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The opportunities for telecommunication companies in AdTech 
and how custom software development can help them build a 

successful advertising business. 



Introduction 

The days of making money on traditional telecommunications, such as via phone plans, 
have quickly faded.  

Digital disruption, companies like Google and Apple, and the rise of over-the-top (OTT) 
communication services like WhatsApp have telcos back on their heels and looking for 
ways to increase revenues through a wider range of services and business models. 

Despite the challenges telecommunication companies have faced in the past, there are 
many signs that things are looking up.  

The telecommunications industry is making investments in 5G, fiber and cable networks 
to cope with the increases in data and cloud services provided by Netflix, Google, 
YouTube and Facebook.  

Investments in Europe’s telecom sector grew to 52.5 billion euros (USD $59.4 billion) in 
2020, which represented a six-year high.  

But it’s not only technological innovation that is presenting new opportunities. 

Advertising is once again emerging as a new revenue stream for 
telecommunications companies. 

2021 was the break-through year for the distribution of advertising spending, as 5G 
started to roll out worldwide.  

It contributed to a significant shift in using telcos’ data for various purposes such as 
streaming content, live events, gaming, and other high-quality immersive and interactive 
experiences including new models for personalized marketing and advertising. 

Telecommunication companies realize that to be able to compete with the biggest 
players in the AdTech space, they need to utilize their existing assets and create thriving 
advertising and data businesses of their own.  

Many telcos have seen their competitors enter the AdTech market, leading them to 
devise their own strategies and invest in this space. 

In this report, we look at the opportunities for telecommunication companies in 
AdTech, analyze why telcos have entered and exited AdTech, and explain how 
Clearcode can help telcos enter AdTech via custom software development.

https://www.reuters.com/markets/deals/exclusive-d-telekom-vodafone-others-want-us-tech-giants-help-fund-network-costs-2021-11-28/
https://www.emarketer.com/content/how-5g-will-change-media-entertainment-and-marketing
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Opportunities for Telcos in AdTech 

Telecommunication companies are presented with many 

business opportunities, but one big opportunity that often goes 

unnoticed is advertising technology (AdTech). The reason for this 

has to do with the unique consumer data sets telcos have.  

Telcos are sitting on the richest datasets outside of those owned 

by Google, Facebook and Amazon.  

This data ranges from consumer location via base transceiver 

stations (BTSs) and online behavior via network traffic analysis, 



to demographic and socio-economic status (e.g. information 

from contracts and family plans). 

All of this data can be used to build detailed and accurate 

audience segments and is very valuable to advertisers.  

But, as with all data, it comes with privacy issues, and telcos must 

face the challenge of using data in a responsible and legal way, as 

well as navigate the changing privacy landscape being shaped by 

companies like Google and Apple and various governments. 

Apart from data, another thing telcos have on their side is an array 

of advertising inventory available to monetize.  

Telcos can offer ad space for different types of inventory, such as 

display, audio and TV advertising, and open it up to advertisers via 

programmatic media-buying channels. 

Below are some of the biggest opportunities for telcos in AdTech. 

  



Walled Garden and AdTech Stacks 

 
Telecommunications companies 

have access to immense amounts 

of user data, which means they 

are in a perfect position to build 

their own walled gardens and 

provide an alternative to the big 

tech giants of Google, Facebook 

and Amazon.  

According to eMarker, ad revenues from those three tech giants 

exceeded $200 billion in 2021, growing 38.3% from 2020, which 

accounts for 74% of all digital ad spending.  

By building their own AdTech and data platforms, telcos can offer 

a complete AdTech stack to advertisers and ad agencies that rival 

the likes of Google and Facebook. 

https://clearcode.cc/blog/walled-garden-adtech-monopoly-infographic/
https://clearcode.cc/blog/walled-garden-adtech-monopoly-infographic/
https://clearcode.cc/blog/walled-garden-adtech-monopoly-infographic/
https://www.emarketer.com/content/us-digital-ad-spending-2021
https://clearcode.cc/blog/build-or-rent-adtech-platform-decision-tree/


Competition and consolidation will likely remain fierce — both in 

telecoms and AdTech — but data provides many paths for telcos 

to jump into AdTech with valuable solutions that will help them 

create new revenue streams and competitive advantages with 

new technologies. 

Scalable Universal IDs 

Universal IDs have emerged as one of the main alternatives to the 

end of third-party cookies and mobile IDs and there are a few 

reasons why telcos are in a solid position to offer a scalable 

universal ID for advertising.  

The first and most obvious one is scale.  

Many telcos cover 40% of a single geography, which presents 

huge opportunities for advertisers to target certain users in a 

given location.  

https://clearcode.cc/blog/adtech-id-solutions/
https://clearcode.cc/blog/adtech-id-solutions/


The second is security.  

As telcos are one of the most regulated and privacy-compliant 

industries, they can be highly trusted with delivering secure 

universal ID services.  

The third reason is connectivity.  

Telcos can leverage an entire network across mobile, fixed-line 

and broadband that sits above the over-the-top (OTT) providers.  

One telco that is already offering a carrier-level ID is Vodafone.  

The telco has launched TrustPid — a persistent ID at the mobile 

Internet Service Provider (ISP) level that aims to be immune from 

cookie blocking and IP address masking. 

The ID will be created using various parameters and will assign 

user activity to it. Advertisers will then be able to show targeted 

and personalized ads to mobile users without disclosing any 

identification details. 

https://www.bleepingcomputer.com/news/security/vodafone-plans-carrier-level-user-tracking-for-targeted-ads/


We’ll likely see more telcos test out the universal ID option as it will play 

a huge role in programmatic advertising in the years to come and 

emerge as one of the top three alternatives to third-party cookies. 

Data Clean Rooms 

Another opportunity for telcos is building their own data clean 

rooms to maximize the advantages of existing customer 

databases.  

Data clean rooms allow for the exchange of data between brands 

and publishers in a secure way to match their first-party data 

together, while reducing the risk of breaching privacy laws and 

removing the need to use third-party cookies.  

By building a data clean room, telcos can use it to match data 

from advertisers with their customer data to build new segments 

for ad targeting, create lookalike audiences, measure campaign 

performance, and run data analysis. 

https://clearcode.cc/blog/data-clean-room/
https://clearcode.cc/blog/data-clean-room/


Data clean rooms are yet another solution telcos can develop to 

help companies succeed in a world without third-party cookies 

and mobile IDs. 

CTV & OTT Advertising 

 
The evolving CTV and OTT space 

creates unique opportunities for 

telcos to monetize their data and 

optimize ad campaigns.  

The pioneers are Verizon Media and 

Vizio that announced a data 

partnership in 2021 whereby Verizon Media gained access to 

Vizio’s Inspace viewership data from more than 18 million opted-in 

Smart TVs globally.  

The partnership means that this data will be available exclusively 

to Verizon’s demand-side platform (DSP) and Verizon will be the 

preferred supply-side platform (SSP) for Vizio’s programmatic ad 

inventory.   

https://clearcode.cc/blog/ctv-ott-infographic/
https://www.digitaltveurope.com/2021/04/30/verizon-media-to-become-vizios-exclusive-demand-side-platform-in-new-partnership/
https://www.digitaltveurope.com/2021/04/30/verizon-media-to-become-vizios-exclusive-demand-side-platform-in-new-partnership/


Offering AdTech solutions in the CTV and OTT space can enable 

telcos to bridge the gap between TV and mobile and establish 

advertising experiences across different platforms and devices. 

Telcos have access to premium inventory and data that, with the 

use of proper advertising technology platforms such as self-

serve advertising and data platforms, can drive performance and 

efficiency in the CTV and OTT advertising space.  

What the End of Third-Party Cookies and Mobile 

IDs Means for Telcos 

Google announced that it will stop 

supporting third-party cookies in its 

Chrome browser by the end of 2023, 

while Apple and Mozilla have already 

implemented anti-tracking features 

in Safari and Firefox browsers that 

block third-party cookies and other 

tracking mechanisms by default.  

https://clearcode.cc/blog/chrome-impact-adtech/
https://clearcode.cc/blog/timeline-apple-privacy-changes/
https://clearcode.cc/blog/timeline-apple-privacy-changes/
https://clearcode.cc/blog/firefox-privacy-changes-timeline/
https://clearcode.cc/blog/firefox-privacy-changes-timeline/
https://clearcode.cc/blog/firefox-privacy-changes-timeline/


Apple has also introduced privacy changes to its mobile identifier 

— identifier for advertisers (IDFA).  

This privacy feature has changed the way app developers and 

AdTech companies can access an iOS user’s IDFA as it now 

requires them to ask for consent from users before they can 

collect it.  

The opt-in rates are estimated to be between 4% and 40% 

depending on the survey and app category in question. 

Consumers, privacy advocates and governments around the 

world are the driving forces behind the phasing out of third-party 

cookies and mobile IDs in an attempt to improve user privacy and 

transparency in digital advertising. 

Therefore, there is a major opportunity for telecom companies to 

become leading AdTech players to help advertisers navigate and 

succeed in this new and challenging environment by pursuing the 

various options listed above.  

https://clearcode.cc/blog/apples-privacy-changes-ios-15/
https://videoweek.com/2021/05/06/reported-idfa-opt-in-rates-on-apple-devices-range-from-4-to-38/


What’s more, telcos are in a good position to play a key role in the 

future of programmatic advertising as they have access to large 

amounts of data that can be used to create universal IDs, which 

are regarded as one of the main replacements for third-party 

cookies. 

However, they have to ensure they’re complying with the various 

privacy laws, like the GDPR, by properly collecting user consent 

etc. 

Which Telcos Have Entered AdTech? 

Over the past decade, we’ve seen a number of large 

telecommunications companies acquire advertising technology 

(AdTech) companies, only to sell them off — in many cases for a 

loss — just a few years later. 

On paper, it makes total sense for telecommunications 

companies to enter the AdTech business. 



Many telcos have multiple digital properties (websites, streaming 

services, etc.), access to rich consumer data, and the 

communication infrastructure to make serious inroads in 

programmatic advertising. 

So why are some many telcos exiting the AdTech business? 

Why Did AT&T Sell Xandr (Formerly AppNexus) 

In June 2018, AT&T announced that it would be acquiring 

AppNexus — a programmatic AdTech company that claimed to be 

the largest independent digital advertising exchange — for a 

reported $1.6 billion. AT&T noted that it would integrate AppNexus 

with its first-party data, premium video content and distribution.  

AT&T’s ambition was to establish itself as a dominant player in the 

digital advertising industry and take on the giants of Google and 

Facebook. 

https://about.att.com/story/att_to_acquire_appnexus.html


Why Did SingTel Sell Amobee? 

SingTel acquired Amobee, an AdTech company that helps 

advertisers purchase ad space across websites and mobile 

devices, in 2012 for $321 million.  

The singapore-based telco planned to grow its mobile advertising 

business to make up for declining revenues from its traditional 

SMS and call services as a result of the rise of over-the-top (OTT) 

communication services, such as WhatsApp, and establish itself 

as a dominant player in the digital advertising industry. 

Then, in December 2021, AT&T 
announced it would be selling Xandr 
(AppNexus’ new name after a 
rebranding) to Microsoft for a 
reported $1 billion — $600 million less 
than what AT&T paid to acquire it just 
3 years prior.  

According to comments from AT&T 
executives, the telco gave up on its 
plans to become a dominant player in 
the digital advertising industry.

“Xandr is also a potential 
case study in 

mismanagement.”

https://www.marketingdive.com/news/att-sells-xandr-to-microsoft-ending-ill-fated-bid-to-dethrone-digital-duo/616411/
https://www.marketingdive.com/ex/mobilemarketer/cms/news/carrier-networks/12272.html


Despite being in an optimal position to expand its mobile 

advertising business, SingTel’s acquisition of Amobee never came 

to fruition, with executives stating the telco was selling Amobee 

as part of a strategic reset to reshape its portfolio. 

Why Did Verizon Sell Yahoo!? 

Verizon acquired Yahoo! in 2017 for $4 billion with plans to create a 

multibillion-dollar media empire.  

The US-based telco placed Yahoo! under the Oath brand, which 

consisted of other media businesses, including AOL, Yahoo! 

In July 2022, SingTel announced 

that it will be selling Amobee to 

Tremor International, an Israel-

based advertising technology 

company, for $239 million — $82 

million less than what SingTel 

paid for it ten years ago.

“According to Singtel, the 
divestment is in line with 

Singtel’s strategic reset to 
sharpen its business 

focus…” 

https://www.verizon.com/about/news/verizon-completes-yahoo-acquisition-creating-diverse-house-50-brands-under-new-oath-subsidiary
https://www.marketing-interactive.com/singtel-sells-amobee-to-tremor-us239m


Sports, TechCrunch and Engadget. Oath was later rebranded to 

Verizon Media in 2019.  

But in May 2021, Verizon Media announced that it would be selling 

Yahoo! and AOL to Apollo Global Management Group for $5 billion. 

Verizon stated that media and advertising were no longer core to 

its business. 

Why Have Telcos Failed to Make It in AdTech? 

Looking at the reasons why the various telcos have sold off their 

AdTech acquisitions, we can notice some similarities. 

Verizon stated that it wanted 

to build a media giant to 

challenge the dominance of 

Google and Facebook in the 

digital advertising space. 

“The sale signals that Verizon will 

focus on its internet-provider 

businesses as rivals continue to 

explore media.” 

https://www.cnbc.com/2021/05/03/verizon-sells-yahoo-and-aol-businesses-to-apollo-for-5-billion.html


Firstly, it must be said that simply acquiring an existing AdTech 

business doesn’t not mean that the telco will be able to turn it 

into a profitable arm of its business, regardless of whether the 

AdTech company was profitable before the acquisition or not.  

Telcos need to have an intimate understanding of how the 

programmatic advertising and AdTech industries work, both from 

a business and technology perspective.  

For telcos wanting to integrate their newly acquired AdTech 

platform into their existing systems and tools, they’ll likely be 

confronted with a whole bunch of technical issues. Integrating 

systems together isn’t as simple as plug and play. 

The question telcos need to ask themselves is: how will we 

combine all the tech together and activate the user data?  

Secondly, the telcos that planned to enter the AdTech business 

and take on the likes of Google and Facebook may have been 

setting themselves up for failure.  



Google and Facebook own different areas of the digital 

advertising industry. Google owns the search advertising space 

through Google Search and YouTube, and dominates advertising 

in the open web, whereas Facebook owns the social media 

advertising space. 

Competing with these two tech giants requires a solid business 

plan. How are you planning on taking ad spend from these two 

behemoths when independent AdTech companies have been 

trying to do this for years with only a handful finding success? 

When you’re acquiring an AdTech company for hundreds of 

millions or billions of dollars, there’s an inherent risk that the 

acquisition won’t produce a positive return on investment and 

just end up becoming an expensive and highly complex piece of 

tech that nobody knows how to use or extract value from 

properly. Hence why some telcos have written down their AdTech 

assets and sold them off.  



So What Should Telcos Do Instead? 

Despite the many failed attempts 

at making it work in the AdTech 

industry, there are still huge 

opportunities for telcos to 

succeed in AdTech and establish 

new revenue streams.  

One mistake many telcos made 

was thinking that an acquisition of 

a leading AdTech company would turn them into a dominant 

player overnight.  

While this may have been possible with the right strategy, telcos 

are better off setting their sights closer to home and thinking 

about how they can build thriving and profitable AdTech 

businesses off of their existing assets, technology and data.  



While this was the plan for some telcos, integration challenges 

and the sheer scale and complexity of the technology meant that 

they weren’t able to realize their business goals.  

Instead of spending hundreds of millions or billions of dollars on 

acquiring the tech, telcos would be better off building the AdTech 

platforms from the ground up.  

By building AdTech platforms rather than acquiring AdTech 

companies, telcos can design and develop technology that 

exactly meets their business needs, perfectly integrates with 

their existing systems, and can incrementally develop the 

platform, making changes and direction when required based on 

changing market conditions or stakeholder feedback.  

“While acquiring an existing AdTech business may seem like the 

obvious choice for telcos, as we’ve seen, it often ends up 

becoming a very expensive failure. There are other ways telcos 

can enter AdTech and build successful businesses, such as 

developing the software. This not only allows telcos to build 



software that meets their business goals and properly integrates 

with their existing systems, but also enables them to receive a 

working platform without a huge price tag attached to it”, says 

Piotr Banaszczyk, CEO at Clearcode. 

Advantages of Building AdTech Platforms for 

Telcos 

When building their own AdTech platform, telcos have the most to 

gain as it allows them to develop software that can be customized 

to their technical requirements and well-aligned with their 

business goals.  

The main advantages of building an AdTech platform for telcos 

are: 

• Ownership of the tech, IP and data. 

• Control over the product roadmap. 

• Full customizability of the tech. 

• Less risk of the project failing in comparison to acquiring an 

AdTech platform. 

• Better and easier integration with existing systems. 



The main disadvantage of building an AdTech platform is that it 

will take anywhere from 6 to 12 months to build the minimum 

viable product (MVP).  

Also, it will cost much more to build an AdTech platform than to 

rent one, but will be less expensive than acquiring an existing 

AdTech company. Below is a simple comparison of the pros and 

cons of acquiring, renting and building an AdTech platform. 

 



How Telcos Can Ensure Success in AdTech via 

Custom Development 

As the stories above have highlighted, acquiring an existing and 

huge AdTech company hasn’t translated into success for many 

telcos.  

T-Mobile seems to have proven that AdTech acquisitions can 

work with its purchase of AdTech startups in niche markets. 

However, even acquiring a small AdTech company can present 

challenges around technical incompatibility and system 

integration issues. 

Telecommunications companies that want to succeed should 

take a closer look at the option of building a custom AdTech 

solution. But even software development projects can be seen as 

a risky venture. 



So how can telcos ensure they succeed in not only building a 

viable AdTech business but also building a working AdTech 

platform? 

One of the keys to building and launching a working AdTech 

platform is to build it with software engineers familiar with the 

programmatic advertising landscape and experience in 

developing AdTech platforms.  

For most telcos, understanding the AdTech ecosystem from a 

business perspective is a challenge, but understanding the 

AdTech ecosystem from a technical perspective is even more 

challenging.  

If a software engineer doesn’t know what a demand-side platform 

(DSP) is, then how are they expected to build one that works? 

Ultimately, the success of an AdTech development project 

depends on the engineers’ knowledge of the AdTech ecosystem 



and how the various platforms work and integrate with each 

other. 

How Clearcode Can Help 

Since 2009, we’ve been helping companies design, build and 

maintain custom advertising technology (AdTech) and marketing 

technology (MarTech). 

Below are the main ways we can help you. 

   
Provide technical 

consultancy 

We can advise you on 

the technical side of 

digital advertising and 

help you determine 

what software is 

required to build your 

advertising business.

 
Build new software 

We can help you build 

new AdTech platforms 

and tools to power your 

advertising business.

Improve the 

performance of your 

existing software

If you have built your 

own AdTech platforms, 

we can help you 

increase performance, 

reduce infrastructure 

costs and set up 

integrations with other 

tools, platforms and 

systems.



The Types of AdTech Platforms We Can Build for You 

Ad networks 

Ad networks sit between retail sites and brands 

(aka advertisers). Retail companies that own 

multiple sites can build ad networks to allow 

brands to run ad campaigns across multiple 

retail sites.

Data platforms 

Retail sites can build data platforms, e.g. a 

customer data platform (CDP), to collect, store 

and activate their first-party customer data to 

increase the price of their inventory.

Ad servers 

Ad servers are used by retail media 

companies to manage their inventory (aka 

ad space) and run campaigns across their 

online retail sites.

 
 

Supply-side platforms (SSPs) 

SSPs allow retail sites to sell their inventory 

to brands via real-time bidding and private 

marketplace (PMP) deals.



Why Work With Clearcode? 

 

Flexibility cooperation 

Our engagement can last a 

few months or a few years 

and we can scale up and 

down our designers and 

software engineers as 

required.

 

AWS Partner 

As an AWS Consulting 

Partner, our development 

teams can help you improve 

your AWS architecture.  

We also provide optimization 

services for Google Cloud 

Platform and Microsoft 

Azure.

 

Experienced developers 

with domain knowledge 

We’ve been designing and 

building high-performance 

software for advertising, 

marketing, analytics, and 

data companies since 

2009.



Case Study: AdTech Platform Development Project 
for a Telecommunications Company 

About our client 

Industry: Telecommunications 

Location: Asia 

About the project 

We designed and built an AdTech platform that will allow our client to 

monetize their inventory. 

The AdTech platform can handle 800 bid requests per second, serve image, 

text and video ads and is integrated with multiple demand-side platforms 

(DSPs) to allow our client to sell its valuable ad inventory.

An AdTech platform development project 
for a telecommunications company 

A large telecommunications company 
partnered with Clearcode to design and build 
its custom AdTech platforms. 



 

 

 

Trusted AdTech and MarTech Development Partner 

 

About Clearcode 

Clearcode is a full- service software Development company that specializes in 
designing, building, and maintaining custom advertising and marketing 
technology. 

 
Since 2009, we’ve been partnering with tech companies to develop RTB, 
programmatic, data management, and analytics platforms for all advertising 
channels — web, in-app mobile, CTV/OTT, and DOOH. 

 
Clients partner with us because of our experience, domain expertise, and 
knowledge of inner-workings of the programmatic advertising and digital 

marketing ecosystems. 

Want to build an AdTech 
platform?


