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This issue of Genesis is a Messaging special. At ROCCO we genuinely
feel that strategic insights are hugely important to the industry we
work in. The industry is a lot like a messaging channel, where the
abundant messages from all sides ask you to read this white paper or
that press release, when all you really ever wanted was verified
messages. For this issue of GENESIS, ROCCO HQ has interviewed
people we consider to be the verified voices of our industry. In this
edition we made four interviews: featuring opinions from Nermeen
Sobhy (CEQUENS) the ROCCO IOO number two most influential
person, on her amazing career and the challenges she faced to be a
female engineer. We spoke to Stuart Mitchell (Sinch) about RCS,
Phishing and the future of SMS. We got a deeper understanding of
Mobile Identity from Sham Careem (Infobip) who is not only a
specialist in that area, but the No#1 Innovator in last years The
Innovators research from ROCCO. We spoke to Andreas
Constantinides (More than 160) on the Omnichannel approach which
was a really insightful article. We also identified from the ROCCO IOO
the leading influential people in our industry working in Messaging.
Dhiraj Wazir has made a great article on recent mergers and
acquisitions with some particularly interesting insights. As Genesis
magazine gradually becomes a reliable messaging platform for our
industry we hope to hear from your company too about what you're
doing and why. Keep us in the loop at HQ@rocco.group and see you
in Lisbon for Genesis 2023. 

THE ISSUE...

Editor-in-Chief

J A S O N  B R Y A N  /
J A S O N @ R O C C O . G R O U P  

The concept of sending messages through electronic
means started with telegraphs in the 1830s, which used
Morse code to transmit messages over long distances.
How have we evolved in 2 centuries, the experts explain... 

THERE'S A
WAY TO DO
IT BETTER.

FIND IT.

http://www.roccogenesis.com/
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AS MANY PEOPLE ARE
HAPPY TO ENGAGE
WITH THE RCS
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Jason Bryan, ROCCO

It’s a real pleasure to be here with

Stuart Mitchell from Sinch, a person

who I've admired in the industry for

quite some time, with quite an

amazing and important feed on

LinkedIn of insights and important

pieces of analysis that are, I think,

very relevant to our industry. So,

what better way to understand a

little bit more than to speak to the

man himself? Stuart, how are you

doing?

Stuart Mitchell, Sinch

Hello, Jason, thanks very much for

having me today. It’s a privilege to

be invited to talk to you. I'm very

well, thank you.

Jason Bryan, ROCCO

Stuart, you're somebody who a lot

of people in the industry already

know, but in case they don't, what

is your current role in Sinch?

Stuart Mitchell, Sinch

I'm working with Sinch as a product

manager in our Rich Messaging

team, which offers our customers

access to the enriched mobile

channels that are available today,

like WhatsApp, Viber, LINE, and

KakaoTalk. 

I've got a particular interest in RCS,

but I'm also managing our offering

for Apple Messages for Business

and Viber.

STUART MITCHELL

“FRAUDSTERS USE SMS AS A
CHANNEL TO DISTRIBUTE

MALICIOUS LINKS, 
THEY'RE TRYING TO SCAM YOU,
THEY'RE TRYING TO TRICK YOU,
THEY'RE TRYING TO TAKE YOUR

MONEY. 
 

I THINK IT'S A REAL SHAME
THAT OUR TECHNOLOGY IS

BEING ATTACKED AND BEING
USED IN THAT WAY. 

I JUST GOT A WHOLE BUNCH OF
JUNK RECENTLY ON WHATSAPP

TOO AND THAT'S A REAL
SHAME.”
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Jason Bryan, ROCCO

Fantastic. We have a couple of questions for

you on RCS coming up. But for sure, it's

certainly a wide variety of channels you're

looking at, you think it's typical for the

industry, or is it you would say, a little bit of a

broader view?

Stuart Mitchell, Sinch

I think every service provider or CPaaS

provider has a choice to make, whether to

concentrate on the most common channels

that can immediately provide revenue, or

offer a broader selection. Sinch offers access

to more channels than, I think, any other

provider at the moment, and that’s important.

Different channels work well in different

markets and with different demographics.

KakaoTalk is the number one option in just

South Korea, for example, but there's a global

market for our customers to come and use

the channels we offer to build engagement

with their end users in all markets.

Jason Bryan, ROCCO

It's always very interesting. We know that

since the birth of the smartphone

communication has really diversified. So, it's

clear people want to communicate and be

communicated to in their own ways these

days. So, we have several important industry

questions for you but before we get started, I

want to know how you started out in

telecoms.

Stuart Mitchell, Sinch

It was a complete accident. I started my

working life in broadcast: I worked for the BBC

for seven years after leaving university. I was

desperate to get into the world of audio

production and audio recording. Initially, I

dreamed of being a record producer, but that

never quite worked out. So, I went to work for

the BBC, I worked at Broadcasting House in

London initially, as part of the radio studio

maintenance team, I discovered I was useless

with a soldering iron, so, I quickly moved into

the project management team and helped

with some small and big projects like the

relocation of the Radio One studios. 

I also did some work on an extension added

to Broadcasting House and had an absolutely

fantastic time. But, after seven years straight

from university, it felt like time to move. 

So, I found myself a job with a small company,

based in Warwickshire, not too far from where

I live, who handled satellite audio distribution

of news for the independent radio sector. I

think it was the third day I was working there

that they announced the company had gone

into liquidation. 

So, having just taken a new job, after

something like 10 days, I was out on the

streets and looking for a role. Now, luckily

enough, it was 1997, just as the dotcom boom

was really beginning to kick in. 
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“THERE IS 
NO ONE-SIZE-FITS-ALL

SOLUTION: HOW CAN
CUSTOMERS BUILD

SOMETHING AROUND
WHATSAPP WHEN 
THERE ARE MANY 
NON-WHATSAPP 

USERS?" 
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“I DO TAKE A RELATIVELY SIMPLISTIC
VIEW, AND I THINK THE LAST MILE IS

WHERE PROTECTION LIVES:
 

ALWAYS THE MOBILE OPERATOR. RIGHT.
AND, YOU KNOW HOW THE ECOSYSTEM

WORKS, IF YOU FIX IT AT THE MOBILE
OPERATOR JUST BEFORE DELIVERY TO THE

HANDSET, YOU FIX IT PERMANENTLY.”



The telecoms industry, in particular, was

desperate for people. So, I walked straight

into a job in 1997 working in paging, yes, that

was a long time ago! I became a project

manager for Glenayre, who at that time was a

major paging and voicemail company, the rest

is history.

Jason Bryan, ROCCO

Don’t you wish sometimes we still had

pagers?

Stuart Mitchell, Sinch

You know, it's funny to look back. When I

worked in paging, pagers were all one-way

and provided a service not dissimilar to most

of the A2P SMS messages we get today, right?

Very simple, one-way notifications. 

At that time there was early talk about 2-way

paging and we thought “This is going to be

amazing. This is going to revolutionise the

industry,” but we heard others saying, “You

know, you can send messages from mobile

phones too now?”. We thought, “That's crazy,

no one's ever going to want to send a

message from a phone.” Back then people

had to triple tap the phone keys in order to

get the letters they wanted, and we all knew it

definitely didn’t make sense to put a keyboard

onto a phone. “That's never going to happen.”

But now, look where we are.

Jason Bryan, ROCCO

It must have been interesting to see that

perspective on the industry as it changed and

evolved. I mean, because SMS is still recent

history, we celebrated 30 years of SMS in

December last year? Now, here we are in 2023

and you know, it seems like it's such an

impossibly futuristic year. 

What would you say is coming up in 2023. The

big trends?

Stuart Mitchell, Sinch

Fragmentation is a clear trend, right? Earlier

we touched on the number of different

messaging channels that are available and the

different use cases they can get put to. I was

talking to a customer earlier today and they

were showing the fantastic tool they've built

to enable small and medium enterprises to

engage directly with their customers over

WhatsApp. You know that kind of idea was

unthinkable maybe 5 to 10 years ago. Now it's

commonplace. Companies can begin to adapt

and build their businesses around these new

technologies. So that's wonderful. 

But there is no one-size-fits-all solution: how

can customers build something around

WhatsApp when there are many non-

WhatsApp users? Sinch can help customers

handle that kind of challenge, but ultimately

SMS still has its role to play. 
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Jason Bryan, ROCCO

But there are some challenges out

there with SMS and I think you are

one of the people whom I always

look to to remind me of what is

happening, for example, on phishing.

What do you think the effect has

been of phishing on our industry?

Since you pointed out recently that,

it’s not only even an SMS problem

anymore. Is it something that the

chat channels are also going to be

experiencing? 

Stuart Mitchell, Sinch

I think it’s a huge challenge. You

know, and perhaps more

importantly, it's a question of trust.

Historically, before smishing or

phishing over SMS was a large issue,

I think, in general, consumers, were

happy to receive text messages.

They trusted them when they

arrived, because you know, it's come

from Vodafone or from Verizon,

whoever their operator is. It’s

someone trusted. Smishing is now

very, very common, particularly in

the UK, and many other countries of

the world. Fraudsters use SMS as a

channel to distribute malicious links,

they're trying to scam you, they're

trying to trick you, they're trying to

take your money. And I think it's a

real shame that our technology is

being attacked and being used in

that way. I just got a whole bunch of

junk recently on WhatsApp too and

that's a real shame. 

“DON'T KNOW IF YOU'VE
EVER ENGAGED WITH AN RCS

CHATBOT? 
NOT MANY PEOPLE HAVE,

BUT ONCE YOU SEE IT, IT'S A
WONDERFUL EXPERIENCE.

 
ALL MESSAGES COME FROM

A VERIFIED SENDER, YOU
CAN SEE THERE'S EVEN A
LITTLE CHECK MARK  ☑  

ON THERE, WHICH YOU CAN
CLICK ON TO SEE WHO IS

GUARANTEEING THAT
YOU'RE SPEAKING TO WHO

YOU THINK YOU'RE
SPEAKING TO.”
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Phishing is something that really upsets me,

it's something that it would be wonderful if

the industry could address but it is a very

difficult thing to address properly. 

Jason Bryan, ROCCO

It makes you think, what, how to tackle it, is

there a particular organisation or way

forward? What is the possible best outcome

that we can expect from Phishing, you have

any view on it?

Stuart Mitchell, Sinch

I did some work in my previous company

investigating whether we could bring the

cybersecurity principle of zero trust, to

messaging in general. Simply put we just

need to ensure every link that's being sent

over an SMS message is safe. Anything that

you can’t identify as known safe, you block it

in some fashion, such as redirecting users to a

holding page to say that we're not sure this

link is safe, proceed at your own risk. Much as

we are used to seeing on our desktop

browsers when a HTTP certificate expires. Any

links that are definitely dangerous can be

blocked outright, again something we

sometimes see on our desktop browsers. That

sounds relatively simple to do, but in practice,

the sheer volume of SMS messages that are

sent every second and the fact that every

single message has to be inspected and no

major latency introduced,

 makes this a difficult problem of scale. It’s

possible, but is it practical to do it? 

Jason Bryan, ROCCO

Is it in any entities’ hands? Is it in the vendors

who support SMS? Is it in mobile network

operators? 

Should it be in the hands of GSMA to solve? I

mean, is there a particular body? Or is it a

question of everybody trying to work

together?

Stuart Mitchell, Sinch

I do take a relatively simplistic view, and I

think the last mile is where protection lives:

always the mobile operator. Right. And, you

know how the ecosystem works, if you fix it at

the mobile operator just before delivery to the

handset, you fix it permanently. 

There are sadly so many ways that the official

routes into mobile operators can be bypassed.

SMS is a fantastic technology, because it's so

flexible, but because it is so flexible, it's

incredibly vulnerable to misuse. So, sure, you

could ensure that all the CPaaS providers and

the aggregators conform to some standards

and make that part of the chain absolutely

rock solid, but then… fraudsters move to SIM

Boxes. 

Ultimately, if you go to the very, very end of

the chain, subscribers get protected.
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“MANY OF MY NEIGHBOURS
REFUSE TO EVEN HAVE AN

ELECTRICITY SMART METER
INSTALLED, BECAUSE THEY FEAR

IT’S GOING TO SPY ON THEM"

17



Jason Bryan, ROCCO

It's actually similar to IoT, when we think

about IoT and how it's developing and the

openness of it, the diversity of it, it's heading

down a similar path in terms of connectivity

security, don't you think?

Stuart Mitchell, Sinch

Absolutely, I mean, as an example, I live in a

small rural village in North Buckinghamshire, a

very rural part of the UK. Many of my

neighbours refuse to even have an electricity

smart meter installed, because they fear it’s

going to spy on them. Again, it’s about trust,

what happens if I allow unknown, connected

internet devices into my house? What are

they going to be doing with my data, my

information, and what will that mean for me as

a person. So security is so important.

Jason Bryan, ROCCO

So, to move into one of the latest chapters of

the messaging world, which is RCS. 

I know you said at the beginning that it's an

area you're particularly focused on these

days. I noticed that you said in a recent

LinkedIn post “RCS has a click rate three times

higher than web links delivered over SMS.

How did you come to that comment? And do

you have a different perspective on RCS than

you used to have a few years ago?

Stuart Mitchell, Sinch

I've been working at Sinch for a year and a bit

now and I joined the team specifically to focus

on RCS. I was formerly working in the world of

IoT and I've worked in a lot of other telco

areas in not just paging but also voicemail and

voice over IP, etc. So, my focus on RCS has

been relatively recent but I definitely feel that

I've come into the technology when it’s about

to reach a tipping point. 

Sinch has a service that it's been selling

successfully for a long time called Rich SMS.

Rich SMS works by using SMS to send out

links to consumers that, when opened deliver

a compelling user experience in a browser. 

We can launch a chatbot, you can deliver a

personalised video, we can do some really,

really nice stuff. The brands love it, and it has

worked very well for years. 

But RCS has come at a time when, as

discussed, there's a big smishing problem.

Consumer groups around the world are

warning consumers never to click on links in

text messages that you wouldn't expect which

is now a problem for Rich SMS. Our customers

are asking what can we do to help with this?

“Rich SMS, it's fantastic for customer

engagement, but what’s next?”.

We've got a very successful mobile marketing

campaigns solution team and the French 
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 team in Paris, in particular, are building highly

successful RCS campaigns in a very similar

manner to what we do with Rich SMS.

Recently we have been doing some A-B

testing of Rich SMS vs. RCS. 

Typically, we receive a list of end customer

phone numbers from our customers, we scan

them to find out which are RCS capable, and

which are not, then we run a side-by-side

campaign: Rich SMS to those that are not RCS

capable, and full RCS to those that are. Doing

this we’re able to see clearly that three times

as many people are happy to engage with the

RCS channel than they do with the Rich SMS.

It’s delivering great results.

I don't know if you've ever engaged with an

RCS chatbot? Not many people have, but

once you see it, it's a wonderful experience.

All messages come from a verified sender,

you can see there's even a little check mark

on there, which you can click on to see who is

guaranteeing that you're speaking to who you

think you're speaking to. It supports all kinds

of logos and branding which enterprises love.

You know, it supports video, rich media and is

ideal for chatbots. It's a fabulous technology. 

The challenge the industry has with RCS at

the moment is to show the world really what it

can do. Something that we are still learning is

the need to speak the language of the

customers 

 for this technology, I mean the marketing

people we don't normally speak to. I spend a

lot of time talking around the analytics that we

can offer as well. I mean, as well as how many

messages have been delivered, we can see

how long it takes people to open them. For

real, not the statistics that we've seen on

slides for years and years that say things like

“99% of SMS messages are opened within

three seconds”. How has that ever been

measured? I don't know. 

With RCS, you see that data. You get real-time

delivery reports of every single message:

when it's delivered, and when it's opened, and

that's really valuable information that we can

provide to our customers. So, even in that

sense, it's a richer experience than SMS. It's

also eliminating a major unknown that we've

had with SMS for such a long time, which is

delivery rates. Now we know the message is

getting to the customer and if they're actually

opening it. 

“AS AN A2P CHANNEL,
RCS IS VERY, VERY

POWERFUL AND VERY,
VERY USEFUL."



The SMS world is highly interconnected. Every

provider in the world offers the ability to

terminate an SMS message on every operator

in the world, but not every provider is directly

connected to every operator. How do those

messages get there? They feed through the

ecosystem, one-hop, two-hops, three, four…

who knows how many hops. Often, as a

smaller provider, you're buying a route from

somebody, and you don't even know where

it's going after them. And, sure, SMS delivery

receipts are flowing up and down the chain.

But, we all know that sometimes they're not

always what they seem to be. 

With RCS, it comes from the handset, when

the handset receives the message, you get

that receipt, when the handsets open the

message, you get that receipt. Customers are

getting what they pay for. We're running a

very active RCS use case at the moment in

Central/Latin America, which was purely

based around a customer request to improve

the deliverability of their SMS messages. And

yes, we can do that with RCS. 

Jason Bryan, ROCCO

In ROCCO, we did a report last year, A2P SMS

Messaging report which was focused on the

enterprise community and how they were

responding to SMS and some very big brands

were very concerned about delivery rate and

really understanding, 

if messages are sent and how they're

monetizing on the SMS service. You have to

think, some mobile operators, are they really

maximising the quality of the solution? The

enterprise community is really questioning

that. The MNOs are they really optimising the

SMS experience or are they just looking to

make some money out of this. The enterprises

start to question if the MNOs are even

interested if the service fully works, or if it's

the highest quality it could be. So in terms of

RCS, it seems to be a win-win really for these

players. I mean, are mobile operators

engaging more than they were before with

RCS?

Stuart Mitchell, Sinch

I think it depends where you look in the world.

There's definitely a community of operators in

Western Europe, particularly the north part of

Western Europe, who are very, very

interested and have been working for a long

time with RCS: the UK, France, Spain, and

Germany, in particular. We've seen less

interest in Eastern Europe, and hardly any in

Asia yet, frankly. But in countries like Brazil

and Mexico, more than 50% of all users are

accessible via RCS, even if it’s an Android-only

channel. 

It does struggle from being an Android-only

channel though. When you go to North

America, in the USA for example, 60% of

handsets are iOS devices so RCS will always

be a minority offering. 
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It’s a shame that RCS seems tarnished forever

with this label of failed “SMS 2.0” technology.

It's had various incarnations, and

reincarnations over the years, but I think

where it's landed now is a very powerful A2P

technology. Sure it’s used for P2P too, and it's

going to be interesting to see what the EU

directive around interoperability of channels

will do; if the EU really do force Google and

Apple to talk to each other. On a P2P level, I’m

not even sure that that particularly drives any

consumer benefit, but that's a subject for

another conversation, perhaps! As an A2P

channel, RCS is very, very powerful and very,

very useful. I would definitely recommend

everyone to look to see what the capabilities

of the channel are because, like I say, it far

exceeds what most people think.

Jason Bryan, ROCCO

Do you think there are misconceptions about

RCS that are preventing its wider adoption?

Like you mentioned, Asia? That's very

interesting, because normally, you would

expect Asia to be at the forefront of this kind

of new technology. Especially, thinking of

South Korea, Japan, where richer

communications are very much something

you'd expect them to be engaging with.

Stuart Mitchell, Sinch

Google is now the major player in the world of

RCS following their acquisition of Jibe. It's a

unique model actually. They are effectively an

alternative channel or so-called OTT,

however, they are working in partnership with

the MNOs rather than necessarily against the

operators. As an MNO you can partner with

Google: you can monetize RCS through selling

of A2P termination in partnership with Google.

WhatsApp doesn't let you do that nor will

Viber or any other IP-based app. So, there’s a

unique opportunity for the mobile operators. 

Google have understandably concentrated

their efforts to a limited geography. Despite

being a huge company, slightly smaller this

week than they were last week, they don't

have the ability to target the entire world at

once. They have focused their efforts on

North America, Central and South America,

which are growing very, very well and the

other focus has been on Europe. So, they just

kind of left Asia to one side for now. But I think

going into 2023, we're going to see some

movement around that. Also, remember that

there are competing channels in that region

that I mentioned earlier: WeChat, Line,

KakaoTalk. There are channels specific to

those markets that serve local need. 

Android versus iOS is always going to be the

biggest challenge. It's going to be interesting

to see how that plays out. 



Jason Bryan, ROCCO

Yes, Android and iOS working on RCS, it's a

long story. It's an ongoing story. And it's

something we all will monitor as it goes

forward. So tell me more about Sinch. We know

in ROCCO Research about Sinch of course, very

admired by mobile operators as well as

enterprises. What are some of the ways that

people from Sinch are making a difference in

the world these days?

Stuart Mitchell, Sinch

Sinch is now a huge company, with over 4000

people worldwide, and it's grown hugely. I

remember the excitement when the guys left

mBlox to set up CLX. So here we are, many

years later, this massive company with huge

assets in voice, email, AI chatbots, contact

centres, and all kinds of applications. 

Corporate responsibility runs deep throughout

our core values at Sinch. We did some

interesting work during the pandemic in

particular. We ran a campaign called Unread

Messages, which enabled people to see how

messaging can be used to communicate with

each other, almost like a text-based

documentary. That was really interesting. 

We also did a campaign called Text for

Humanity which worked particularly well.

During the lockdowns throughout the

pandemic, people were feeling isolated and

alone. This was a way of sending a text

message to a centralised hub and receive a

message back from a stranger. So, you know,

we showed how the technology that we have,

enables us to bring people together. 

Sinch takes corporate responsibility very

seriously. We certainly do whatever we can

to be good citizens in the world and we see

our role as connecting people.

Jason Bryan, ROCCO

Excellent. Stuart, I want to thank you so much

for all the insights you've provided for us

today, it's always great to speak to you and I

genuinely would like to speak to you more

often especially on phishing and RCS as you

are clearly an expert there. So, I really

appreciate your insights. 

Stuart Mitchell, Sinch

Well, thank you, Jason. I'm a huge fan of

ROCCO Radio, as I'm sure I've told you on

many occasions. 

Jason Bryan, ROCCO

We love to hear what people are thinking and

sometimes the only way to do it is in isolation

like this. 

Thank you very much for your comments and

no doubt I'll see you in industry events in the

near future. 

Stuart Mitchell, Sinch

I hope to see you again soon, yes it will

probably be at an industry event! All the best.

Follow the Linkedin Profile of Stuart

Mitchell, Global Product & Business

Development at Sinch for the latest

industry insights:

https://www.linkedin.com/in/stuart

mitch/ 
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GENESISGENESIS

ROCCO is pleased to present the first and
revolutionary Genesis Hackathon!

 
 
 

DISCOVER INGENUITY,
DISCOVER SOLUTIONS
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Jan 19th - March 29th - Outreach and Registration
of participants. Teams must state which Hackathon
they want to take part in or if they want to support
both and form their internal teams.  

March 30th - Challenge Webinar. Presentation of the
specific challenges from the Stakeholders
themselves (MNOs and Enterprises) in the two
categories: Roaming & Messaging. 

Hackathons Go Live Participants must work on their
idea until 14th April and develop a 15 minute
presentation about the product/service/solution
they will present on the 14th.

7th April - First Checkpoint Session. An open
opportunity for clarifications on the challenges.  

April 14th - Hackathons end, Judging period starts. 
 Presentations are reviewed with the stakeholders. 
 

18th April - Stakeholders announce the short-list.
Top three solutions per category: Roaming &
Messaging. 

24th May - Shortlisted Companies present at
Genesis. The top three in each category will present
in Genesis event (Lisbon, Portugal - 24th-25th May). 

TIMELINE

19th
JAN

14th
APRIL

30th
MAR

18th
APRIL

24th
MAY

7th
APRIL

30th
MAR



GENESISGENESIS

http://www.roccogenesis.com/hackathons/


IN THE AGGREGATOR MARKET

MERGERS AND
AQUISITIONS UPDATE

BY DHIRAJ WAZIR
CEO ROCCO STRATEGY, 
DIRECTOR LABS AT IO
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  et's start with a simple table to set

some context: 

The above figures are the last annual

results published by companies, and

the market cap is as of early

February 2023. 

The valuation and ultimately market

capitalisation that Twilio managed to

achieve despite being unprofitable

(yet) made everybody sit up. In fact,

BT (British Telecom) which has a

market cap of C.£ 13 Billion which is

in a similar ball park as Twilio has an

EBITDA of £6 Billion. The only reason

a loss-making company has

valuations which compare with the

behemoths like BT is because of the

revenue growth it has shown year on

year.

One might be a bit too quick to judge

that BT seemingly turned the corner

in 2017, unfortunately one is quickly

reminded that the bump up in BTs

revenue in 2017, is due to the

acquisition of EE in 2016 and EEs

revenues showing under BT from

2017. In fact, it serves as a rude

reminder that BT bought EE from

£12.5 billion, and at the time of

writing this entire entity is valued at

£13 billion!  

 MARKET CAP EBITDA

TWILIO $11 Billion
C$ -1

Billion

Vodafone £25 Billion
C €15
Billion

Deutsche
Telekom

€101 Billion
C €37
Billion

AT&T $141 Billion
C $46
Billion

TWILIO revenues in Billion USD - source Macrotrends.net

BT revenues in Million GBP - source Statista
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This means as most of our assets and

transactions move online, Mobile Identity

is well placed to take an important

position in this evolving ecosystem.

Companies offering strong solutions and

coverage will be putting themselves in a

very strong position for success.

2. Security: Many companies have been

looking at this aspect for a while. Recent

acquisition of Anam by Infobip is a case in

point. Again, as discussed under Mobile

Identity above, increased digitisation also

meant that fraudsters have become more

sophisticated and fraud has increased.

This has also put more pressure on not

only Mobile Network Operators but also

Enterprises to take security seriously.

Hence a vendor able to complement their

services with strong security solutions

can be extremely attractive to it’s clients.

3. Revenue leakage: This is an extremely

in demand feature by Mobile Networks

Operators. Grey routes have always been

a problem and continue to do so, in

addition to that Artificial Inflation of traffic

which used to be primarily a voice issue

has now also spread across the

messaging world. In addition to that new

innovations like Flash Calling keep

denting operator revenues. Hence any

aggregator partners with their fingers on

the pulse and able to help MNOs with

these challenges is again quite attractive

for MNOs,

4. AI Integration with Voice and

Chatbots: To say the least the

development of AI has wide ranging

impacts in pretty much every industry.

But CpaaS providers will find this addition

to voice and chatbots to be the killer app

that they’ve been hunting for a while.

 Vertical acquisition: Where a company in the

existing supply chain of the acquirer is bought.

Horizontal acquisition: Where a company

offering similar products or services is bought.

In many instances, this could be done just to

buy market share.

Conglomerate acquisition: where a company

buys another company in a completely

separate industry altogether.

Congeneric acquisition: Where the acquired

company offers different products or services

but to the same set of customers.

Anyway, now that we have laid the foundation of

how the financial markets view the prospects of

traditional telcos and those of CPaaS providers, it

really should be no wonder that the sector is rife

with M&A activity. If anything, one would say that

in reality with hundreds of aggregators, we just

haven’t seen the number of acquisitions that one

would expect. Sure, Twilio have had about 11

acquisitions and Sinch over 18. But it begs the

question of what type of acquisitions these are

and what do we expect to see.

Typically acquisitions can be of 4 types:

1.

2.

3.

4.

It’s no secret that SMS aggregators see their

evolutionary path to growth through transforming

themselves to CPaaS players. This is what the

likes of Twilio, Infobip, Sinch etc have done quite

well. We do expect that most acquisitions in the

near future will be to help companies evolve into

strong CPaaS players, with the primary aim of

sprucing up capabilities and existing service gaps.

These obviously will depend on individual gaps as

recognised by each company. However, there are

a few specific areas of growth potential not quite

fully realised where we feel companies will try

and build their expertise. These include:

1.  Mobile Identity: Digitisation was on an

aggressive march already and Covid-19 seems to

have put turbo chargers under the trend. 



The industry has primarily been focussed on

horizontal and “mild” congeneric acquisitions, we

expect there to be a step change here as well,

with Tofane’s acquisition of DIMOCO being a

Congenric and I’d say Conglomerate mix, may be

foretelling of things to come. 

Let's leave academic categories aside and delve

into the real world. We think it’s quite a prudent

move by a voice player which has been focused

on consolidation in a diminishing market to enter a

growth market. As voice increasingly gets off

circuit-switched networks and just becomes like

another data packet, this will only add to the

decline in termination and transit revenues of

voice carriers. As a reminder voice revenues over

the last 15 years have already been under severe

pressure due to termination rates dropping and

then OTTs stepping in. With extremely low

margins and declining volumes, consolidation

through acquisitions certainly seems to be a

strong strategy, but then one is still playing in a

declining market. This acquisition will certainly

give pause to other voice players also and make

them reconsider if they should also look into

investing into CPaaS by acquiring a pure SMS

aggregator or one which has already started its

evolutionary journey to CPaaS.

However, one must bear in mind that acquisition is

just the first step rather than the final answer for

the voice players. Over the years the voice players

have gotten “quite good” at managing decline,

and to be fair sometimes it’s just the inability to

give up on the attractive top-line numbers that

keep many of them going. Especially if the voice

business is only part of the bigger business, just

stopping and saying goodbye to the top-line

numbers even if they barely add anything to the

bottom line can severely impact the share price.

This has led to the development of a very

different set of skill sets and more importantly

culture in these companies. This primarily requires

carefully building a low-risk, low-investment

strategy around fully depreciated assets.

Acquiring an aggregator or a CPaaS

provider inturn would require them having

to suddenly pivot and enter a fact paced,

high risk, growth environment can be

quite a challenge. Imagine asking a 44

tonne lorry driver to compete in an F1

race. In fact we believe one of the

reason’s this hasn’t started trending is

because the valuations of aggregators

and CPaaS providers are difficult to make

sense for most voice carriers, precisely

because of the completely different world

they come from. Infract  that hasn’t

stopped some of them trying to set it up

from scratch, what are the chances of

their success given the innumerable

challenges they face is quite another

topic.

In essence, the sector has been and will

continue to see M&A activity, in fact many

players are and will continue to flirt with

both (to acquire and be acquired)

activities in parallel. So we’ll continue to

see attempts at buying market share,

buying footholds in specific regions or

more strategically plug service offering

gaps through acquisitions, but where we

hope things will also pick up is with

Conglomerate acquisitions.

Dhiraj Wazir:
https://www.linkedin.com/in/dhiraj-
wazir/
 

https://www.linkedin.com/in/dhiraj-wazir/


ANTONIO RODRIGUEZ MERELLO-
LEAD RESEARCHER AT ROCCO
RESEARCH INTERVIEWS:  

ANTONIO 
RODRIGUEZ
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NEW TERRITORY OPENING
AND DEVELOPMENT- INFOBIP
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Antonio, ROCCO

Hey Sham Many thanks on taking

the time for this interview. It's a

pleasure to hear from the winner of

the Innovators 2022. 

How did you start in telecoms?

What’s your current role for

Infobip?

Sham Careem, Infobip

Thanks Antonio. My career in

telecoms began in 2001 with my

first role as an account manager for

a content syndicator. Responsible

for finding telecom clients for our

range of content feeds. These were

the early days of telco VAS (Value

Added Services), and content was

in high demand. Together with

customers in the UK telcos, we

launched a wide range of SMS

alerts (news, weather, sport,

entertainment etc). 

Over the next decade, I was lucky

enough to end up running the

company and overseeing the

expansion our offerings to a full

range of telco products and

services from WAP portals to self-

care apps. Currently at Infobip I

oversee our RCS relationships with

telcos globally, but in the past have

also worked with telcos on

Infobip’s Mobile Identity product.

2022 WINNER 
THE INNOVATORS

“THE MESSAGING SPACE
HAS BECOME

SIGNIFICANTLY
FRAGMENTED, WITH OTT

CHAT APPS MOVING FROM
P2P MESSAGING INTO
A2P AND MAKING BIG
STRIDES FORWARD IN

TERMS OF FEATURE SETS,
AVAILABILITY, PRICING

AND COVERAGE. ”

Antonio Rodriguez Merello, Lead
researcher from ROCCO Research
recently spoke with Sham Careem,
 Identity and Telecoms
entrepreneur/executive. Start-up,
scale-up, M&A. New territory
opening and development
 



Antonio ROCCO

A very wide remit, based on your perspective,

what is the biggest challenge in messaging

these days?

Sham Careem, Infobip

Business messaging used to be very

homogenous, with A2P SMS as essentially the

only channel available. Now, the messaging

space has become significantly fragmented,

with OTT chat apps moving from P2P

messaging into A2P and making big strides

forward in terms of feature sets, availability,

pricing and coverage. 

This creates challenges for both enterprise

and telcos. Enterprises now need to juggle

multiple channels to achieve good coverage

of their customers and provide all the services

available via messaging, from notifications

and authentication, through to conversational

commerce and customer care. The role of the

vendors is now more important than ever,

acting as hubs for enterprises with complete

channel coverage and messaging tools, APIs

and self-serve portals. 

The challenge for telcos is the impact this can

have on their SMS business, despite the

strong growth of A2P SMS revenues for many

years, and predictions of continued growth.

However, the plethora of OTT rich messaging

apps presents a risk to telco market share and

revenue moving forward. RCS offers telcos a

means to compete in the rich messaging

space, and not just protect A2P SMS revenue, 

but expand their messaging businesses into

new frontiers of conversational commerce

and customer support.

Antonio ROCCO

You mentioned RCS and what it can bring for

Telcos. Which are the common

misconceptions people have about RCS? How

can we combat these misconceptions and

communicate more effectively?

Sham Careem, Infobip

RCS has come a long way in the last couple of

years. Early challenges such as global

coverage and device compatibility have

significantly improved, with Infobip now being

able to offer A2P RCS (RBM) in 33 major

markets across 5 continents, and more than

200 countries supporting P2P RCS. With

Android being such a dominant OS globally,

and device support for RCS/RBM growing

daily, the number of people able to receive

RBM messages has reached an inflection

point, with brands increasingly seeing

RCS/RBM as a viable means of engaging with

their customer base. 

Much discussion in the industry has centred

on whether RCS/RBM can succeed without

cross compatibility with iOS. At Infobip, our

view is unequivocally yes! Most markets

outside of North America and Western Europe

are heavily Android dominated, meaning

RCS/RBM should be the de facto choice for

rich engagement via the mobile channel, and

even in markets with high iOS penetration, 



RCS/RBM can be combined with other rich

channels such as Apple Messaging for Business

(AMB), Google Business Messages (GBM) and

WhatsApp to reach iOS users. Ultimately,

brands and enterprises shouldn’t be concerned

with the technical delivery mechanism or

platform for their rich communication needs.

Mobile is the channel, and CPaaS providers

need to solve the complexity of delivering

engaging campaigns across the different

technical platforms. Brands need to be

concerned with the experience being delivered

to their end user, not the specific method of

delivery. Thus, RCS has an important role to

play in rich communications in all markets,

irrespective of the iOS/Android market share.

Antonio ROCCO

Based on your role and expertise in this area,

what is the most interesting messaging trend for

2023?

Sham Careem, Infobip

When it comes to RCS, the key trend for 2023

we are noticing is the huge growth in Rich

Messaging globally. 

We’ve conducted our own research on

messaging interactions over our platform

throughout 2021 and 2022, and the result of 153

billion recorded interactions shows a definite

growth trend for messaging and conversational

business communication. The general growth

across all digital channels, 

including SMS, OTT apps and email of 68%

globally is even more pronounced when it

comes to rich communications on mobile. 

Whether via RCS/RBM, WhatsApp, Viber, or

more regionally relevant OTT apps, growth

was seen across the board. We are confident

that 2023 will see a further acceleration in that

growth. Rich Messaging, where we are able to

offer rich and engaging communication

between brands and their customers across

95% + of smartphones globally, is set to

change the way brands think about customer

engagement via the mobile channel. We are

seeing a steadily increasing number of brands

looking towards rich messaging not just for

informative and transactional messaging, but

for promotions, conversational commerce and

customer support. As this trend gathers pace,

we expect to see RCS/RBM and other rich

channels become the de facto means of

engaging with customers digitally. 

Antonio ROCCO

How do you feel to be the winner of the

ROCCO Innovators 2022?

Sham Careem, Infobip

It’s very gratifying and humbling. Infobip has a

lot of innovative and dedicated people

working on new products and bringing them

to market, so recognition such as this is great

motivation for a lot of people. It’s also

important to let the industry know what

Infobip has up its sleeve. Most people know

us for our messaging solutions and having
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 such an innovative product

highlighted definitely paints a

different picture. I can only say I

was honoured to have been the

face of this team effort. 

Sham Careem, Infobip

As the winner of The Vendor

Innovators, what are the major

impacts that mobile identity can do

to transform the telecoms

industry?

Digital services of all sorts are the

norm in a lot of developed markets,

and are fast-growing in emerging

economies as well. But in both,

there are still people unable to

access these services because of a

lack of a digital identity. Providing a

way for people who don’t have

access to a digital identity, to

create and manage it via their telco

is a big step towards digital

inclusion. Telecoms are perfectly

positioned to act as data brokers:

it’s a highly regulated industry, with

numerous internal data protection

processes, and an unrivalled reach

to a huge segment of the

population. Telcos have been

working hard on reinventing

themselves from mere connectivity

providers and this is another area

where their core business and

reputation are assets that can be

put to great use. They should see it

as a step towards a more

comprehensive digital portfolio and

working with vendors like Infobip

means that they can reduce the

complexity of developing and

marketing a new service. 

“PROVIDING A WAY
FOR PEOPLE WHO

DON’T HAVE
ACCESS TO A

DIGITAL IDENTITY,
TO CREATE AND
MANAGE IT VIA

THEIR TELCO IS A
BIG STEP TOWARDS

DIGITAL
INCLUSION”
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Antonio, ROCCO

In your view, which are the major obstacles

that are hindering the adoption of mobile

identity worldwide?

Sham Careem, Infobip

For mobile identity to fully function and

provide the whole array of services and

benefits to enterprises and users, all mobile

operators in a single market need to be

aligned. They need to work together on

everything, from services and feature sets,

user experience and enterprise experience, to

pricing and go-to-market strategies. And we

need to add meeting all the regulatory

requirements, which is not a problem in itself,

or from a technical standpoint, but rather an

administrative process that can take a long

time to complete. 

Despite that, we’ve seen examples where this

is not only possible but already reality, so

there’s no need to think this can’t be replicated

worldwide. However, telcos need to move

faster to avoid losing first mover advantage to

digital platforms and their authentication

solutions, which are already widely available. 

Antonio, ROCCO

Infobip have clearly gone from growth to

growth. What are some of the ways people

from Infobip are making a difference in the

world?

Sham Careem, Infobip

From its beginnings, Infobip has always been

a community-minded company. From the

easy things like donating IT equipment to

schools, or medical and diagnostic equipment

to hospitals, to putting its own services and

platform to help those in need. We've worked

with the likes of UNICEF and Refunite, an NGO

focused on reuniting families affected by wars

and unrest, and during the pandemic, Infobip

has powered a number of messaging and

chatbot-based COVID info hotlines. 

We're also supporting several non-profits and

their STEAM education efforts, and while the

Infobip Foundation manages initiatives in

Croatia, its experience can be leveraged by

regional CSR groups in countries where

Infobip is present. Infobip continues to support

its employees when participating in

community activities, matching donations and

through other similar activities. Last but

definitely not least, Infobip's campuses in

Vodnjan and Zagreb were built with

sustainability in mind and feature smart

building features such as green facades,

rainwater capture and reusage, solar power,

and more. 

Antonio ROCCO

Thanks Sham for your views and

congratulations again for the Innovators 2022. 

Sham Careem
https://www.linkedin.com/in/shamcare
em/
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ROCCO RESEARCH INSIGHT

When asked about the top fraud trends in SMS Firewall, the majority of operators surveyed
(66%) see Flash Calls as the most relevant. There is an ongoing debate about what the
ecosystem should do about Flash Calls. In this regard, there are expectations for more
solutions based on monetising Flash Calls in 2023. SMS Bypass is also perceived as a key
issue by MNOs (58% of respondents). The major reason explaining this is that Bypass fraud
causes a significant amount of revenue loss to mobile operators worldwide. Third is spam,
which can also be used for malicious purposes, such as fraudsters trying to trick
subscribers into revealing their personal information.

SMS  FIREWALL TOP 5 FRAUD TRENDS
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OMNI-CHANNEL:
THE NEW
BUSINESS
MESSAGING
IS HERE! 

BY ANDREAS
CONSTANTINIDES, 
HEAD OF
MORETHAN160
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     lthough those terms are not new,

the usage, the functionality, the

benefits, and - most of all - the

difference are not so clear for many

stakeholders of our Industry. In this

article, Andreas Constantinides, Head

of MoreThan160, explains how they

work, defines the significant

difference, and proves that Multi-

Channel is an essential need

because, without it, we couldn’t enter

the business. Messaging future,

which is entirely OMNI! 

The shelves, the walls, the architecture, the

merchandising, and the storefronts play, and will always

play, a significant role in customer engagement. 

The first-generation Mobile network and the SMS

revolution added another Channel. Communication via

SMS became a multimillion-dollar industry worldwide,

while SMS – as a new media – succeeded in creating

immediate and efficient customer engagement. 

The Internet had once offered more commercial usage

channels and enriched Multi-Channel marketing with

digital tools and services such as Google search, Banner

Advertising, Sites, email campaigns, etc. 

A few years later, Social Media arrived, and surprisingly

each one of those Social Media platforms had been

transformed into another Multi-Channel tool, promoting

products and services, attracting leads and potential

customers, and then finally succeeding in becoming

among the most adorable advertising media of

consumers. 

The arrival of Smartphones in 2007 changed customers'

perception concerning Internet usage completely, and

since then, Communication has become easier than ever. 

Since then, Multi-channel marketing has mixed many

distribution and promotional channels into a unified

strategy to attract customers. 

This approach efficiently and effectively communicates a

product or service’s value using the unique strengths of

specific marketing channels. 

A

OMNI-CHANNEL VS. MULTI-CHANNEL 
THE MESSAGING PLATFORM WAR HAS
JUST BEGUN! 

MULTI, OMNI, OTT, 2-WAY COMMUNICATION... BUZZWORDS
WITHOUT SIGNIFICANT DIFFERENCE OR A DEMANDING NEED
OF NOWADAYS’ BUSINESS MESSAGING INDUSTRY? 

To start with a simplified fact, when

we say Multi-Channel

(communication), we are referring to

systems, places, media, and

platforms that can help Marketing to

spot, advert, and communicate

products and services. 

Of course, the term has been

introduced previously. Before the

Internet invasion, the term Multi-

Channel Marketing referred to

advertising leaflet distribution (door

to door or even via post mail),

newspaper and magazine

advertisements and articles, radio

and television advertisements, and

even retail stores.

AND THEN, THE DIGITAL ERA ARRIVED! 

"MOBILE MARKETING" HAS BEEN INVENTED! 



Marketers have lauded multi-channel

marketing for decades. Plenty of research

claims that multi-channel customers spend

two to five times more than single-channel

customers. The massive adoption and usage of

those channels by millions of products and

services around the globe is absolute proof!

 

It is well known that an increased number of

channels often translates into a higher number

of potential customer touchpoints. This gives

consumers more opportunities to engage with

brands and opens up new communication

channels between the organization and the

customer. Here, is precisely the time that 360

Marketing is born.

 

Access to analytics is a critical issue for

Marketing teams. However, creating a Μulti-

channel marketing campaign can be tricky,

untargeted, and unsuccessful for many

recipients.

When creating Μulti-channel campaigns, 37%

of marketers found it challenging to leverage

customer data.

On the other hand, 55% found it challenging to

add customer data to existing customer

profiles. 

On top of those facts, the need for marketers

to sort out and evaluate the data quality was

challenging. For them, discovering these data

can create more ways for business

communication and bring even more

customers, engagement, and revenues. 

The data has suggested that these

challenges arise due to a need for more

expertise in the organization and the amount

of information that needs to be collected

from all the diverse channels and that needs

to be consolidated. 

56% of marketers reported that it was at least

moderately challenging to fill roles related to

marketing analytics, with 18% claiming it was

their most difficult challenge of 2019. 

The need is obvious! Marketers need to use

integrated systems that simplify data analysis

for the uninitiated. 

THE BENEFITS OF THE EARLY DAYS HIGHER ENGAGEMENT TOOLS 

TO MAKE THE LONG STORY, SHORT... 

Multi-Channel (communication) is a range

of digital tools helping Commerce to

attract, inform and gain customers;

however, each channel works

independently and separately. 
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Omni-Channel sounds familiar;

however, only 7% of the SMS

Account Managers can understand

and explain it. The term is also used

as “cross-platform” or “cross-

channel”. 

The purpose is to provide customer

service across all channels, but

these channels must be connected.

We have already defined what

Μulti-channel is. And that was the

hard part. 

So, in order to define the Omni-

Channel, all we need to know is the

one significant difference between

the two systems. And this difference

is the unified operation of all

channels within the same system. 

The definitions seem very similar,

but the core idea is different. With

Omni-Channel, you use all your

channels and make them work

together. And this is the right way to

provide a seamless customer

experience and fulfill the need of the

customers, and this is what

Marketers need! 

On the other hand, all the customers'

data are stored in one platform. This

is the easiest way to access and

evaluate essential data such as

statistics, analytics, and valuable

KPIs! 

On top of this, the "one login" is a

priceless feature for every marketer! 

OMNI-Channel is a range of digital tools helping

Commerce to communicate, attract, inform and gain

customers within one unified platform that works

seamlessly. 

THE OMNI-CHANNEL DEFINITION 

OMNI-CHANNEL FACTS & MEASUREMENTS YOU NEED TO
KNOW! 

TO MAKE IT CRYSTAL CLEAR

1. Purchase frequency is 250% higher on omnichannel

vs. single-channel, and the average order value is 13%

more per order on omnichannel vs. single channel.

(Omnisend, 2020).

2. 98% of Americans switch between devices on the

same day. (Google Research).

3. 15 years ago, the average consumer typically used

two touch-points when buying an item, and only 7%

regularly used more than four. Today consumers use

an average of almost six touch-points, with nearly 50%

regularly using more than four. (Marketing Week).

4. Over 35% of customers expect to be able to contact

the same customer service representative

on any channel. (Zendesk).
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“THE NEED IS“THE NEED IS
OBVIOUS!OBVIOUS!

MARKETERSMARKETERS
NEED TO USENEED TO USE
INTEGRATEDINTEGRATED

SYSTEMSSYSTEMS
THATTHAT

SIMPLIFYSIMPLIFY
DATADATA

ANALYSIS FORANALYSIS FOR
THETHE

UNINITIATED”UNINITIATED”

5. Companies with powerful omnichannel customer

engagement retain, on average, 89% of their customers,

compared to 33% for companies with weak omnichannel

customer engagement. (Aberdeen Group).

6. 77% of strong omnichannel companies store customer

data across channels, compared to 48% for weak

omnichannel companies. (Aberdeen Group).

7. 61% of customers need help to easily switch from one

channel to another when interacting with customer service.

(Aspect).

8. 64% of marketers cite a need for more resources and

investment as their top barrier to omnichannel marketing.

(The CMO Club).

9. 90% of customers expect consistent interactions across

channels. (SDL).

10. 71% of shoppers who use smartphones for research in-

store say that it’s become an essential part of the

experience. (Google).

11. Omnichannel shoppers have a 30% higher lifetime value

than those who shop using only one channel. (Google).

12. Companies with robust omnichannel customer

engagement see a 9.5% year-over-year increase in annual

revenue, compared to 3.4% for multi-channel companies.

Similarly, strong omnichannel companies see a 7.5% year-

over-year decrease in cost per contact, compared to a 0.2%

year-over-year decrease for multi-channel companies.

(Aberdeen Group).

13. Omnichannel campaigns that involved SMS at some

point in the process were 47.7% more likely to end in

conversion. (Omnisend).

14. Marketers using three or more channels earned a 287%

higher purchase rate than those using a single-channel

campaign. (Omnisend).

Andreas Constantinides:
 https://www.linkedin.com/in/asconstantinides/44
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ROCCO RESEARCH INSIGHT

THE TOP 5 MESSAGING
CHANNELS BY EASE OF USE

When asked which channels are easiest to use, the majority of enterprises
(61%) said WhatsApp, closely followed by A2P SMS (60% of respondents).
Given this information, it is not surprising that A2P SMS remains a key
channel for customer engagement globally.

ROCCO asked enterprises: Which messaging options offer the highest ease of use?

www.roccoresearch.com
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From the A2P SMS Vendor
Benchmarking Enterprise Report 2022 

http://www.roccoresearch.com/




 
 

NOMINATIONS OPEN FOR 
ROCCO 1OO 2O24

THIS OCTOBER 



INTRODUCTION
This is the second edition of the ROCCO
IOO report and features the results of
biennial research to identify the 100 most
influential people in Roaming, Messaging
and Interconnect based on industry
opinion, nominations and voting. 

This report has been structured to start
with a general overview that features
aggregate data of candidates based on a
set of criteria. 

The second part of the report features the
ranking of the ROCCO IOO which features
their professional information as well as
the feedback provided by the nominators.

While the report focuses on the 100 most
influential people, over 130 people were
nominated for ROCCO IOO.
Congratulations go to anyone who was
nominated for being recognised, this is  a
tough global industry and to appear here
in this ranking is a tribute to hard 
work and dedication to the
industry.
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ANURAG AGGARWAL
NERMEEN SOBHY 
FLORIN NEAMTU 
GEOK CHWEE ONG 
GIDEON NDOGO 
MOUNTASSER HACHEM 
SAMUEL CHIWANDA
RAJDIP GUPTA 
SILVIO KUTIĆ
MANUELA MONTAGNA
DAVID BISHAY
ATIM AKEH-OSU 
NASREEN IBRAHEEM 
FABIO BOTTAN 
ANDREAS CONSTANTINIDES
CHRIS LENNARTZ 
DAVID VIGAR 
ALEX PEREIRA 
JORDI MARTINEZ                                         
IVAN RAMOS 
TRAVIA STEWART
JUAN FELIPE SANTOS SEGURA 
ANDY GLADWIN                                      
DMITRY STRELKOV                                
ADEEP MAHARAJ                       

1.
2.
3.
4.
5.
6.
7.
8.
9.

10.
11.
12.
13.
14.
15.
16.
17.
18.
19.
20.
21.
22.
23.
24.
25.
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26. IRFAN ABUBAID                    

27. NABIL BACCOUCHE

28. MILENA DEKOVA

29. MOHAMED FAWZY

30. TAMARA AL-BAKRI

31. RAVINDER SINGH

32. BENJAMIN ZATO

33. OBAID RAHMAN

34. AVIRAM RONEN

35. TIM BIDDLE

36. ALEXANDROS MYGDALIAS

37. DEEPAK BISHT

38. WALID BEN CHAMEKH

39. ORNELLA SICILIANO

40. ELI KATZ

41. DARIO CALOGERO

42. ROBERT GERSTMANN

43. PATRICK GEORGE

44. HATEM DOWIDAR

45. JOSÉ GARCÍA

46. HENNING LAGERBIELKE

47. ANDREAS MANN

48. AHMAD DAAMOUSH

49. ISABELLE PARADIS

50. JOHN MURTAGH

51. HASSAN MANSOUR

52. ARNE CASTELEYN

53. NASSIA SKOULIKARITI

54. JAMES WILLIAMS

55. BRIAN D'ARCY

56. CEDRIC GONIN

57. ANNA GUSSMANN

58. SARAH BARAKAT

59. SUNDIP RAVAL

60. CAMERON DUNN

61. FREDRIK SÖDERLUND

62. MARK PAGE

63. NINA HURST

64. CHARLES BERNARD

65. SEBASTIAAN JOUSTRA

66. TAREK ZEID

67. JAYMY TEH

68. VANESSA SMITH

69. KATLEGO KAPARI

70. GIRINDAR SINGH

71. STEPHEN BREEN

72. TOLA WARD

73. ROBERTO LIMA

74. DAWOOD GHALAIENY

75. MANOS GARBIS

76. NICK MILWARD

77. JASON OLIVIERI

78. MATTIAS STILLNÉRUS

79. CHIAMAKA EZEH

80. BRUNO MOURA

81. MAJD SHEEHA

82. MIHAELA AMBROZIE

83. NILA ROHEEN NAZIR

84. SUNIL JOSHI

85. ORI SHARON

86. JOHN WILKINSON

87. ANDREAS NEOCLEOUS

88. FREDERIC SCHEPENS

89. SHALINI TAMHANKAR

90. ANDREAS SOMMERWERK

91. RIADH BOUKRIS

92. VIVEK JHAMB

93. NADEEM LADHA

94. SHIKHA GUPTA 

95. KEVIN CHAN

96. TOM POSTI

97. MUHAMMAD DAWUD

SAIFULLAH BIN FADLULLAH

98. RYAN ROCHFORD

99. ZANA NOVAKOVIC

100. MD MAHBUB HASSAN



“Nermeen has been the face of Etisalat Egypt for a very long time,
and it has been a complete pleasure to interact with her and

collaborate with her on A2P/CPaaS opportunities. Unlike many other
operators in the region, Nermeen is extremely polite, humble and

affable, which makes it very easy to conduct business with her.  She
also possesses tremendous knowledge about the industry and every

conversation with her has helped to gain new insights and
understanding, not only of the Egypt market but of the industry as a

whole.”

HEAD OF COMMERCIAL ROAMING OPERATIONS
ETISALAT MISR

ATTRIBUTES SELECTED BY VOTERS TO DESCRIBE THIS CANDIDATE 
 

VISION

COMMUNICATIONS

COMMITTED

INSPIRATIONAL

SOLVE PROBLEMS

RELIABLE

INTEGRITY

KNOWLEDGE

OPEN MINDED

IMPLEMENTER

2
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Extracted from the ROCCO IOO 2022 Report



“Nermeen is one of the influential leaders in her profession.
During the COVID period, she managed to come up with
new initiatives that secured roaming customers'
experience during the lockdown and keep them connected
to their home network and aware of emergency numbers
that they may need.”

“Nermeen is not only a visionary leader, but also is an inspirational one across
the industry. She can see the future and smoothly influence all stakeholders to

win and build strong synergies and partnerships. During the past couple of
years, Nermeen created a new partnership model to perfectly monetize the
international A2P SMS revenue, where she managed to build great synergy
between the best SMS firewall vendor and one of the leading SMS hubs to

ensure double-digit growth in both revenues and monetized traffic volumes. If
the concept seems magical enough that many across the industry tried to
replicate, the real magic lies in the leadership to maintain this partnership

successful for years where every one of the three parties is working to support
and enrich this partnership. Now Etisalat Misr is recognized one of the most
well-protected networks and perfectly managed to monetize the A2P SMS

worldwide increase after the COVID.”
 

“Nermeen has been a great leader in revamping the
roaming commercial & international business which has
been affected by the pandemic and OTTs. She is aiming to
recast the B2O by pioneering new technologies leading to
new international revenue streams and unparalleled
digital CX.”

“During the last couple of years, all the world was suffering
from COVID and lockdown. Nermeen managed to secure the
Business and ensure that all needed work is done from home

through her team. Where all our roaming customers got the
service normally. Also, education and informative SMS were

sent to roamers who have stuck abroad and at airports to
guide them on the needed information.”

 

Extracted from the ROCCO IOO 2022 Report



NERMEEN SOBHY 
TALKS TO JASON BRYAN ON 
BEING NOMINATED THE MOST
INFLUENTIAL WOMAN IN OUR
INDUSTRY
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IN CONVERSATION 
WITHNERMEEN 

SOBHY
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NERMEEN
SOBHY

Jason Bryan
It's a real pleasure to be here with Nermeen
Sobhy. Nermeen, you're the carrier
relations Vice President of CEQUENS!

Nermeen Sobhy
Yeah, I've been appointed VP carrier relations
at CEQUENS. It's a new role. I joined them
recently.

Jason Bryan
Yes, we saw the news. Another chapter in your
amazing story. I say amazing, because we
heard so much, so many positive things, so
many amazing compliments about you in the
industry in the ROCCO 100, of course. Where
you were the most influential woman in the
ROCCO 100 for 2022. What an amazing result.
How did you feel about that?

In December 2022, following the
announcement in May 2022 of Nermeen
being the No. 2 highest-rated influential
person in the ROCCO IOO research, Jason
Bryan, CEO of ROCCO Research conducted a
podcast interview with Nermeen Sobhy. The
following transcription picks up on the great
insights shared about the life and career of
the most influential woman in our industry
and one of the most highly respected
colleagues.  

Nermeen Sobhy
Yeah, it's really amazing. I was really surprised
and felt that It was the kind of award for all my
career since I started at telecoms. So, it's good to
know that people are appreciating you, and
people can see the hard work you're doing and
the value you add to the markets. 

I would never imagine something better than
what I received in ROCCO IOO. Because actually,
it's not an award that you get by attending an
event or something. It's by voting and by our
peers and our colleagues in the market voting.
So I really felt very, very happy. And it's maybe
the biggest thing that's happened in my career:
to be acknowledged by colleagues all over the
world. So I really liked it. And the whole
experience was amazing, actually, especially
when we attended the event in Genesis in Spain,
and I met our colleagues in person. So it's good
to listen to compliments from people and to see
that reflected in an award that has been
everywhere. Thank you for this to ROCCO and to
all my colleagues who voted for me.

"It's maybe the biggest thing
that's happened in my

career to be acknowledged
by my colleagues all over the

world." 

Photo credit: 
ROCCO GENESIS 2022 
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Jason Bryan
No, all the credit is on you. You're clearly one
of the most admired people in our industry.
We don't always get a lot of recognition for
what we do in our jobs. And I think it was
wonderful for me to see the complimentary
things said about you, which came through in
the voting for the ROCCO 100. So I'm very
pleased for you. You have certainly influenced
and been an important part of our industry. So
that's incredible, congrats!

Nermeen Sobhy
But now, you know that you have to keep this
image and make sure that it's continuing while
you're doing your job every day.

Jason Bryan
So Nermeen, people want to know more
about you. And you gave a great presentation
during Genesis last year. But I would like to dig
a little bit deeper, we want to know a little bit
more about what makes Nermeen tick. So I
wanted to know a little bit more about what is
your background. What was it like for you?

Nermeen Sobhy
I was a child who used to be raised in normal
conditions in a normal situation in an Arab
country, Egypt.

I love my country and I spent most of my time
in Egypt. And since I started studying, maybe it
was kind of my parent's insistence to make me
always the best in the class. They were always
supporting me and pushing me to be ranked
first rank. That makes me always see that I have
to do my job and my efforts to the maximum.
So this is how I was raised. 

So when I started thinking about my future and
studies after school, I believed I had one target:
to be an engineer. That was my ambition and
my dream. And even when I was in school, in
my room, I just wrote something like "Nermeen
engineer" and put something like that on my
desk while studying like this is my target and I
put it in front of my eyes all the time. 

So thanks God I had a target. Because usually,
when you are a teenager, it's not easy to have a
direction or a target that you work for. 

"I love my country, and I
stayed most of the time in
Egypt."

Photo credit: 
ROCCO GENESIS 2022 
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So I was lucky enough to know what I wanted.
Even though my parents were not engineers, by
the way. But I don't know why, that's what I liked
and that's what I felt that I can be fitting in. I
started putting this dream in front of my eyes.
And I started working for it when I was in school. 

Surprisingly enough, when I was in my last year
of high school, I got a very high score. People
around me started to scare me by telling me
"engineering is very difficult", "you're not going to
be fitting as a female in the engineering
industry", and "you will find it very hard to do that
tasks. So it's not for you, it's better that you got
all the score, the very high score to apply for
medicine, you will be fitting more as a doctor",
and blah, blah. So people were trying to push me
away from my dream and giving me the feeling
that engineering could be difficult for a female
and it's better to go for medicine if you got a very
high score, which is rare to be getting at your
age. So you have to apply for medicine. And I
started feeling the pressure. So you know, I
applied for medicine. I put the first selection as
medicine and the second selection is
engineering. 

 I said, okay, let's see what will happen. I got into
the Faculty of Medicine.

So you can imagine that I attended the first day.
On the second day, I apologised and went to the
faculty management saying "I want to change, I
cannot continue and I want to go back to the
Faculty of Engineering". They told me, though:
"Now, the time passed, and we started the year.
I'm so sorry".

So I said, "I can even repeat or make another
year, but I want to apply for engineering". They
started supporting me and redirecting me to the
Faculty of Engineering. I joined in the second
term, or maybe at the end of the first term. And I
could make it, I did it, I passed the year and I
actually made the exam on time. I felt that that
was my dream. So I couldn't imagine myself in
another faculty. I felt that if you have a dream,
and you feel that you can do it better on that,
trust your gut feeling and look after your dream,
and you will get a better chance to make it.

"I felt that if you have a dream,
and you feel that you can do it
better on that, trust your gut
feeling and look after your
dream, and you will get a better
chance to make it."
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Jason Bryan
Absolutely amazing advice. So, what type of
engineering were you thinking of at the
beginning? 

Nermeen Sobhy
I was originally thinking about engineering for
architecture. But at that time, it was the start of
booming for the telecom industry. Mobile
operators started having a lot of work and a lot
of technology around, and studies started to be
everywhere. You know that in the preparatory
year in the Faculty of Engineering, you study all
and you start getting your major in the second
year. So by the end of the preparatory year, I
decided to apply for telecom which was just
starting a few years before I joined. So yeah, they
selected very few people. So I had to work hard
to get the highest score to apply for this major.
Thank God that I did it and applied for telecom
and joined the very few people who had recently
joined. 

Jason Bryan
Was it very tough to get into telecoms
engineering?

Nermeen Sobhy
Yeah. The first year was very hard for me
because it was a new thing to study in the
engineering sector at that time. I started
exploring everything, I felt that it was very
difficult to measure why I didn't go for something
that's easier. Engineering is a really hard thing to
do, so "why I'm always selected the most the
hard thing to do?", but I believe that it just
needed some understanding and some focusing.
You should understand the basics and the rules
of engineering and telecoms. The best thing
about engineering is that if you understand it
well, you don't need to study more. And that's
my key point of doing everything. Engineering
supported me and changed my way of thinking.
It's not just sitting behind the laptop and reading
books for many hours. It's just if you understand
well, you do everything after easily.

Jason Bryan
Great Nermeen. So, what happened next? After
you were at university when you completed your
degree?

Nermeen Sobhy
Yeah, I completed my degree and graduated
with a good score, I started to apply for jobs and
I was lucky enough that the first job I applied for
it was at Schlumberger.

At Schlumberger, I used to work as a typical
engineer. I work in that field of engineering with
safety boots and site engineering actually. So for
me, it was like the typical engineers that we see
in films and everything with helmets. So yeah, I
started working there, it was less than one year,
but I really enjoyed it. Because actually, I learned
a lot. I learned how to be under pressure. It's not
just pressure or stress or something, it's the
pressure that you are in the field and overnight
sleeping in the office. It was hard for me as a
female just to graduate to act like that. 



For me, it was something to strengthen my
skills of how to bear with the conditions you are
working at. You have to control everything
around you, make the best out of it and survive
until you get your work done. It was a very good
experience. But actually, my dream was to work
in telecom for mobile operators. So I kept
working for Schlumberger until I found an
opportunity. Then I moved to Vodafone Egypt, it
was at that time the first GSM name in the
market. I started working there as the telecom
engineer, and core network engineer, starting
from the switching part. So that's what I really
aimed for when I applied for telecom. Working
on the networking side, understanding how
signalling is going on. So for me, this was the
base I needed and I built on it for all my next
steps in my career.

Jason Bryan
So in Vodafone, you were working on roaming
or what was your first role? 

Nermeen Sobhy
I started at Vodafone as a switching engineer, I
started working on the part related to switching
and signalling and acceptance for switches. It
was a very technical role.

"So that's what I really aimed
for when I applied for telecom.
Working on the networking
side, understanding how
signalling is going on. So for
me, this was the base I needed
and I built on it for all my
next steps in my career." 

Then in between that I started to handle the
roaming part, signalling SS7 requests and IREG
testing, and doing the direct testing. Basically, all
the roaming basics. I started from scratch
actually. I started as a junior at that time, and I
started building upon this experience. Then I
managed the whole roaming team, including all
the roaming aspects. I stayed for almost seven
years in Vodafone. Then in Egypt, we started to
have more entrants in the market. 

I joined Etisalat in the starting phase managing
the roaming team from a different angle of
having both the parts related to agreements and
business and doing the parts related to value-
added services, steering and all this stuff. It was,
for me a good experience because I was actually
building the team from scratch. 

https://unsplash.com/@simplyswapnil


When you join a start-up phase, it's good that
you see that you can do more to can add more
from your experience to the place and you are
learning a lot from being in a start-up phase. It's
not just doing a normal job. So, I started building
the team, hiring people, and doing the structure.
So, for me, it was a very good journey. Thank
God that I managed to have a good legacy. I
believe that I left behind a very good team; well-
established people and very high candidate
calibres in the market. And for the work that I had
targeted to achieve or overachieve on what I did
in Vodafone from rollout and partners
connectivity, I managed to do more. So, it was a
very good success story for me. 

I think we started to build the business starting
with the roaming. We started to have the scope
of national roaming, we started to have SMS,
which was a new revenue stream in the market a
few years back. So, building every few years a
new revenue stream or a new function makes e
feel that it is always good to check what is 

going on around you, to catch up on the new
things in the market quickly to become the first
in the market.

Jason Bryan
It must have been an amazing journey. You were
at Etisalat for 15 years. You must have seen a lot
of changes in the company over that amount of
time, as it grew as a business.

Nermeen Sobhy
Yeah, a lot of changes. Actually, changing from a
start-up phase to being the third entrant in the
market. I believe we worked very hard, not only
the roaming teams but all to cope with the
market change to become maybe the second
player in the market by that time, and also have
a bigger market share than what was expected
when Etisalat started. That was a really good job
from all the teams.

Jason Bryan
Fantastic. So now you've made a change. How
did you start working for CEQUENS your current
company?

Nermeen Sobhy
Just a couple of months ago, I decided to
change my career. Since maybe a couple of
years back, I was trying to think about how to
make a shift in my career. Because sometimes,
as you said, I've been in Etisalat for almost 15
years. It's a long journey. But sometimes we feel
saturated, and you feel that you need a new
challenge. I'm not used to being saturated. I
always like to be learning and adding to my
experience adding to my skills. I've never been
saturated of development. I started to think
about how to make this change. For me,
CEQUENS was a good opportunity to accept,
because actually, it's more than enough to work
from the mobile operator’s side for more than 20
years. It's good to see the other side as a vendor
too. Maybe add value, maybe allow yourself to
learn more. I believe it's gonna be a good
chapter in my career, doing something different
building on my experience and my connection in
the region and my roaming and international and
SMS experience from the other side. I believe it's
going to be a win-win story for me and
CEQUENS to have more market share, to have
more expansion in the region, and to have more
business legacy. So, I believe it's going
to be a new chapter in my career and it 
will be a good one.

Photo credit: 
Shadyshaker, Cairo
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Photo credit:
Andrés Dallimonti, Gíza, Egypt

"Sometimes we feel saturated,
you feel that you need a new
challenge.
I'm not used to being saturated. 
I always like to be learning and
adding to my experience adding
to my skills.
 
So, I started to think about how to
make this change."
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Nermeen Sobhy
Okay, I am the vice president of the Carrier
Relations department. The role is to manage all
carrier relations with all mobile operators, all
over the globe. So, the main point that attracted
me is to start structuring the team and start
building up the business. For me, it's attractive to
have something from scratch and you start
building it and do the structure and do the parts
related to connectivity. 

It was handled before as part of the operations
and part of the partnership department. But now
with the main focus of CEQUENS being the
expansion, they started to separate this as a
separate department. So, it will be adding more
value to the business. I should be handling all
connectivity with mobile operators and carriers. I
should be supporting them in building direct
partnerships, for SMS for Cloud communication
supporting enterprises to have digital solutions
with the most advanced communication
techniques. 

Jason Bryan
So, what attracted you to your current role? Can
you tell us a couple of things that you love about
it?

Nermeen Sobhy
First of all, joining a company like CEQUENS, I
believe that they are in an expansion and growth
phase now, they have an expansion plan, which
attracted me to join them in this phase to have
more market share and more offices in different
countries. So, you are exposed not just to the
local market you are working on, you are
exposed to many markets. It's good to see
what's going on in other markets. 

The other part of that the scope is a bit wider,
which is not just roaming and international
CEQUENS are one of the very good platforms for
CPaaS and cloud communication services. I
believe this is a trend now. The coming phase of
communication, after having the A2P SMS
booming in the past year. I believe Cloud
communication is going to be a big trend in the
next few years. So it's good to join in this phase
to catch up with the market changes recently
happening.

Jason Bryan
Yeah, it's certainly a very interesting area, isn't it?
CPaaS seems to have just recently emerged, but
it's something which really brings together all
the different opportunities that enterprises have
in messaging. Very diversified solutions.

Nermeen Sobhy
Yeah, exactly. It's a wider scope than supporting
enterprises with cloud communication solutions
and the CPaaS platforms, supporting mobile
operators, not only in one region, but many, it's a
global scope. I believe it's going be a good
scope, wider scope, that supports me to add
more value and support CEQUENS to expand
more and more, I see a lot of potential in
growing, and it's good to join in this phase.

Jason Bryan
So why is your role in CEQUENS important?            
                       Would you say?
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Jason Bryan
It's an amazing role. It's something that you're
made for because looking back at the history,
with Vodafone with Etisalat, and now, you're a
builder. You're somebody who creates the
environment. 

Nermeen Sobhy
Actually, that's a topic that attracted me as well.
Because you know that I feel alive when I build
something I feel alive when I add value. So I
hope I can do it this time.

The Interview with Nermeen continues on
ROCCO’s Well Connected Podcast just
published from ROCCO RADIO, on Apple
Podcasts, Soundcloud and from the webpage
at www.rocco.group  

Photo credit: 
ROCCO GENESIS 2022 

"I feel alive when I build
something I feel alive when I
add value. So, I hope I can do
it this time.”

Photo credit: 
Michael Rodock

65

http://www.rocco.group/
https://unsplash.com/@simplyswapnil
https://unsplash.com/@simplyswapnil
https://unsplash.com/@simplyswapnil


Also, watch Nermeen's 
Genesis talk at www.roccogenesis.com

Listen to the rest of the  interview at ROCCO RADIO
www.rocco.group

https://www.roccogenesis.com/genesis-2022-pictures/
https://www.roccogenesis.com/genesis-2022-pictures/




ROCCO RESEARCH INSIGHT

Throughout the years, A2P SMS dominance has been tested by the
emergence of alternative channels. For instance, Chat apps are
frequently mentioned as the main competitor of A2P SMS. One of the
main reasons behind this is that they offer an enhanced user experience
(UX). 

WhatsApp is perceived as a strong competitor to A2P SMS by 83% of
respondent MNOs. Although to a lesser extent, Facebook Messenger
also represents a strong alternative, according to 61% of operators. In
addition, Telegram is the third largest competitor. Overall, this shows that
OTT messaging apps are perceived as the strongest alternatives to A2P
SMS in the view of MNOs.

A2P SMS TOP 5 COMPETITORS ACCORDING TO MNOs

www.roccoresearch.com
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From the A2P SMS Vendor
Benchmarking MNO Report 2022 
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Matti Makkonen, a Finnish engineer who is often credited as the
"father of SMS." Makkonen is said to have first proposed the idea
of sending short text messages over mobile networks at a
telecommunications conference in 1984.

Friedhelm Hillebrand, a German engineer who was instrumental in
defining the technical standards for SMS. Hillebrand is credited
with setting the limit of 160 characters for SMS messages, which
remains in place to this day.

Neil Papworth, a British engineer who sent the first SMS message
on December 3, 1992. Papworth used a computer to send the
message "Merry Christmas" to a friend's mobile phone.

The Masters of Messaging...  
The development of Short Message Service (SMS), commonly
referred to as text messaging, was a collaborative effort involving
multiple individuals and organizations. Some of the key players in the
early days of SMS include:

These individuals, along with numerous other engineers, researchers,
and business leaders, helped to lay the foundation for the
widespread adoption of text messaging as a means of
communication. 
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Today, text messaging is an essential part
of mobile communications for billions of

people around the world.
 

While it's important to note that the field of
messaging is constantly evolving, the

individuals in the following pages and
their companies have today played a
significant role in shaping the way we

communicate and exchange information
through messaging. Let's meet the most

influential people in Messaging... 
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CHIEF GROWTH OFFICER
GLOBE TELESERVICES

Everytime that you see this quotation mark                 please note it represents a quote from a voter 
 

“Anurag was instrumental in building the TATA business across a wide
geographic business area. He started with a very small network and was

positive, open-minded and eager to learn and meet new contacts during the
course of his Telco career. His work with the MEF board proved him to be a great
public speaker, easily discussing a broad range of products, industry trends, and

key learnings from his experiences. Anurag is an all-around positive influencer.”

VP CARRIER RELATIONS
AT CEQUENS 

“Nermeen has been the face of Etisalat Egypt for a very long time, and it has
been a complete pleasure to interact with her and collaborate with her on

A2P/CPaaS opportunities. Unlike many other operators in the region, Nermeen is
extremely polite, humble and affable, which makes it very easy to conduct

business with her. She also possesses tremendous knowledge about the industry
and every conversation with her has helped to gain new insights and

understanding, not only of the Egypt market but of the industry as a whole.”
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CEO
MONTY MOBILE

FOUNDER & CEO
CLICK-MOBILE

“Sam is talented and visionary. He is able to design resilient products suitable for
both third world countries like Malawi and developed countries too. He comes from

a humble background but has surpassed and created a company that is supporting
countries beyond Malawi.”

CEO
ROUTE MOBILE

“Rajdip has founded & grown Route Mobile to a leading A2P SMS player globally. He
has developed superior international connectivity to help international & domestic
enterprises/brands to reach their customers in a reliable manner. Furthermore, he
has given the A2P/CPaaS industry wider visibility by listing the company publicly.”

“He is creating a new mindset that inspires us all to excel at our work in addition
to believing that despite what our country is passing in we can still make a good

change and improve our boundaries.”



CEO
INFOBIP

SENIOR MESSAGING SPECIALIST
ARELION

“Fabio has been a key person in launching Telia messaging hub in Europe. Thanks to his
efforts and exceptional knowledge in the Telecom industry Telia has managed to create

a hub connecting all Telia group OPCOs and providing a single access point for
aggregators, mobile operators & enterprise customers within a very short period of time.”

CEO
MORETHAN160

“He is a great listener, a great speaker and a vocational influencer, bringing his
views and expertise for the improvement of the mobile industry and ecosystem. He

built the first Telecom HR company and first Academy for the Wholesale SMS
industry, being a pioneer in these domains.”

“Visionary leader in driving the organisation forward. Strategies the business with
the team in bringing the company to the next level. Got his eyes on the

upbringing of global employees while on the driver seat for the IPO.”

74



DIRECTOR OF CARRIER PARTNERSHIPS
TWILIO

HEAD OF OPERATOR PARTNERSHIPS, AMERICAS
INFOBIP

“He has so huge experience that allowed huge growth in terms to match our
company with MNO's.. thanks to his good skill to relate with other people he has

been able to convince MNO's to besides traditional services, explore the new tenders
and opportunities in the Digital world.”

BUSINESS DEVELOPMENT MANAGER - GLOBAL
ENTERPRISE
GMS

“Travia has one of the best records in Telecoms she was able to implement over 100
roaming partners in less than 90 days. At that time this was unheard of in telecoms.
She has a vast knowledge of her area that she has been able to train/mentor many

people in this field across the world, from the Caribbean to South Pacific to Latin
America to Europe, Oceania and beyond.”

“Implemented several new processes around interoperability between providers,
thought leader in the industry.”

https://www.linkedin.com/company/2141059/


VP OF STRATEGIC PARTNERSHIPS AMERICAS
VOX CARRIER

HEAD OF PARTNERSHIPS
MARIGOLD

“Andy is always keeping up with the latest mobile trends and technologies. He meets regularly with
customers to understand their mobile challenges and recommend the best solution for them. That is
sometimes his company's own solutions and sometimes a partner's solution. He is regularly leading

mobile-focused events for Cheetah such as "Thinking Caps" as well as industry events like MEF. Andy is
a pleasure to work with - approachable, trustworthy and all-around great guy!”

DIRECTOR OF PROGRAMMES
MEF

“James is by far THE most knowledgeable and networked person within the CPaaS space. He has
helped SO many carriers, enterprises, aggregators and other CPaaS players in shaping their service

offerings, fine-tuning their strategies and overall creating a positive impact on their businesses and the
overall industry. Through his role at MEF now, he is able to further contribute to the industry by bringing
together all players under the same umbrella and helping ensure meaningful collaboration and action,

that shall benefit all within the CPaaS industry as a whole! A definite ROCCO-IOO player! Cheers!”

“We started interacting recently but I'm really happy with his determination to work in the industry &
the way he completes the projects. His helpful attitude makes it clear that you can continue to take

on new challenges and grow with the company. I would like to thank him for his extra efforts.”



GENESIS 2022

"The camaraderie, engagement,
and just overall interaction was
indeed great to be part of"

How did it go...  
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GENESIS 2022
How did it go...  

"Its one of the best events I have
ever attended"

"Keep doing it this well."

"Brilliant!"
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"BRILLIANT""PERFECT"

VISIONARIES
GALA

How did it go...  

"EXCEPTIONAL" "EXCELLENT"



www.roccogenesis.com

2023
GENESIS

Genesis 2023 will be special, ROCCO, invites you
to join us to experience a revolutionary Roaming
and Interconnection Innovation Event, which will
take place on 24-25 May in Lisbon, Portugal.

Genesis 2023 will be the second live edition of
the event as a continued effort made by ROCCO
to showcase innovation after Virtual Genesis in
2020 and 2021 and Genesis 2022. 

ROCCO Genesis is an event designed to bring
three perspectives on the challenges our industry
is facing: innovative ideas, strategic insights, and
training. 

THIS YEAR...
WE'RE GOING

TO LISBON
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GENESISGENESIS
This Year Genesis hosts the final Shortlisted
Solutions for the Genesis Roaming and Messaging
Hackathons.
Participating teams made up of members of MNOs,
Vendors or mixed teams have a short time to
prepare solutions to two major challenges. The top 3
of which will be presented at our event.

The MNOs and Vendors taking part in The Innovators
and also in the Genesis Hackathons will present to a
panel of Lions who will give feedback to them live in
front of the Genesis audience.

The Innovators is a research initiative conducted by
ROCCO to identify and provide visibility to the most
innovative solutions from Vendors and MNOs in our
industry. This initiative creates a much-needed space
for awareness of what’s happening industry-wide.

The official Visionaries Gala from ROCCO will take
place on 25 May and it will be a dinner where we will
present more than 20 awards to The Innovators 2023
and Tier 1 Vendors from our Vendor Benchmarking
Reports. The theme of this year’s gala will be
revealed soon.



THE
INNOVATORS

5. LIONS DEN

24TH-25TH 
MAY 2023

3. VOTING

FEB 2ND 2023

2. SHOWCASE 

FEB 1ST, 2ND

1. REGISTRATION

12TH SEPT-12TH DEC

6. RECOGNITION

MAY 25TH 2023

4. SHORTLIST

MAR 1ST 2023
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The Innovators is a research conducted by ROCCO to identify the most

Innovative MNOs and Vendor Solutions in our industry.

After the industry support of the MNO Innovators 2021 and the Vendor

Innovators 2022.

 

ROCCO continues to offer the Genesis event and the Innovators Programs

again in 2023 to identify the most innovative solutions from MNOs and

Vendors.

Categories are as follows for either an MNO or Vendor solution: Roaming,

Messaging, Fraud& Security and Interconnect.

www.roccoresearch.com/the-innovators/

THE INNOVATORS TIMELINE 

http://www.roccoresearch.com/the-innovators/


 ALL THE TEAMS 

ePAYMENTS

MAURO MELE

PAUL FLANAGAN

TRANSIT CARRIERS 
MONITORING SERVICE

HUSSEIN ELSAFY

MULTI FACTOR
AUTHENTICATION

FRANCESCO VOTTA

5G SA ROAMING PoC
ENVIRONMENT

ZLATAN GARIBOVIĆ

INFOBIP 
SIGNALS

PEDRO JOÂO ALVES SEBASTIÂO

PHOENIX 
KEY2ROAM

www.roccoresearch.com/the-innovators/

http://www.roccoresearch.com/the-innovators/


JALAL ALDIEN ALDAMANI

INTERNATIONAL STUDENT
ROAMING OFFER

PIOTR SZYMAŃSKI

SIGWALL – MULTIPROTOCOL 
SIGNALING FIREWALL

FOR MOBILE NETWORKS

IGOR SKUTSENIA

FRAUD MANAGEMENT
SYSTEM

MEHDI TRIKI

STEEROP
(STEERING OPTIMIZER)

PRAKASH KUMTA

FIFA
PLAN

DMITRY KURBATOV

5G CYBER-SECURITY
LAB

www.roccoresearch.com/the-innovators/

 ALL THE TEAMS 

http://www.roccoresearch.com/the-innovators/


PUNIT OZA

ROAMING 360 ENGINE

NITIN VERMA

RYAN LOUW

SMS RICH CONTENT INCLUSION THROUGH
OMNICHANNEL ENGAGEMENT IN AFRICA

BRIAN BEACH

EVOLVED
MOBILITY

PUNIT OZA

AUTOMATED ROAMING
ASSIST (ARA)

THE INNOVATORS

www.roccoresearch.com/the-innovators/

 ALL THE TEAMS 

http://www.roccoresearch.com/the-innovators/


LION'S
DEN

THE LIONS (PEOPLE FROM
MNOS) WILL RATE THE
INNOVATIONS. THEN THE
AUDIENCE AT GENESIS WILL
ALSO HAVE A CHANCE TO
RATE THE IDEA.

Lions are intimidating, not 
always nice, you don’t know 
how they will react, but they 
will ultimately provide good
advice

The Lions will ask direct 
questions, debate among 
themselves the pros and cons 
of the idea and whether they 
like the idea.

Companies/Individuals pitch 
their idea to the Lions, showing 
with a maximum of 5 slides the 
full solution, its name, cost, 
uses, time to market, etc

A Vendor/MNO pitches an innovative
idea/product/solution which could help the
Roaming, Messaging and Interconnect industry
to generate revenues or save costs, become
more efficient or offer more quality solutions to
end subscribers. They will present to a panel
of Lions who give live feedback to them in-
front of the Genesis audience. 

HOW THE LION'S DEN WORKS:

The Lions will listen 
with an open mind to 
each idea which is 
being pitched to them.

They will give honest 
feedback/constructive 
criticism stating why 
they approve or 
disapprove of the
business idea/solution 
and provide a final 
opinion.

THE INNOVATORS
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THE LION'S
DEN

OBAID
RAHMAN

AXIATA GROUP
 

MIHAELA AMBROZIE
VODAFONE ROAMING

SERVICES

ANNELI JENNERSJÖ
LUNDBERG 

CKH IOD

The 5th Lion will
be announced

soon

MOHAMED
FAWZY

STC

THE LION'S DEN PRIDE
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24-25 MAY 2023
LISBON,
PORTUGAL

GENESIS
OFFICIAL

SPONSORS



COMING UP:
25TH MAY 2023

 
DRESS CODE:
BLACK AND WHITE 

CINEMA STARS
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Make Praça do Comércio
your starting point for
discovering the city and
marvel at the most
emblematic squares in
Lisbon. 

Take a moment to visit
the Belém Tower, a
UNESCO World Heritage
Site and one of Lisbon’s
most striking
monuments.

COMMERCE
SQUARE

BELÉM
TOWER
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Alfama is a joy to discover
and is often best explored
by simply getting lost within  
its labyrinth of alleys and
side streets.

ALFAMA
DISTRICT

PALACE
OF PENA

This Palace stands out as
the renowned jewel in
the crown of the Sintra
Hills. The surrounding

park, in close harmony
with the magical

character of the palace,
triggers emotions of

mystery and discovery. 
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THE 
ROCCO
GROUP
Driven by bringing innovation to

telecoms, our businesses each have

unique industry roles, with distinct

products and services but with the same

core values behind them all. We have

built this capability to serve and make

the telecoms sector prosper.
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THE INNOVATORS

VISIT ROCCORESEARCH.COM

 VISIT ROCCOSTRATEGY.COM

VISIT ROCCOEDUCATION.COM

VENDOR
BENCHMARKING

MARKET
INTELLIGENCE ROCCO IOO

INSIGHT
COMMUNITY

STRATEGIC
PLANNING

ROAMING BUILD ROAMING360
AUDIT

BESPOKE
RESEARCH

CONTENT
CREATION

OFF CAMPUS
COURSES

ON-DEMAND
TRAINING

LIVE TRAINING ON CAMPUS
COURSES

BESPOKE
COURSES

R
ES
EA

R
C
H

ST
R
A
TE
G
Y

TR
A
IN
IN
G
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http://www.roccoresearch.com/
http://www.roccostrategy.com/
http://www.roccoeducation.com/


Nothing is so consistent in the telecoms sector as change. Faster, better, cheaper…

Our zeal to consume more quality content, wherever we are in the world at a faster

pace has turned us into an impatient crowd that stares at screens almost

uninterruptedly and fidgets angrily at the smallest sign of a connection hiccup. But

we all know that professionally and as businesses we always need to start

preparing ourselves for the next step because there’s always another generation

and a new buzz to get excited about.

ROCCO has been around since 2012 and from our conception we wanted to be a

catalyst for innovation with Research, Strategy and Education that wasn’t biased,

sponsored or boring. We now have three companies, and we’re not afraid to start a

fourth, if there’s something new to deliver and a challenge to be met.

We create multiple types of reports on Roaming, Messaging and Fraud and

Security and we deliver on-demand training and strategic consulting which

together provide a rich foundation on which to wage strategic excellence. In

telecoms, we face multiple unimaginable scenarios, but we face them with

actionable insights, clarity of direction and purpose. 

ROCCO GROUP
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ROCCO RESEARCH INSIGHT

THE FUTURE OF A2P SMS

One of the recurring questions in the messaging space is what will happen to A2P SMS in
the future. Will it be the leader for the next 5 years? Or will it be overtaken by alternative
channels?

ROCCO asked businesses whether or not A2P SMS will be replaced. The results show that
37% of respondents do not see a replacement for A2P SMS, while 31% do not see a clear
successor. Finally, both RCS and OTT messaging apps are only seen by a minority (17% and
15% respectively) as a replacement for A2P SMS. All in all, it can be concluded from this
chart that there is currently no consensus on what the future of messaging will look like.

DO YOU THINK THAT A2P SMS WILL BE REPLACED? 

www.roccoresearch.com
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From the CPAAS Market Overview
Report 2023

http://www.roccoresearch.com/
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Access the entire ROCCO U
Training catalogue for 12
months.

Train your team in Roaming,
Interconnect and Digital
Transformation.

Open 24/7/365. Study at your
own pace with the ROCCO U
Online, on-demand training.

www.roccoeducation.com

+447730047777

50%+ Discount on buying all reports
independently.

All reports included: The Annual Report (The
23 Report) and All Market Overview reports
(Including Vendor Benchmarking add-on).

Single payment, single Invoice.

All reports sent immediately after
publication.

15% Discount on ROCCO U Courses.

All ROCCO Research Reports for one year,
Including:

www.roccoresearch.com
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ROCCO NAMES THE TOP TEN VENDORS OF2022 

The third edition of ROCCO's annual report, The 23 Report, provides an overview
of the areas that ROCCO analyses. Specifically, this publication includes the
Admiration Quads, which are competitor matrix models developed by the
ROCCO Research team to assess vendor performance and prospects.

In addition to reflecting on the key industry trends of 2022 from ROCCO reports,
The 23 Report also takes a look into the future. From the metaverse to LEO
satellites, this publication discusses how emerging technologies can transform
telecommunications and the way we live. ROCCO's lifelines also include a series
of forecasts for key services in the areas of Roaming & Interconnect, Fraud &
Security and Messaging.

MNOs who want to gain a deeper understanding of what other
operators think about vendors
Vendors who want to better understand how to maintain their
competitive advantage or move up in their niche
Other companies that want to know more about the key
telecom milestones in 2022 and what they can expect in 2023

This report contains 100+ pages and is aimed at



www.roccoresearch.com

2 0 2 2  R E P O R T S

http://www.roccoresearch.com/


The reports and catalogues to empower your vision for 2023

The ROCCO catalogue contains upcoming research projects for 2023 in the
areas of Fraud & Security, Messaging and Roaming & Interconnect. As ROCCO
recently celebrated its 10th anniversary, the research team has decided to
refine the way our reports are presented. In essence, in 2023, the ROCCO
reports will present a module and add-on system that will allow our clients to
select insights that have not been available to them before. All in all, our main
goal is to improve the experience while maintaining neutrality as a core value.

The catalogue also includes all ROCCO U courses and modules.
ROCCO's educational arm enables seasoned professionals and
newcomers to the industry to learn about the core areas of
telecoms and digitalisation trends. In short, our reports and
courses will definitely help you to strengthen your vision for
2023.



ROCCO U

www.roccoeducation.com
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C A T A L O G U E

www.roccoeducation.com

https://www.roccoeducation.com/
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GUTENBERG 

Prior to the rise of the Internet, no innovation did more for the spread
and democratization of knowledge than Johannes Gutenberg’s
printing press. Developed around 1440 in Mainz, Germany,
Gutenberg’s machine improved on already existing presses through
the use of a mould that allowed for the rapid production of lead
alloy type pieces. 

This assembly line method of copying books enabled a single
printing press to create as many as 3,600 pages per day. By 1500
over 1,000 Gutenberg presses were operating in Europe, and by
1600 they had created over 200 million new books. 

The printing press not only made books affordable for the lower
classes, but it helped spark the Age of Enlightenment and facilitated
the spread of new and often controversial ideas. In 1518 followers of
the German monk Martin Luther used the printing press to copy and
disseminate his seminal work “The Ninety-Five Theses,” which
jumpstarted the Protestant Reformation and spurred conflicts like
the Thirty Years’ War (1618-48). 

The printing press proved so influential in prompting revolutions,
religious upheaval and scientific thought that Mark Twain would
later write, “What the world is today, good and bad, it owes to
Gutenberg.”

THE INSPIRING STORY OF

https://www.history.com/topics/inventions/printing-press
https://www.history.com/news/7-things-you-may-not-know-about-the-gutenberg-bible
https://www.history.com/topics/british-history/enlightenment
https://www.history.com/topics/reformation/martin-luther-and-the-95-theses
https://www.history.com/this-day-in-history/martin-luther-posts-95-theses
https://www.history.com/topics/reformation/reformation
https://www.history.com/topics/reformation/thirty-years-war
https://www.biography.com/writer/mark-twain


GENESIS MAGAZINE IS
ALSO AVAILABLE

ONLINE AT
ROCCOGENESIS.COM 

THANKS FOR READING! 

ISSUE 4 IS A 5G
STANDALONE SPECIAL

ISSUE AND WILL BE
PUBLISHED IN MAY 2023 

FOR ADVERTISING
OPPORTUNITIES OR TO

SPONSOR GENESIS EVENTS
PLEASE CONTACT

HQ@ROCCO.GROUP 



SEE YOU AT
GENESIS 2023

 
24TH AND 25TH MAY

2023 IN LISBON 
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