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Ironing out urban-rural connectivity
gap needs detailed view of coverage
Reliable data is a first step, says Hakan Ekmen, chief executive of P3 communications
There are few countries in the world where
rural connectivity is not a problem. The density
of urban areas makes providing fast and resilient
mobile connectivity a significant challenge.
But the business case for rolling out highspeed connectivity to rural areas with weak
infrastructure and sparse populations is even more
difficult.
Despite its relatively high population density,
the UK is no exception. In June this year, Ofcom
chief executive Sharon White said that although
the number of premises without high-quality
4G reception had fallen from 11 million to less
than one million since 2015, there was still a gap
between rural and urban Britain. Announcing
a series of measures to tackle the problem, she
said most of the country’s major road network
and about a quarter of the UK landmass lacks
comprehensive mobile coverage.
Although it has proved hard to eradicate the
differences in connectivity between metropolitan
areas and the countryside, we must not accept that
the gap will always exist.
Poor connectivity denies rural residents
all the advantages of fast and available
mobile connectivity, and severely inhibits the
development of businesses. Low data transfer rates
put them at a competitive disadvantage and they

find it more difficult to recruit employees. The
flight of young people from rural areas is proving
to be a substantial problem around the globe.
While the coverage gap does not currently apply
to voice services, emerging technologies such as
voice over LTE (VoLTE) often depend on fast and
reliable data channels with low latencies. As these
services proliferate, the coverage gap will become
starker, even to those using their mobiles for little
more than calls.

BETTER PERFORMANCE

If we are to overcome the difference in
performance, we need access to an updated and
detailed view of coverage through continuous
testing and monitoring of networks. Yet we cannot
rely on the telcos, who are unlikely to be wholly
objective. To underline the point, this year Ofcom
launched separate investigations into the rural
coverage claims of two of the major networks.
Transparent testing and objective analysis of
results are required to provide a baseline on which
consumer organisations, government agencies and
the wider business community can rely.
Testing by an entirely neutral and independent
organisation is a necessity, ensuring results are
released year-on-year to build a long-term view
of progress towards bringing urban and rural
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We must not
accept the gap will
always exist
coverage closer. Only when everyone has a common
set of data on which they can entirely rely, will
governments and regulators have all the tools they
need to iron out the differences in connectivity.

Telcos must keep thinking how to
add value to maintain digital lead

Industry can use know-how to retain edge, says Aloke Kapur, partner at BearingPoint
At management and technology consultancy
BearingPoint, we’ve launched our first UK
Digital Leaders Study, identifying telcos as the
clear leading players in the UK (and globally!)
in terms of the maturity of the digital
experience offered in the B2C market.
The study looked at the B2C operations of
the telecom industry and selected companies
in this sector, assessing digital maturity with
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regard to six areas (digital product experience,
digital marketing, e-CRM, e-commerce, mobile,
and social media). When looking at consumers’
digital experience, we found that the industry is a
consistently high performer across all these area,
giving it top spot in our ranking.
The telecom industry has invested heavily
in recent years to develop its B2C offerings
and digital channels, but most importantly has
focused on refining and simplifying packages and
communications to customers to streamline the
sales process. This investment has clearly paid off.
As a whole, the industry scored highly on digital
product experience, justifying the efforts made
ensuring consumers have high-quality information
on products and simple price plans, alongside
seamless website functionality and design.
Looking at the companies evaluated as part of
the study, there was consistency in the scoring
across all telcos, with no single star. EE achieved
the highest score, ranking seventh in the overall
UK company results and 17th in the global
results. However, O2, Vodafone and Virgin are all
closely clustered. Each of these companies also
scored consistently highly across all countries,
confirming the industry’s success as digital leaders

globally.
There is, however, one definite area for
improvement in the industry’s approach to digital
marketing – the area where telcos scored lowest.
We know that telecom companies are investing in
such marketing, but our results show they are not
reaching the potential of the latest capabilities in
this area and what consumers expect today.
With all the telcos assessed being major global
players, their digital and marketing operations
will be more mature and larger than those of
companies in other industries assessed in the
study, so can leverage their expertise and knowhow across all countries.
As previously mentioned, the industry’s high
scores reflect the heavy investment companies
have made in their go-to-market communications,
ensuring customers have access to easily
understandable information.
However, while a focus on the simplification
of offerings has been a good strategic move,
telecom companies are at risk of losing their
competitive edge by relying on this. Companies
must continuously think about how to add value
for their customers, and by doing so will create
differentiation within the marketplace.
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