the key benefits to the operator
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Global solution, global portal     

Largest Provider in the Cloud

SAP HANA, Analytics

Third party Monetisation of data 

assets  

In house use to deepen 

subscriber profiling and targetting

Support to accelerate  accessing 

network  data  
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Global customers, global sales force  

238,000 customers 25 countries 

6,000 strong global sales force  

This fast fact is based upon a review of the 2012 Fortune 500 list and identifying companies that are customers.

The Top 10 are all customers Top 5: Royal Dutch Shell, Exxon, Walmart, BP and Sinvoc.
This fast fact is based upon dentification of SAP customers on the Interbrand ranking list. The Top 5 are customers: Apple, 

Google, Coca-Cola,, IBM, Microsoft Note: SAP is #25 on this list

✪ ✪✪

Fast time to market and 

revenues

Sales and marketing 



The Service
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SAP Consumer Insight 365 service

Business and Technical 

Resources

Analytics DBs storage, retrieval 

and distribution 

Geographic and cultural 

governance

 Meets all data protection and 

consumer privacy rules

Reporting and analytics tools

 Custom visual 

data dashboards

 Dynamic access 

 API

OPCOs

OPCOs

OPCOs

OPCOs
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SAP HANA

Business

Intelligence

OPCO’s API
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Consumer data

Macro Level Data 

No permission, anonymised data at an individual level from the 

total active subscriber base

Aggregation if enforced subject to national, regional, and 

operator requirements

Micro Level Data

Client

 Consumer insight 365 will have the ability to upload opted in 

consumer lists taken from a clients own panel members or 

permission based loyalty programmes.

Operator

 Opted in permission based subscribers. Used as a single 

source or used to augment client panel members   

We can see 

 A person (anonymised)

 Gender 

 Age

 Device (make, model, and OS)

 Home locator

 Activity locations  

 Activities – web browsing,

 (Site, App), text, call

 Socio-demographic profile 

 Time

Micro

Macro
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In action

Portal 

 A cloud based managed service, powered by SAP 

HANA

 Accessed through a smart searchable portal

 Fast intuitive service packages and simple 

subscription models 

API

The service also has the facility to deliver 

specified data feeds subject to contractual 

agreements through direct secure API connectivity
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Out of home: Enhancing shopping experience, out of home 

behaviour 

121,343* customers identified between 

9am and 9pm 

24% customers using mobile web/ apps

7% commerce based

4.5% mCommerce only 53 different sites

2.5% physical retailer 83 different sites

* One operator network

Oxford circus, Regent street, Bond street
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Location and motion patterning

Inputs 

 Near Real time tracking 

 Home to destination travel patterns

– To place or event, somewhere else, 

home

 Geo-fencing

– TV / Radio / press / outdoor DM 

regions, ... 

 Location / Journey activity 

 Web browsing

 App activity

 Footfall 

 Dwell time 

 Social media

 Text, Calls 

Outputs 

 Movement trends – are people 

migrating to a competitor a competitor?

 Time and demographic appeal – is a 

competitor more attractive to certain 

groups of people at certain times?

 Predictive analysis – modelling the 

most effective ways to attract and 

retain footfall based on past 

observations 

 Location Visuals and Animations

 Provision of map based demographic 

information, static, or time series 

animation  
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Significantly increasing the visibility of who is doing what, where, 

when on what device and for how long

How many 25 year old females enhance their 

shopping experience at lunchtime?

How many new devices have been activated 

this month. What are the top 100 apps?

Did a recent mobile media campaign deliver its 

expected ROI?

How many foreign visitors attend an 

exhibition?
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On Premise Approach Cloud Approach

Cloud vs. On Premise – what the user wants

Global brands have to use multiple SAP 

Consumer Insight web sites 

 it’s hard work; fragmented views of data

Global brands have one source for all data  easier 

to use. Simple to compare activity by country. Better 

elasticity  easier for SAP to add more capacity

SAP Consumer 

Insight  365 

Subscriber

MNO A  Data Center

SAP 

Consumer 

Insight 365

MNO B  Data Center

SAP 

Consumer 

Insight 365

MNO C  Data Center

SAP 

Consumer 

Insight 365

SAP Data Center

SAP 

Consumer 

Insight 365

Japanese 

MNO

SAP Data Center

SAP 

Consumer 

Insight 365

Korean 

MNOSAP Data Center

SAP 

Consumer 

Insight 365

US 

MNO

Canada 

MNO

UK 

MNO

French 

MNO

Step 1

Step 2

Step 3

Mobile Network 

Operator Data Centers

SAP Consumer 

Insight 365 

Subscriber
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How SAP Consumer Insight 365 in the Cloud works

The Mobile Network Operator (MNO) Mediation Zone
 Extracts data from MNO’s existing information/operational systems

 Anonymizes the data  SAP can’t identify individuals

 Periodically sends batches of data to SAP

The SAP Mediation Zone
 Checks & loads data into SAP Consumer Insight 365

 Makes it available for analysis to SAP Consumer Insight 365 

subscribers

SAP Global Data Center
SAP Mobile Services Global Data CenterMobile Network Operator Data Center

Session

IMS

PGW/GGSN

SGSN

Application 
Server

PCEF

TDF

SGW

EPC

Internet

Partner (Facebook, 
etc..)

s5/s8

HLR

HSS

MME

RAN

BSC 
/ 

RNC

GX

DRA

PCRF

OCS

OFCSOFCSOFCS

Subscriber 
conversion 
Charging

Billing

CRM

Ro/GY

RF (GZ)

SD
BX

BX

IPS2

RX

S11

S6
SY

DPI

IN/SCP

CSFB

OSS MMS-C SMS-C

Probe
MNO 

Media-

tion

Zone

Existing Mobile Network Operator systems

SAP 

Media-

tion

Zone

SAP Consumer 

Insight 365

Internet

Secure

SAP Consumer Insight 365 Dashboard

US

EU, etc.

SAP Consumer 

Insight 365 

Subscriber
Secure

SAP owns & 

operates this

Presentation 

Layer

Analytics & Data 

Storage Layer



© 2013 SAP AG or an SAP affiliate company. All rights reserved. 28

Cloud SAP Consumer Insight 365 security features

Security features include:
 Strong encryption of sensitive fields (MSIN, IMEI and Account Numbers)

 Truncated Zip/Postal codes for Home Location

 Minimum size of result sets  no response if too small

 Dashboard only access  no direct access to data, i.e. SQL

– API possible in future with same result set restriction

 Each MNO’s data stored separately at SAP Data Center

 Secure data transmissions  S/FTP over (VPN); IPX option

 User Id & Password required for access

 HTTP/S  browser communications
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How a Mobile Network Operator (MNO) Mediation Zone works

Mediation Zones collect, process data 

from MNO systems then sends to SAP

 High quality, complete & timely data critical

 Significant effort to build, test and operate

SAP’s CI 365 Mediation for MNOs

 Free license for MNO to use (incl. support)

 Pre-built & tested with CI 365

 Faster, lower risk implementation

 Updates from SAP for MNO to apply

 SAP accepts responsibility for problems 

with anonymization (not the MNO)

 MNO costs: Initial integration + hardware / 

data center operational costs

Mobile Network Operator Data Center

Mobile Network Operator Mediation Zone

Data Collector

(gather data from 

all required 

sources)

Pre-Processing

(data decoding, 

data deduplication, 

validation, re-

format, filter)

Processing

(split data, anonymize 

data, aggregation, 

session identification, 

correlation/join)

Forwarding 

(batch data, 

transmit data, 

controls)

MZ Configu-

ration Data

Secure Transport to SAP CI 

365 Mediation Zone running 

at  SAP Global Data Center

MZ

MZ MZ

MZ
MZ

MZ
MZ

MZ

MZ

MZ

MZ

MZ

MZ

Existing 

Mobile 

Network 

Operator 

Systems

SAP can provide an MNO with a pre-

built, tested Mediation Zone (see above)



The Partnership Opportunity
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Market Opportunity

Estimated that mobile operators will spend $23B per year by 2017 on mobile usage data 

analytics and monetization systems.  (GoGlobal, McKinsey)

Provides competitive advantage to Huawei radio network switching, core and value added 

nodes, and data management and other infrastructure systems

Provides mobile operators the ability to address a $100B+ market for mobile usage data and 

insights (McKinsey)



© 2013 SAP AG or an SAP affiliate company. All rights reserved. 32

© 2013 SAP AG oder ein SAP-Konzernunternehmen. 

Alle Rechte vorbehalten.

Weitergabe und Vervielfältigung dieser Publikation oder von Teilen daraus sind, zu welchem Zweck und in welcher Form auch immer, ohne die ausdrückliche schriftliche 

Genehmigung durch SAP AG nicht gestattet. In dieser Publikation enthaltene Informationen können ohne vorherige Ankündigung geändert werden.

Einige der von der SAP AG und ihren Distributoren vermarkteten Softwareprodukte enthalten proprietäre Softwarekomponenten anderer Softwareanbieter.

Produkte können länderspezifische Unterschiede aufweisen.

Die vorliegenden Unterlagen werden von der SAP AG und ihren Konzernunternehmen („SAP-Konzern“) bereitgestellt und dienen ausschließlich zu Informationszwecken. 

Der SAP-Konzern übernimmt keinerlei Haftung oder Gewährleistung für Fehler oder Unvollständigkeiten in dieser Publikation. Der SAP-Konzern steht lediglich für Produkte 

und Dienstleistungen nach der Maßgabe ein, die in der Vereinbarung über die jeweiligen Produkte und Dienstleistungen ausdrücklich geregelt ist. Keine der hierin 

enthaltenen Informationen ist als zusätzliche Garantie zu interpretieren. 

SAP und andere in diesem Dokument erwähnte Produkte und Dienstleistungen von SAP sowie die dazugehörigen Logos sind Marken oder eingetragene Marken der SAP 

AG in Deutschland und verschiedenen anderen Ländern weltweit. 

Weitere Hinweise und Informationen zum Markenrecht finden Sie unter http://www.sap.com/corporate-en/legal/copyright/index.epx#trademark.

http://www.sap.com/corporate-en/legal/copyright/index.epx

