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1. Foreword: 

 

This publication is a series of selective recollections from the period 2004-2010 while I was 

the CEO of WCIT. I started the company with two friends. After 6 years we parted ways and 

closed the business down.   

 

In the 6 years that we ran WCIT we progressed Bluetooth Location-based Marketing and 

mobile marketing further than pretty much any other company that I have come across to 

date. The book reflects my personal opinions on a range of matters as recalled by me.   

 

I also think that we pushed the boundaries as far as we could with Bluetooth location based 

marketing. I think that the hype at the time assisted in the exponential growth of the 

company. Looking back I realise that the model was not sustainable over the long term. I 

have detailed the reasons for this statement at the end of this work.  

 

While we started out focused on Bluetooth marketing we soon progressed to include a 

number of other mobile channels. The bulk of our business was focused on the retail space, 

across many initiatives including promotions, brand activations, coupon initiatives, CRM 

programs and competitions to name but a few.  

 

You will find that the case studies are written with loads of positive enthusiasm. This was the 

mindset at the time which contributed to the growth of the business. I was a Bluetooth 

evangelist for a long time.  

 

I am quite sure that I will have omitted information and perhaps even gotten some 

information wrong. This is unintentional.  

 

I have omitted quantitative results from a number of the projects that I have written about 

in this publication. This is intentional.  

 

The bulk of the book relates to my experiences with Bluetooth much innovation was 

accomplished in the total mobile space including mobile web, sms, MMS and applications.  I 

wish to thank my partners for making it technically possible. 

 

A big thanks goes to my wife who provided support during all those years and for her 

patience in editing this work.  

 

 

Disclaimer: 

Anyone who uses any implied or actual information from this document does so entirely at 

their own risk.  The author offers no guarantee of any sort in any way shape or form 

regarding the information contained herein. The information contained in this document is 

based only on the experiences of Petros Kondos while he ran and operated WCIT. Petros 

Kondos accepts no liability with regards the contents of this book (implied, actual or 

imagined).  
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2.  Preface: 

 

“The unique idea is born” 

 

It was late 2004, I found myself in a dead-end job with few prospects, dreading the thought 

of another day commuting for an hour to sit behind a desk for another eight.  

 

Bluetooth was a relatively new concept that was slowly gaining its footing in South Africa 

(SA). In SA, the Bluetooth industry was specifically targeting the head-set market with some 

people using it to transfer files from one phone to another. The focus was 1-1 sharing of 

photos.  Basically, Bluetooth was best known for car kits and sharing pictures.  

 

The “inspired” thought that hit me was: why not use Bluetooth to send advertising messages 

to people’s phones. It was “free”, seemingly easy and uniquely different. If it worked I, could 

walk away from the daily commute make millions and retire early --- ha!  

 

I called a good friend of mine, Johnny, who is an engineer. I briefly ran through the concept. 

Johnny agreed that this was possible. He was not too sure of the implications and the 

technical requirements but he would do some research and we could discuss it further over 

a beer a day or two later.  

 

Both of us did some research fairly quickly and established that this was not a unique 

concept; however that is all that it was – just a concept. But it had not been tried in South 

Africa and we were soon to discover that in 2004 there had been no financially viable 

attempts to make it work anywhere else in the world. There were a number of companies 

that offered some really interesting websites and that made some astounding promises.   

 

At this point I need to explain that a few companies were operating in the Bluetooth space 

but they were institutionally, not commercially funded. It’s easy to have a Bluetooth 

company when you receive a government/research grant. The proof is in earning your own 

money from paying customers who receive a service that they deem valuable enough to 

actually pay for.  

 

After a few meetings between Johnny and me he suggested that we approach another 

mutual friend to get involved. This is how Harry joined the company. At that point we agreed 

we had the makings of a company. One of the first documents that I compiled back then was 

a user specification. This was a technical request from my partners to assist them in 

understanding what it was that I envisioned (see annexure 1). It was also the first indication 

that I had of how the technical mind works, most definitely not like the marketing mind.  

 

The timeline, at this stage, was late 2004. The new company was started by mutual 

agreement and the work started in earnest on the company we called “Wireless Customer 

Interactive Technologies” (WCIT).  We all spent quite a bit of time on research. The internet 

had quite a few websites across a few continents from companies purporting to provide 

Bluetooth services. These ranged from simply providing hardware and software to 

integrated location-based marketing services. 

  

We contacted a number of these companies. Many did not respond and we subsequently 

discovered that most of the websites up and running at that time were just websites (the old 

smoke and mirrors trick, promising a lot but with nothing concrete to offer). 
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Of the few companies that responded and the only one that seemed to have a viable 

solution that we could use was Blip Systems based in Denmark. They sounded surprised that 

someone from South Africa would contact them.  

 

We all decided on an investigative “road-trip” to Denmark where we had found Blip Systems 

and a second company that seemed to offer viable solution options (the 2nd company turned 

out to be using the Blip Systems platform so that was a waste of time). Knowing that there 

was no sense in starting a company without a good technological base, the trip was planned 

for January of 2005. We would also use the trip to meet with a 3rd company based in 

Belgium.  

 

In Denmark, we met up with Peter, the CEO of Blip Systems. We spent a whole day 

exchanging information. He found out about SA and we learnt a ton more about Bluetooth 

technology.  Peter was aware that Bluetooth could be used for marketing but the feeling I 

got was that he still needed to be convinced.  We seemed to present a viable enough 

business case which he was prepared to explore at the time. This proved to be the turning 

point for us, in that it convinced us that we had the basis of a viable company.   

 

The company from Belgium sent a representative who met us in France and this turned out 

to be the classic case of smoke and mirrors; they had concept but no paying customers and 

they also used the Blip Systems technology anyway. We were soon to discover that there 

were not that many viable hardware/software producers that could be used for location-

based marketing (lbm.). What we also discovered was that despite many claims to lbm there 

were no companies doing lbm via Bluetooth for paying clients anywhere in Europe. A 

number of “free” proof-of-concept trials had been held as well as government funded trials 

but no real cases of customers paying money for the service and receiving some tangible 

benefit for it.  

 

We decided to throw our lot in with Blip Systems (BS). We made our first purchase of an 

access point (AS) with the basic software and headed on back to SA. This was our first 

mistake. I will explain later in this book why I make this statement. This is no reflection on 

BS; it is a reflection of how the business model was going to turn out.  

 

The company was officially launched on the 1 May 2005 on a self-funded basis where each 

shareholder would sustain himself for an initial period until profits were generated. Any 

hardware purchases or business expenses would be equally shared among the shareholders. 

For the record, it took approximately 8 months of trading before we earned our first income 

for the company. It then took about 18 months before we broke even and could draw steady 

and reliable salaries from the company. Within 24 months we had: 

 

• our own offices  

• an employee and number of contractors 

• over 50 contracted long term paying clients 

• we had initiated networks across movie theatres, university campuses, and within 

shopping centres 

• I had spoken at a number of conferences locally and internationally and was 

receiving enquiries about WCIT from just about every continent 

• We were also featured a number of times on CNBC Africa.  
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3. Summary of business : 

 

Business:  

Customer Relationship Management via the mobile device. Primarily via Bluetooth systems 

progressing to include mobile web, SMS, MMS and mobile applications. 

 

Finance or business partners:  

The business was entirely self -funded 

 

Funding Financials: 

Two of the partners invested a small amount each in 2005. The third partner invested the 

equivalent in time and labor 

 

Customers: 

50 malls, including the top 5 biggest malls (by size and foot count) in South Africa. 

Three banking groups including the largest Bank in South Africa. 

Entertainment Centers – Ushaka Marine World, Sun City 

Car manufacturers (GM, Ford, Volkswagen, Audi) 

Food retailers (many FMCG brands) 

Educational Institutions, most of the Universities in South Africa. 

Manufacturing and mining Industry  

Churches 

Major Sporting Events (Million Dollar Golf, Durban July Horserace) 

Cosmetic Industry (Estee lauder) 

Motor Shows, including Top Gear SA and the International Motor Show 

Advertising Agencies 

All the major airports in SA. The first airport in the world to use Bluetooth was Johannesburg 

International.  

Fashion Shows 

Conferencing and Exhibitions – Sandton Convention Centre  

Transportation Industry 

 

Revenues: 

In the first year less than R150 000 we then peaked at over R2.5 million by year three. 

 (US$ 1= ZAR 7). By the time we closed, revenues had dropped to less than the first year.  
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4. Starting out 

 

Back in SA with our very own access (AP) point: 

 

Having completed the Bluetooth road-trip we arrived back in South Africa (SA). While my 

partners researched and familiarized themselves with the access point and the software, I 

developed a business strategy. At that point the strategy was very basic and I knew that it 

would change a lot as the business environment and model developed.  

  

I must also highlight a white paper that was published by Russell Buckley called “Zag Me”. I 

came across this paper during one of the many research sessions that I conducted on the 

net. It was a very detailed break-down of the story of a venture capital company that started 

out in the mobile space had some stunning growth and was killed for a number of reasons 

(contact Russell and I am quite sure that he will gladly send you a copy of his paper). I learnt 

a lot from that white paper and referred back to it quite often while we were starting out.  

 

Back to WCIT, the hardware and software were very basic in functionality but extremely 

complicated to use. One of the first issues we found (out) was that Blip had each node 

locked down with a software key. We had to promptly contact Blip to get the key so that our 

AP could work. We also started discovering a lot of information around cell phones, 

Bluetooth functionality and people’s perceptions. Looking back we never fully understood 

the implications of locked software and hardware and what a hold it gave the suppliers over 

our company. Rather don’t lock yourself into a license based system it becomes too 

expensive in the long run. It works really well for the supplier but ensures that the supplier 

has their hand in your back pocket for the rest of eternity. This basic fact would be one of 

the leading factors in the eventual downfall of WCIT.  

 

4.1. The unique selling proposition and the development of the business strategy. 

 

Selling a new concept is not easy. Selling a new concept without a practical example or 

working model is perhaps a touch more difficult.  A number of factors contributed to the 

initial successes that we experienced: 

 

• The South African business environment is very open to new concepts and ideas. 

However, unless the concept shows results and profits, it will get booted out just as 

quickly.  

• The sales strategy I designed was split between long term prospects and short term 

opportunities.  

• The long term prospects were all mall (retail) based. 

• The short term prospects were all opportunistically developed and identified.  

• Initially the business terms we had secured through Blip Systems (BS) were very 

favourable to the creation of WCIT.  

• I sold the concept at every single opportunity. I was a walking talking Bluetooth 

evangelist. I ate, breathed and slept Bluetooth. It consumed every single hour of my 

day.  

 

In mapping the sales strategy I needed to target the low hanging fruit first. The problem was 

that I needed to find people who would listen and listen with and open mind. In reviewing 

my network of business associates I identified a number of possibilities based on the 

following (bear in mind this was early 2005): 
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• Lbm needed high volumes of people, ease of implementation, access to budget and 

someone to take a chance on a new technology.  

• A large mall group made the most sense for long term projects. 

 

The key priority was to get a live site set up so that I could take prospective clients there to 

demo the media in real time/life. It was vital to have a prospect walk up to an AP (Bluetooth 

Zone) and to get a Bluetooth message this is key in the sales process.  

 

The basic business model was based on us creating a “stand alone” unit consisting of a 

server and an AP.   

 

The system would be installed at a location that was frequented by a lot of people thus using 

the system to send advertising messages. The owner of the store/mall/site would pay us a 

monthly hardware hire fee thereby also covering the management of the system.  

 

We needed to make the system as simple as possible to install, as well as to create a 

portable system. It took us quite a while to achieve that. Blip never managed it and we 

eventually also started using the Bluegigga systems. These were and still are the best stand-

alone systems available. But in 2005/6 Blip Systems was the only alternative. Our target was 

to get a good mix of long term customers and short term rentals. I was also very set on 

ensuring that my partners would grow and develop the media --- my motto was then and 

still is:  “If you’re not growing, you are dying.” 

 

My strategy was therefore two tiered. On the one hand I was talking to small stores/sites. I 

had a few contacts, set up some appointments and made some initial verbal presentations.  

While I was doing this I constructed a business case scenario for Bluetooth Lbm (see 

attached annexure 2). I also had a range of .gif graphics made and loaded onto my cell 

phone so that I could show prospects what a customer communication could look like. Then 

the hard work started.  

 

4.2 The early meetings: 

 

Getting meetings in those days was fairly easy. Bluetooth Lbm was new. Advertising content 

on cell phones was in its infancy. MMS was gaining popularity but most people had photos 

associated with that media. No one had really seriously contemplated sending marketing 

content via cell phone. Yes, there was some mobile web and I am sure that many folks were 

talking about sending other content, but no one was doing it.  

 

Armed with a phone full of .gif pictures, I hopped onto the selling train. I had a Sony Ericsson 

T610-great phone. I still have it. Prospects listened. I could have said anything at that stage, 

they would have believed me. I tried to keep the sales pitch as close to my perceived reality 

as possible. The difficulty that I faced was that there was no benchmark. I had no reference 

point for what I was selling. The more I spoke, the more polished my pitch. I focused on 

people communication and communications management.  Everyone knew that they had to 

get into mobile communication. The press across the world was starting to talk about using 

mobile for revenue generation.  I was convinced it was Bluetooth.  

 

I can broadly split the prospects into two categories and will run through my experiences 

and results.  
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Category 1: 

 

 Advertising agencies, brand, media, marketing companies, marketing managers and anyone 

with any creativity or marketing skill. 

 

This is a weird and wonderful category typically identified by rampant arrogance, a distinct 

lack of creativity or insight and a strong herd mentality. It took much longer to get 

appointments with the agencies and their staff than I initially anticipated. 

 

 I met with many very nice people but I did notice that the higher up the corporate ladder I 

went, the greater the arrogance I encountered. But these very same people reverted to 

whimpering nodding “order taker” when faced with their customers. In the later years, 

when we worked with a few agencies and I attended meetings with brand 

managers/directors and their clients, the whimpering came through nice and strong.  

 

With only one exception*, in 2005 no agency, branding, media or marketing company did 

more than listen and maybe take note of what I was saying. To this day I am quite sure that 

over half the people I presented to did not understand Bluetooth and how it worked.  

Perhaps I should have realised that if the agency folk did not get it then it would have 

difficulty in maintaining any real sustainability as a long term business model.  

 

Once we had launched the WCIT website and word started spreading about a company that 

was offering some form of mobile advertising, my appointments were easier to set up and I 

had a lot of companies calling me to come and present to them. By mid-2006 I was 

convinced that, to get Bluetooth Lbm to grow, I had to leave this category alone.  

 

*(the exception) A company called Direct Line Marketing listened and acted on my proposal. 

It took a while to pin Louise, the owner of the company, down but it turned out to be my 

first mall sale. In Dec, 2005 the very first mall in South Africa went live with a Bluetooth 

marketing system.  
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Category 2:  

 

Mall Managers, store owners, property managers and other miscellaneous suppliers. 

 

From a previous position I had a very good retail industry network. I tapped into this as 

aggressively as I could to set up meetings. The response was phenomenal. I found 

interested, knowledgeable people with a keen interest in understanding this new media and 
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its proposed applications. These were potential customers who realised the advantages of 

the new media and were keen to explore options.  

 

4.3 The first sale mid 2005: 

 

As it turns out the very first official sale that I made was with a local motor car dealer. This 

was soon followed up with another dealer close by to the original dealer. This gave us two 

live sites that we could use to demo the concept to larger prospective customers. Needless 

to say the two motor dealer site contracts did not last very long. Neither extended their 

contracts past the initial 3 month terms. First adopters are also often the first to dump a 

new technology. But then selling cars is also not that easy at the best of times.  

 

4.4 The early prospects: 

 

As stated, I split my time between the easy once off or short term sales, and the long term 

mall sales. I realised early on that the path to a sustainable business would rely on tapping 

large marketing budgets. But I needed budgets that were not controlled by the agencies. 

Malls have such budgets. The mall marketing business in South Africa is largely structured on 

an outsourced basis.  

 

Typically, a mall owner will subcontract the marketing function to a mall marketing 

company. However, the mall manager will typically still control the budget. I had a contact in 

a large mall group and once I had worked my way through the corporate structures, I ended 

up with a face to face meeting on referral from their head office with Mike Rodel who was, 

at the time the Regional Manager of Gateway Shopping Centre in Durban SA.  

 

Mike had the single largest influence on WCIT in the early days. At our first meeting he 

immediately saw the benefits and potential of Bluetooth not, only for marketing, but also for 

a range of other applications. Thus, we initiated the Gateway Project which was to become 

the largest single mall Bluetooth project any company had ever initiated anywhere in the 

world. While I was out there pushing the concept and looking for sites and customers, my 

partners were discovering that Bluetooth was not that easy to implement on a large scale in 

reality.  

 

The early wake-up calls on Bluetooth and its functionality: 

 

• Bluetooth may be detectable at 100m but you cannot send messages to phones 

further than about 30-50m of the AP.  It’s not that the AP cannot send it, the 

problem lies with the phone. Just about all BT enabled phones have BT transmitters 

that only work up to a 10m radius.  

• In Bluetooth communication you need both devices to synchronize and to 

communicate. This my partners discovered early on and it proved to be a very big 

stumbling block for the space we were entering. 

• Bluetooth used up a lot of battery power on the earlier cell phone models. This 

improved over time but the perception had been set and we all know how difficult a 

perception is to alter. 

• Bluetooth AP’s all have a tendency to hang. 

• Bluetooth AP’s all have a tendency to lock onto a phone every now and then for no 

reason and this affected the whole system 

• Sometimes Bluetooth just does not want to do what it should be doing, or even 

what you want it to do.  

• In 2005 no system existed that could do what we wanted it to do.  
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• The average person in 2005 just had no idea that they could get adverts on their 

phones via Bluetooth.  Thus there was no base interest. 

• Bluetooth does not transmit through water or metal. 

• The Bluetooth signal bounces around pretty wildly in the presence of metal which 

affects its ability to transmit content reliably.  

 

We contracted Blip to develop a system that would do Lbm for us. This was called the push-

plug-in system. It took them a few weeks to write the code and once we had the system, we 

could launch our sites. So the first sites all went live with the push-plug-in system. My 

partners then worked on the system to make it stable and to have it working as we wanted 

it to perform. We did tons and tons of debugging for Blip. The reason for this is because we 

were the only Blip partners that had live working sites that we depended on for our income. 

We had to make the business work. The push-plug-in system stayed with us almost until we 

closed the company. It is the most stable BT platform that I have come across.  

 

As Blip developed, their AP’s called nodes coming out with newer models they soon wrote 

the push-plug-in software out. So the V2 nodes no longer supported the most stable of 

Bluetooth operations. We had a large stock of the V1 nodes so we continued to run the 

stable platform.  
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5. The Gateway Project: 

 

The initial meetings with Mike started in early 2005. By late 2005 we were close to securing 

the deal (or so we thought). We agreed to a pilot phase where we set up 2 AP’s in a central 

location in the mall to detect and measure how many Bluetooth enabled devices were 

actually present in the mall (this detection phase sowed the seeds for a new product a few 

years later). As this was the build-up to a potentially massive project we asked Blip to come 

to South Africa to assist us with the project. Once they got here, we realised that they knew 

about as much as we did about a project of this size in this business space. The guys were 

here for a week and in that time they helped us set up the pilot detection phase.  The actual 

full scale project would take another year to initiate. 

 

But what the project did do was open the Blip Systems CEO’s eyes to the potential of 

Bluetooth marketing. It also set a new course for their pricing strategy. Up to that point we 

purchased AP (nodes) and we did pretty much what we wanted to do with them. Blip had an 

annual support fee that was relatively low. It was on this basis that we developed our 

business and income model.  

 

We knew what our hardware and software costs would be, as each installation required the 

following (or multiples thereof).  

• A node 

• A server  

• Cabling  

• A UPS (optional) 

• Some call to action signage 

• Installation and weekly support (until later when we created an APN which allowed 

us to monitor and control all of our sites via 3G). 

• The ongoing cost that we had to cater for was the creation of the content to be 

flighted by the systems.  

 

Once the Blip chaps had left the country the real work started. We needed to get a system 

that actually worked as none existed at that point. We needed to understand the 

implications and extent of the project.  

 

This was a Greenfields project; it had not been attempted anywhere else in the world at this 

scale with this level of functionality.  

 

In a nutshell the Gateway project entailed the following: 

 

• A network of 20 AP’s 

• All AP’s linked on a network to a central server 

• We had internet access to the server 

• We controlled all the content initially until we built an interface for the Gateway 

marketing team to control their own access 

• The centre is approximately 900m long and we had positioned the nodes so that 

they covered the areas of high foot traffic. 

• All in all I would estimate that at least 20% of the pedestrian section of the mall was 

covered by Bluetooth signal. 

• We charged the mall on a per node basis that included support and maintenance. 

The idea was to build a business on annuity income. We had also seen the potential 

of once off Bluetooth projects but more about that later.  
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The node placements and coverage areas at Gateway (this was later increased with the 

addition of 5 more zones). 

 

The Gateway system initially provided the following functionality 

 

• detection and recognition of devices  

• the “push” of content  

• black-listing of phones so that they don’t get the same content more than 

once on any given day, irrespective of the zone that they are in or how often 

they walked into or out of a zone.  

• Multiple messaging functionality; where we are able to send multiple 

messages to customers across the space of a day or a few days was 

developed. We would set up let’s say 3 messages (a message is a 

combination of 2-6 .gif slides),  

• If a customer came to the mall on a Monday he would get message 1; then 

on a Tuesday message 2; and on a Friday message 3. This system ensured 

that the mall could reach customers with a range of retail advertising 

messages.  
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Above is a sample of what I called a “clip” a series of .gif slides that would scroll on a loop on 

the phone. We discovered earlier on that about 6 slides to a clip were the ideal combination 

with a 1.5 second delay between each loop.  
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Used with permission 

 

The launch was set for May of 2006 and the graphics design department of the mall kicked in 

with some really beautiful work. A whole roll-out was strategised and actioned on the day. 

Gateway was basically branded from top to bottom with the Bluetooth and Bluezone 

campaign. I can confidently state that this was probably the first mall ever to spend this 

much time, money and effort on a Bluetooth campaign.  WCIT and the mall received quite a 

bit of press exposure due to this project.  

 

We even had a double page spread published in the Bluetooth SIG (Special Interest Group) 

admittedly this was a year or so after the launch. --- See Edition Q4 -07 Bluetooth SIGnature 

Magazine.    
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As Gateway Mall launched their Bluetooth initiatives  

 
Promotional wall coverings at Gateway Mall 

 

With the launch the whole of Gateway was covered in promotional and marketing 

“collateral” and it was to remain this way for a number of years. It was only with the 

appointment of a new onsite marketing manager that the Bluetooth based marketing 

strategy was slowly altered.  This was a perfect example of a marketing manager with no 

insight into mobile media.  
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At a later stage, as part of a phased approach, we would extend the functionality to include 

the following.  

 

• A competition type functionality. This is where the system randomly 

selects a BT enabled phone or number of phones and pushes a prize 

winning voucher to that phone. The winner then presents that 

voucher at the info desk to redeem the prize. 

 

 

     
 

Sample of a voucher with its own unique code and a sample of winning voucher without a 

unique code, these were not used at Gateway.  

 

The vouchers worked very well and were in some way a pre-cursor to mass vouchering in 

the mobile space. If I recall correctly, the competition functionality was something that we 

had discussed with Blip but somehow it became their idea and we ended up paying for the 

software to implement it (or maybe it was the other way round, not that it matters now). 

But we learnt our lessons early on.  In time just about all of the malls that we contracted 

with used the competition functionality at one or another point. The most expensive prize 

that was ever given away was a car. The car competition was an initiative by Cavendish 

Square Mall in Cape Town. 

 

The Gateway project opened a number of very important doors for WCIT. Gateway was, at 

the time, the largest mall in Africa and it was a definite trend-setter and leader in the mall 

space.   

 

Under the leadership of Mike Rodel it saw its glory days. Subsequent managers just did not 

have the flair or ability to make it resound with marketing success. Or maybe Bluetooth had 

a limited lifespan.  

 

 (Annexure 3 is a copy of the first report that I ever compiled for Gateway.) 

 

An interesting foot-note at this point is that while Mike was in discussions with us, the 

marketing company that had the contract to provide marketing services to his mall had no 

clue what Mike was up to. Not because he never told them, as the onsite marketing 

manager was included in all the meetings. I think the problem lay with insight, creativity and 

understanding.  At one point the onsite first marketing manager even terminated the 

project.  When Mike got to hear of it the project was promptly re-instated.   

 

The MD of the marketing company would not respond to my emails to present this new 

media platform. A closed mind is a sad thing. When the deal was done with Gateway the 

marketing company was basically told that this is their new project.  The marketing manager 

still had no clue as to what to do so I spent many hours coaching, teaching and guiding.  
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The Gateway Maxi Award  

 

The mall industry is fiercely competitive, not only for customers and retailers, but also for 

awards and public accolades. The pinnacle of all of these, (we can compare it to the Oscars) 

is an award given by the International Council of Shopping Centres (ICSC) and it’s called the 

Maxi Award.  

 

The mall competition for a Maxi Award is intense and up to 2007 no mall in SA had ever won 

a Maxi. Gateway had been nominated but never won. We hit the jackpot in 2007 when 

Gateway won a Maxi Award for their Bluetooth system and campaigns, a first for any mall in 

SA or Africa.  

 

This is a major addition to any mall managers CV, as well as to the property owners and 

managers in total.   

 

The Awards Ceremony was held in the USA and Mike and the MD of the marketing company 

attended and collected the award. At that stage, I am still convinced the MD of the 

marketing company had no clue as to what Bluetooth was about at that time.  

 

This was one of many awards that we helped our clients win. It was also the award that got 

us noticed by the marketing companies. If you are ever down in Durban pop into the mall 

and go to the management offices, the award is displayed with pride.  As I write this, it is 

2011 and to date no other mall in Africa has won another Maxi, many ICSC awards, but no 

Maxi.  
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Final comments on Gateway: 

 

The Gateway contract funded WCIT well in the early days and until we decommissioned the 

system in early 2010 it was a feather in the WCIT hat. My partners worked incredibly hard, 

with innovation and insight, to get the system installed, up and running and for that I am 

very thankful.  

 

The initial marketing manager at Gateway resigned soon after the Maxi award was won and 

the new manager, Karen, was a rare gem. She grasped mobile and really made good use of 

the system while she was there, she had insight and innovation. Of all the marketing 
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managers (probably 50 or more) I worked with in 5 years of WCIT only maybe 8 were true 

marketers the rest were event managers, order takers and cheque writers.  All were nice 

people but unfortunately the industry collects a few odd ones as well.   

 

Gateway taught us many good lessons 

In summary; 

 

• Bluetooth was a viable media platform at the time and in the way it was done. 

• A project will only work if the client takes ownership of it. 

• Marketers need to be led and will only take the initiative if they see their peers 

doing it.  

• Very seldom will you find a marketer to take the lead with vision, guts and the drive.  

• You need good call to action signs  

• The retailers in the mall are far too busy earning a living to worry about Bluetooth. 

• Give customers a reason to download a BT message. 

• Change content as often as you can, even daily. 

• Most customers will try BT a few times and, unless you give them reason to 

download messages, they will eventually stop. 

• Make content small and simple --- it’s only a cell phone. 

• Don’t get too clever with your content, it will not be appreciated 

• Give free stuff.  

 

A few weeks after the first visit to SA by Blip they released their new pricing model. This was 

based on a monthly license fee for every AP. So, not only did they want to make money from 

the sale of their hardware, they also wanted to have their hand in our back pocket for as 

long as we ran our business.  

 

This was a fatal flaw in their partnership program. Looking back, we should have walked 

away from the deal at that stage and adopted alternate technology. This license fee issue 

became a constant problem in our business efforts.   

 

I am quite sure that there are hundreds, if not thousands, of nodes out there across the 

world that are gathering dust because the license fee model for Bluetooth as marketing 

media does not work. It is designed to fail. I think that the reason why WCIT lasted as long as 

it did within the model is that Peter had made a special concession for pricing for us- our 

rates per node were about 20% of the standard rate he offered to other partners. Even at 

this rate however it was not sustainable over the long term.  
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6.  More on malls 

 

The years 2006 to 2009 found us experiencing an exponential growth in the mall space. At 

some stages I was signing up a mall a month on either short term (3 month) or long term (12 

months) contracts.  We went from 3 malls to over 50 in that 3 year time period.  

 

The rapid growth was due to a number of factors. The mall marketing function could be held 

internally. By this I mean that the mall owners or operators retain the function, employ and 

manage the staff who perform the marketing function.  

 

The other alternative which from about the year 2000 seem to be favoured in South Africa 

was for the mall owners/operators to contract an independent external company to provide 

the complete mall marketing function.   

 

Having said that, this did not mean that the marketing company actually has any control 

over the marketing function within in the mall. In reality, the mall manager had all the 

control and the marketing staff were and probably still are glorified order takers.  But this 

suited us perfectly at WCIT.  

 

 In 2004 the dominant mall marketing company was a company called “Lifestyle”. The 

company that owned Gateway (and a bunch of other major malls in SA) also owned Lifestyle.  

Lifestyle, at that stage, had over 50 malls as their clients and they were on an aggressive 

growth path.  

 

This made the process of getting into Lifestyle very easy. Basically, the manager of Gateway 

who was very well respected within his organization, gave instruction to Lifestyle that 

Bluetooth was to be implemented as a marketing strategy at Gateway and that Lifestyle 

needed to get in on the action and look at this new marketing tool for their other malls.  

 

With that opener, I focused my energies on seeking and building relationships within that 

company. I went at it with a passion, knowing that it was the door to WCIT’s success.  

Fortunately, I found a number of very innovative and free thinking people. They opened 

doors and facilitated presentations. They also set the scene with mall managers often doing 

most of my work for me. I made sure that I was fully conversant with the internal structures 

of Lifestyle and identified the people with the most influence. These were not necessarily 

the most senior staff.  

 

What also played well into my plans was that, at about the time we were launching WCIT, 

Lifestyle was experiencing some rather big internal upheavals. They experienced a change of 

CEO. This was extremely positive for me as the outgoing CEO was not someone that I could 

have done business with on a long term basis.  

 

The new CEO was another matter. She was internally promoted and despite having little 

marketing experience, was prepared to listen and experiment with new technologies and 

methods. Once I had her on our side I just kept her in the loop while she attended to other 

company matters.  I then focused on the people that mattered to my cause. I cannot 

emphasize enough how important personal relationships were for WCIT.   
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I developed a set strategy which broadly followed this path.  

 

• I would start off with our existing customers chat to the mall 

manager and find out with which other mall managers they had 

close associations.  

• I would research the mall in terms of demographics, foot count, size 

of marketing budget, etc. I would then target that mall’s marketing 

manager. In most instances it would be a mall whose marketing was 

contracted to Lifestyle.  

• I would add the prospective mall and marketing manager to my 

email info list. My email info list was a very powerful tool that I used 

to good effect in establishing WCIT. Basically, I would spend a few 

hours a day researching mobile and related marking on the internet. 

When I could not find suitable articles I would put pen to paper and 

write something mobile and Bluetooth related, keeping it light and 

short (that’s the secret; short, short, short).  

• After a few weeks and based on giving them reports from other 

malls I would set up a technological presentation with a view to 

introducing them to technological alternative media channels. At no 

stage did I mention selling or implementing a new system. So it was 

a kind of reverse selling strategy.  

• At the presentations I would prepare handouts with case studies 

and stats from their fellow malls and without fail, I would get the 

request for an installation. I would make sure to submit a proposal 

based on a short term contract. 

• I then relied on human corporate nature to kick in and let peer 

pressure “force” a decision.  Inevitably I would get the purchase 

order issued with a week or so.  

• I tended to avoid free pilot or trial sessions. In the early days of 

WCIT a large casino in Johannesburg had us waste a lot of time and 

money running a number of trials for nothing. If I recall correctly, we 

did less than 10 free trials while getting WCIT started. If you ever 

consider doing freebies, make sure that you confirm the following 

pre the start of the trial –  

• define a time period,  

• define what will be considered a good outcome,  

• confirm that if the desired outcome is achieved that 

the prospect will sign up for a minimum term. If a 

prospect is not prepared to agree to this, then just 

walk away, if you don’t you will most definitely 

waste your time. 

Another alternative was to charge for the trial and then to discount the cost of the trial from 

the contract if the prospect signs up.  

 

This was when the rest of the WCIT team had to kick into action. A number of steps had to 

take place.  Each of these steps are vital in the process. 

 

• Get the purchase order. 

• Find and meet the maintenance manager, each mall has one and you cannot do any 

installation in the mall without his co-operation. 

• It was my job to find and meet the guy and to set the scene for a good relationship.  
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• I generally took a walk round the mall with the maintenance manager and identified 

possible sites for installing a Bluetooth system. 

• The potential installation sites had to be easily accessible. This site selection was 

very important in the early days as the systems were not that stable, which meant 

that we needed to re-set or maintain them quite often. This usually meant an on-site 

visit.  

• In time, we set up an APN via one of the mobile networks which when we linked all 

of our sites, allowed us to perform this maintenance largely on a remote basis. More 

about this later on. 

• I then focused once more on the marketing manager. I need to get them trained up 

and informed on Bluetooth, how it worked and what it needed from them.  This 

included information sheets on, cell phone viruses, understanding CRM, mobile 

communications, sms, content development and mobile strategies.  

• My partners would then start preparing the items required for an installation. This 

included nodes, server, cabling and all the other bits and bobs that a regular 

installation would require.  

• The next step would be to get the marketing manager to spend some budget on call 

to action signage. This was vital to the success of the media. If customers were not 

aware that Bluetooth was in action then they would not download messages.   

 

Cell Phones and Bluetooth “viruses” 

 

One ongoing question I had to deal with while I ran WCIT, was the question of cell phone 

viruses.  Below is the standard document that I drew up and used as part of the mall “roll-

out” process.  To this current day, most people do not understand the relationship between 

viruses and cell phones.  

 

Too often people confuse a PC virus with a cell phone virus. In the years that I ran WCIT I 

only once came across a phone that had been infected by a virus. I am yet to be convinced 

that cell phone viruses can ever be an issue. Working on numbers we all know thousands of 

people who own cell phones yet chances are we know less than a handful of people who 

have had a cell phone virus.  

 

To manage the any perceptions I designed the following handout which I included in all of 

the new client training sessions. 

 

FAQ - Cell Phone Virus Software 

 

 

What is a cell phone virus? 

 

A cell phone virus is software that is specifically written to be installed in some types of cell 

phones that could have a potentially negative effect on the phone.  

 

How is a cell phone virus delivered to a cell phone? 

 

There are a number of ways to send a software virus to a cell phone. You may receive a virus 

on a cell phone but that does not mean that the virus will be installed on your cell phone. Or 

that the virus will do anything to the cell phone.  

 

Methods of virus software transmission to a cell phone: 
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Via an SMS- someone with a cell phone that has a virus sends you an SMS that contains a 

virus. You have no control over what is sent to you via an SMS 

 

Via an MMS- someone with a cell phone that has a virus sends you an MMS that contains a 

virus. You have no control over what is sent to you via an MMS. 

 

Via Bluetooth- this channel can only be used to deliver virus software if the person accepts 

the virus software on their cell phone. No device can send your cell phone anything without 

your physical consent.  

 

Bluetooth is a radio frequency used to transmit information. It does not “create” viruses from 

nothing (it cannot).  

 

If my cell phone has received virus software, what then? 

 

In most instances your cell phone will not support the virus software and nothing will 

happen.  

 

Only a certain percentage of phones have the correct software platform to support virus 

software. Most newer phones are pre- programmed not to install virus type software.  

 

In the event that someone send you virus software via SMS or MMS your phone will prompt 

you to install the received software, but it will warn you that it is an untrusted application. If 

you go ahead and install then you could have a virus (which may or may not have a negative 

effect on your cell phone). 

 

What do I do if I have installed a virus on my cell phone? 

 

Visit your closest cell phone store for some anti-virus software to clear your phone.  

 

The mall and Bluetooth media communications: 

The system that is in operation at the mall does not support any virus formats. No cell 

phone will be sent or can receive any virus software from the Bluetooth systems at the 

mall.   
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7. The quest for a mobile unit 

 

From early on we realised that the business income would come from two separate income 

streams; long term customers with fixed installations and long term contracts built around 

customer specific strategies. Then we would also need to build up once off (daily) and short 

term (1-4 days) deals. Short term deals were to become a good source of reliable income. At 

times, the income from once-off deals would match the income from the long term 

contracts. It’s a lot easier for a prospect to sign on the bottom line if the commitment is for a 

few days at a defined rate.  

 

Types of short term deals 

 

• The agency type deals 

 

Agencies only started making enquiries when their customers started asking them about 

Bluetooth. No agency ever contracted a short term hire without the prompt from their 

customers (creative behaviour at its best). Media planners still don’t get the mobile space 

but that is a chapter for another time. 

 

These were by far the most profitable but also the most risky in that the agency would want 

to only pay us once they had been paid by the customer. I was caught once like this where it 

took me over 3 months to collect on our invoice. But we soon learnt that the best way to get 

around this was to ask for a booking deposit of about 50% of the total fee, with the balance 

payable on completion and within 7 days. This was the best way of ensuring that we got paid 

without too much of a delay. Cash flow is very important to a start-up business.    

 

What one needs to understand about doing Bluetooth business with an agency, is that in 

terms of a total campaign budget the Bluetooth portion of it will be a very small percentage 

of the total campaign. When the agency is doing the full suite for their client (including 

above and below the line) you have the opportunity to really charge pretty much what you 

want. Typically at WCIT, we charged between R1500 and R2500 per day for a short term 

hire. To put the pricing into perspective, consider that a Big Mac cost R18 in SA in 2007. If 

the agency did not blink at this I would add the following one by one till they blinked.  

 

Knowing that it made no real difference to the agency as they would just pass the cost with 

their mark-up to the client anyway, and at the massive rates they are charged for advertising 

anyway, Bluetooth was but a blip on the radar.  

 

• Delivery and installation (ranging from R250-R1750 depending on location) 

• Content creation (from R50- R250 per slide, and some clients would want 10-20 

slides) 

• Reporting (typically a once off R250) 

• Taxes (in SA VAT is 14%) 

• Supply of call to action signage (R200+) 

 

This way we could get once-off deals that earned us over R3 000 or R4 000 per day for very 

little work. The most profitable were motor vehicle shows. I think we did a total of 10 auto 

shows in the 5 years we had WCIT. Each auto show ran for 2-4 days and they had many 

visitors which made the download stats look very good.  If you consider that the devices we 

ended up using for the once off deals cost R6 000 a piece, you can see that we would pay off 

the capital hardware cost within 2 hire days the rest was profit.   
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During the time I ran WCIT I managed to build up some regular business for once off deals 

via agencies. We always had a stock of mobile units available for short term hire.  In terms of 

man-power usage it would often take less than an hour to set up, with a daily visit to ensure 

that everything was working well. 

 

 But agencies were incredibly time consuming and where I ended up dealing with junior 

agency staff, it was soul destroying. I have yet to come across anything or anyone as dumb 

as a junior advertising agency employee.  The junior staff report in to the “stress chickens” 

the agency client directors (an odd bunch). They are typically sharp and highly strung, with a 

lovely brown ring of shit around their necks.  

 

Some were nice but most were just too busy to even realise that we were alive.   I smile to 

think that there must be quite a few ad folk that used our systems and can add mobile 

media to their CV but who still have no clue as to how Bluetooth or even mobile marketing 

works.  Despite the grovel factor the agency crowd were quite entertaining when you get 

the chance to see them from a supplier point of view.  

 

The non-agency deals: 

 

These were deals that did not originate from an agency.  These deals came from basically 

any source. The variety of customers to whom I sold our services to was huge. Small and 

medium enterprises, as well as large companies, even some churches, used Bluetooth on the 

odd occasion. Basically any situation where groups of people congregated were likely 

candidates for me to make a sale.  

 

Since our mobile units were so cost effective I could make the hire price suit the customer. I 

often dropped the price to a few hundred rand to get deals. This was a regular sticking point 

with my partners who just did not understand that it was better to hire out a unit for R250 

than to just have it sitting idle not earning money.  

 

Some mobile unit hires that we did: 

 

• Auto shows- Johannesburg International Motor Show (3 years running) 

• Horse racing events – Durban July 3 years running (biggest race in SA) 

• Product launches- from insurance products to FMCG 

• Store and mall openings 

• Fashion shows- Johannesburg Fashion shows 

• Fund raising days  

• Rock concerts 

• Trade shows 

• Agricultural shows 

• On location radio shows 

• Church services 

• Schools 

• University sports days  

• Sports events 

• Expositions 

• Cycle races- Twice we were contracted to the Cape Argus, the largest timed cycle 

race in Africa.   
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Understanding a mobile unit: 

 

When we first started WCIT we basically stuck with the Blip System hardware. At that point, 

a mobile unit was quite a cumbersome device with a number of limitations.  In the early 

days a mobile unit consisted of the following; 

 

• A server pc 

• A node 

• Cabling for the node and the server 

• We also need to take a laptop with so that the unit could be configured or set up on 

site 

 

We then needed to find a site quite close to a power supply with good mains power. We had 

two PC’s blow at sites where they worked off generators that did not supply good quality 

power.  In the early days we had huge issues with servers and nodes hanging and with 

basically crappy Bluetooth software.  

 

 Nodes would hang if they did not hang then the software would “lock” on phones so that no 

Bluetooth messages were sent. The list of issues became endless. Fortunately my partners 

we pretty good at solving these issues. This left me free to deal with sometimes grumpy 

customers. There were hires where the system would basically not send any Bluetooth 

messages (so you can imagine the tap dancing that I had to do).  

 

The golden rule that I discovered was that as long as the paying customer got a Bluetooth 

message early on in the day I could talk past anything after that.  My saving grace was the 

“blacklist” function where once a device has received a message the system can be set to 

ensure that no further messages are sent to that device. The problem then was where 

devices were black listed before they received any messages.  

 

I had discussed the option of a mobile unit with Blip but they did not move quick enough to 

get a mobile stand-alone unit to the market. I think they lost a massive opportunity by not 

developing a mobile unit. After struggling with the nodes for a number of years we 

discovered the Bluegigga hardware. We had heard of them earlier but in 2005/6 the 

feedback we had received from other who had used their systems was that their systems did 

not work. By 2007 they seemed to have their issues sorted out.  

 

The Bluegigga device was the perfect solution to our mobile unit quest. As far as I am aware 

they are still the best in the market as at 2011. The Bluegigga did not have the type of 

functionality that Blip offered but, for a mobile unit that just did a simple push they were 

perfect.  Ideally I would have liked to offer additional functionality in a mobile unit but we 

never managed to get it right in the way that I would have preferred.  

 

What we also discovered was that this also opened up another source of revenue for WCIT 

in that we became re-sellers of the device. I would sell at least 1 or 2 units a month to 

people that wanted to get into the Bluetooth space. We purchased the devices added some 

of our own code so that they could function better (this was required at that time to make 

them work, I think that some re-seller development is still required with the devices) mark 

them up by 100% and sell them. Good profit for little work. By selling configured devices we 

also spread the reach of Bluetooth.   
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I am quite sure that at the rate that Blip and Bluegigga were selling hardware, that there has 

to be thousands of pieces of hardware lying around unused across the world. Quite a few 

months after we had closed WCIT, I got a call from a chap that we had sold a few devices to 

asking if we wanted to buy them back. I (also) know that Blip would get those buy-back type 

of requests quite often as well (and rightly ignore them).  

 

Tips for a successful short term hire: 

 

• Use an easy-to-set-up portable device 

• Create as much content as you can 

• Keep content as short and as small as possible; people do not like to download huge 

files no matter how sexy you think your content may be. 

• Try and get your customer to offer a special offer via Bluetooth (this is ideal for a 

vouchering opportunity). 

• Have as much call-to-action signage as you can possibly set up. 

• Ensure that your customer gets their message early on and if you are multi-

messaging, make sure that your customers get it first 

• Keep an eye out for the first few people to get their Bluetooth message then point 

them out to your customer.  

• Make sure that the onsite promo staff, that are working the event, know about the 

system and how Bluetooth works, (even if you have to run an impromptu training 

session). They will be the ones that give feed-back to your paying customer. 

• Check the system at least once a day. I cannot even start to count the number of 

times that a system was unplugged by a cleaner or accidentally by staff. So try and 

get a plug point that is hidden or tape the plug up with a big “do not touch/remove 

sign”. 

• Make sure that you get a deposit. 

• Follow up on payment once the deal is done. 

• If you want, plant a few people to get a message, and then get them to go to one of 

the onsite promoters to point this out and to compliment them for the new media 

usage. It’s funny how a little success breeds more success. It creates more 

awareness for the promoters and gets them to push the media a bit more which, if 

you get it right, works very well. 
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8. Bluetooth and touch-screens: 

 

 

 
 

A Bluetooth touch screen from a mall in Johannesburg, 2008 

 

In late 2007 one of the potential clients that I had been working on decided to incorporate 

Bluetooth in a fairly large touch-screen project that they were contemplating.  This was the 

largest and only touch-screen project that we tackled. It took almost 6 months to develop 

and implement and was in full operation for approximately 6 months.  

 

The project ended when the client decided that the Bluetooth functionality was too 

expensive for them. We then terminated the Bluetooth functionality. The touch-screens are 

still in place in the mall and operational (but without Bluetooth).  

 

Prior to that, I had had a few meetings with companies that were operating in the touch 

screen space but none of them were confident enough to actually commit to the next step. 

Cost and appetite for such a project seemed to be the biggest stumbling blocks. 

 

The scope of this project was based on 6 touch screens (pictured above). The touch screens 

would have a number of functionalities based around a retail/mall type business. The 

functionalities broadly covered the following areas: 

 

• a map of the mall 

• a “you are here where do you want to go?” type functionality  

• list of all the stores in the mall 

• electronic directions to get from point A to point B in the mall 

• notifications and public service announcements 
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• list of products and services available in the mall 

• the screens were also used for advertising and promotional campaigns  

 

The idea behind incorporating Bluetooth in a touch screen (broadly speaking) was as follows: 

 

• Primarily to allow a customer to take something away with them after having 

interfaced with the touch-screen. One of the shortcomings of a screen is that once 

the interface is done, the customer walks away without anything tangible.  

• A touch-screen can act as a centre of technology within a mall. So, instead of 

offering a non-specific Bluetooth Zone in a mall, you can target and focus a 

customer’s mind and perception in one area or location.  

• Integrating Bluetooth with a touch-screen would also allow for a Customer 

Relationship Management (CRM) type interface.  

• In addition, the foot counting capability that Bluetooth offered added value to the 

touch screens from the mall’s perspective. Foot counting was a functionality that I 

conceptualized and we developed at WCIT (details in the next chapter) 

• You also need to incentivise customers to use the touch-screen.  

• It’s simpler and easier to walk up to a person in a mall (such as a security guard or 

cleaner) and ask them for directions to a store than to walk up to a screen and try 

and navigate your way through a program.  

• The other factor that is often not considered by the operators is hygiene. Middle to 

upper income shoppers are very hygiene aware and the high gloss surface of a 

touch-screen shows fingerprints, smudges and similar type marks up very distinctly. 

This is a deterrent, so any added incentive to use the screen is encouraged.  

 

The actual Bluetooth integration: 

 

The actual integration process was quite difficult and I know that my partners worked quite 

hard to get it right. Fortunately, we were involved from the inception of the project and the 

company that designed the software for the touch-screens was quite professional and 

competent. I cannot comment or advise on the actual software programming as I am not a 

developer, (I can just comment on the daily reactions and comments from my partners). 

 

This was not a case of trying to plug in a system after the fact, which I believe is a lot more 

difficult than been involved from concept. But it also presented a number of issues. Primarily 

when one is trying to integrate two systems it’s quite easy to explain malfunctions of bugs 

on one another’s systems. This did happen on a number of occasions.  In one specific 

instance, after the umpteenth complaint that the Bluetooth was not working, I actually 

gathered a number of different phones, took the mall owner by the hand and demonstrated 

that each of their screens were working 100% across a range of phones.  

 

Eventually, we got the Bluetooth side of things sorted out quite nicely and the 

screens/Bluetooth interface worked out quite well.  

 

The functionality that the customer experienced was as follows: 

 

• A small ledge was built into the frame underneath where we placed the access 

point. Have a look at the photo just below the word “I touch screen”. 

• The range of the access point was reduced to a few centimeters. The customer had 

to place their phone on the ledge to receive content. 

• A second access point was installed on top of the touch screen.  
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• The server was stored in the main body of the screen housing. The screens required 

two servers to be installed; one to run the touch screen and the other for the 

Bluetooth system. This way we ensured that it was entirely permission based 

• The content was either the advertisement of the week, or specific promotional info 

or the content on the screen.  

• A number of times we also issued virtual coupons and vouchers via the system.  

• In addition we also ran the competition functionality that we had designed.  

• For a time the mall also offered user-created content. The screens were fitted out 

with cameras which took photos of the customer. The customer could then 

manipulate/distort the photos with a “photo shop” type program. Once they were 

happy with the result the photo could be downloaded via Bluetooth onto the 

customer’s phone.  

• The customer was prompted via a series of buttons on the touch screen as to the 

process of obtaining the various content.  

• The process was quite simple and was utilized by quite a few customers (mainly 

teens and the younger crowd).  

• A functionality that we never activated was the CRM functionality that we had 

developed and were at that stage operating across a few malls in SA. (More details 

on the CRM to follow in later chapters.) 

 

All of the touch screen operators in South Africa work on the following business model: 

 

• The operator funds the cost of the machine. (This includes software.) 

• The software will normally offer a mapping and info type functionality. Info relates 

to the mall and the location of stores within the mall.  

• A variety of services are then also offered via the touch screen, per example a 

customer can enter a product and the screen will provide a list of stores in the mall 

that sell that product. The range of on-site services that a touch screen can provide 

is pretty large. 

• A range of reports can then be generated for the mall. Per example, these can range 

from how many enquiries per store or per product, at what time of day, etc. Once 

again the range of reports is only limited by the imagination of the operator. 

• The operator then enters into specific deals with malls where they pay the mall a 

fee for the placement of the touch screen within the mall property.  

 

 

How does the operator generate income? 

 

• The operator finds advertisers who pay to advertise on the touch screen.  

• The screens can also be used to issue vouchers and coupons. 

• The screens can also be used for once-off promotions and exhibitions, and similar 

type of projects. 
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9  Mobile versions of Bluetooth (as in on the road):  

 

One of the less successful projects we attempted was the on the road mobile Bluetooth 

project. Very simply, we installed a Bluegigga device in vehicle. The vehicle would then drive 

around various high traffic areas at peak times.  The problems with attempting Bluetooth 

communication, in traffic, are as follows: 

 

• RF signals bounce off metal.  

• Assuming that a person sees the Bluetooth enquiry while they are stationary in 

traffic and decides to accept the message, they then begin to download the content. 

Chances are the signal they are busy downloading is not coming directly from the 

Bluetooth device but is rather reflected or bounced off a vehicle between the device 

and the phone. If that vehicle happens to move a bit, the signal connection between 

the device and the receiver will be lost. At that point the cell phone will be black 

listed and you will have no chance of re-sending the message. 

• People should not be messing with their phones in traffic. It is dangerous as it 

distracts them from the road and can cause accidents. I was never that comfortable 

with Bluetooth in traffic. 

• Time frames are just too short in traffic for Bluetooth. We proved that over and 

over. We ran tests where we detected thousands of devices per day at a number of 

toll booths across SA but had very little success in actually sending a message.  

• The basic fact is that in traffic people focus on the road.  

• To get any semblance of success you also need a fairly decent sign. Have a look at 

the photo below. Looking back, it’s probably easier just to put your message on the 

trailer with a sms number. But we tried.  

 

 

 
Mobile versions of “mobile “ technology- Bluetooth via van 
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 In 2009 I also tried a taxi cab version. South Africa has a huge informal taxi cab (mini bus 

based) transportation infrastructure. One of the malls is located in a semi-rural area that is 

serviced by a large number of taxi cabs.  I sold them a Bluegigga with battery pack that they 

could pop into a taxi cab. They then also handed out fliers detailing the offer.  I don’t think 

they had a huge success.  The moment you hand out fliers, you don’t need Bluetooth.  

 

The cost of a device in relation to the amount of messages it sends in an average day, in an 

average taxi, just does not make sense. I think that the message can just as easily be 

communicated via a pamphlet or small poster mounted in the vehicle.  

 

But it was another sale and, in the world of new media, any progress is good progress.  

 

 

 

 
 

 

A copy of a flier from that initiative at the Philani Mall, written in Zulu  
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10. Bluetooth and Customer Relationship Marketing (CRM) 

 

My constant mission while CEO was to develop new product offerings for my customers.  I 

was permanently looking for new opportunities and applications for the systems that we 

had already installed at malls across South Africa.  

 

One of the early ideas was to implement CRM (Customer Relationship Management) 

strategies via the mobile platform. Ideally, I wanted a situation where we could identify a 

customer walking into a mall and then send a tailored-specific message to their phone.  

 

I had many discussions around this topic with my partners and they started working on a 

solution that would then lead to a product.  While they were working on the software 

aspects, I started working on a pre-sales strategy with my mall client base.  

 

One of the “holy grail” type products that all mall managers and marketers wanted at the 

time, was a system of identifying regular high spending customers. (I am quite sure they still 

want it.) The problem is that the high spending customer is not attracted by gimmicks and 

everyday promotions.  This means that the secret of getting to the prime customer is to find 

a unique method of communication However, the method also needs to be easy, simple and 

personalised for the customer.    

 

Bluetooth, as a media, lends itself quite well to CRM in that the basic requirements of CRM 

are to be found in Bluetooth: 

 

• A unique verifiable, measurable and recordable identifier which is linked to a specific 

individual for a period of time.  

 

With BT we could achieve the following: 

 

• We could uniquely identify a device. Not just any device, but easily the most 

personal of modern electronic devices.  

• By linking the device to a person we could identify that person. 

• If we could record and keep track of that person’s preferences, we could begin the 

data mining process. 

• We could also monitor that device’s movement within defined areas, especially 

when it came to entering and leaving retail areas.  

• We could also obtain and record permission for the communication. 

 

Based on the above, I had the beginnings of a unique retailing concept that, if designed and 

implemented correctly, could offer the solution to the mall “holy grail”.  I discussed the CRM 

concept with my partners and we all started working on coming up with a solution.  

 

The next section is a direct copy of the “proof of concept” document that I complied at the 

time.  
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Extract from the WCIT- CRM training manual:   

 

Bluetooth Customer Relationship Management (CRM) 

 

The key to any successful CRM program is the ability to recognise and reward your customer 

at the right time and in the right manner. Thus far, access to such a tool has either been very 

expensive or administratively difficult.  

 

WCIT has recently launched the world’s first Bluetooth CRM system. This unique patent-

pending system makes use of regular Bluetooth technology but in a very unique manner.  

 

Retail Application: 

 

Menlyn Park Shopping Centre in Pretoria was the first mall in the world with a system that 

could recognise a customer as they entered the mall, greet them personally by name and 

offer them information from categories as selected by the customer. This process is almost 

instantaneous, environmentally friendly, permission-based and free. 

 

Menlyn Park hosted 4 Bluetooth Zones for general customer communication via Bluetooth. 

WCIT extended this to include a brief registration process which links the phone to the 

customer. At registration a customer could also select what information categories they 

wished to receive.  

 

Below is a screen shot of a registration screen from a mall called The Zone @ Rosebank. 
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 Thus, when the customer next visited the mall, the CRM system recognized them and 

delivered information, that was relevant to the customer, directly to their mobile phone.   

 

This is also the perfect channel for the delivery of coupons, vouchers and similar type offers.  

There is no better way for a retailer to get a customer to do the three things that are so basic 

to retail. All shop owners only want three things:  

 

1. For customers to come to their store.  

2. For customers to spend money at their store. 

3. For customers to come back to their store. 

 

The marketing golden circle has been completed in that a retailer can now access the 

customer, their choices and their mobile phone in one complete process with their full 

consent. This will allow the retailer to segment and cluster their customer base as required to 

satisfy specific profiles and target markets. Per example, Menlyn Park can now offer a brand 

a target audience as selected by age, gender, personal preference and shopping profile.  

 

The next step in the process is to link a number of malls with centralized data bases. This will 

then give major retail groups access to their customer data base on a nationwide footprint. 

As a registered Menlyn Shopper visiting Gateway Theater of Shopping will soon discover. 

Within the next few weeks Gateway Theater of Shopping will join Menlyn Park on this 

innovating system.   

 

And that is not all similar system applications are waiting to be launched within a host of 

other environments.   

 

The amount of interest initially generated was not as much I had anticipated. Most potential 

customers just could not grasp the idea that a cell phone could offer this functionality.   

 

I compiled a sales strategy and started working it.  I had a demo set up on my laptop I must 

have done about 20 demos before I had the first real interest--- a mall with money to 

commit to such a project. That’s the tough part of operating in a country that does not 

support innovation and start-ups you get no help for a working concept. The same concept 

in most European countries would have state agencies throwing money at us.  Africa is a 

tough place!  

 

While all of this was happening, we patented the system in South Africa.  This put a smile on 

all of our faces as this was our first patent and, what we hoped, would be the first of many. 

The only problem is that the system was designed around the Blip Systems hardware and 

operating system which was a problem in that without Blip Systems we had nothing. Well, 

okay, not quite nothing, but we would need to re-design a bunch of the software code to 

make it work off another BT system.   

 

At this stage we still had access to the relevant portions of the Blip software which allowed 

us to integrate our innovations and present them as a single system to the customer. Later 

versions of Blip would shut us out of this. That is why we were not too keen to have Blip 

upgrade their software too often and we kept our customers on versions of Blip where we 

could access the sections of code that we needed to use for our data base.   

 

We had debated getting Blip more involved and perhaps consider collaboration, but based 

on our experiences with them, we knew that any innovation or added functionality would 
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only mean a review of the existing license fees, or even worse, a new layer of fees.  The Blip 

management team were a wonderful bunch of guys but they were also business men and, as 

such, they took any opportunity to leverage income.  

 

 I often wonder if a more open approach to their software would have yielded better results 

for their partners.  I am quite sure that there are thousands of Blip nodes lying in storage all 

over the world because their pricing model was just not sustainable in the long run. I also 

know that a lot of their partners fell by the wayside over the years due to the excessive 

license fee structure.  

 

The first mall to take the plunge was Menlyn Park Shopping Centre in Pretoria. I had 

extensive working and planning sessions with the onsite marketing team. Soon after we 

launched the CRM system at Menlyn, I was approached by CNBC Africa who were keen to 

shoot an insert about our company and the developments that we had made with Bluetooth 

within the mall space. I still have a copy of the short program that they made. 

 

 As a new concept, I was developing and implementing every step from scratch. On 

reviewing my notes from the time, I can summarise the non-technical process as follows: 

 

• Ensure that my partners had a working system. In the innovative start-up 

environment that we were operating, the “sale” always preceded the actual 

product. Once I had secured the sale, I went back to my partners who then had to 

develop the product and make sure that it worked. Harry was a pretty good 

developer and I was comfortable that we would have a working product pretty 

much on schedule.  

• Identify the best placement for the systems, sites that would be good for the mall as 

well as for our systems. The actual implementation was Johnny’s department and I 

was also comfortable that he would install and ensure that everything worked as it 

should.  

• Get the relevant permissions from the mall’s technical staff, thus ensuring that the 

technical guys get going.  

• At WCIT, we worked on the basis that I managed the customers while Johnny and 

Harry managed the technical and implementation side of things.  

• Complete the paperwork and contracts with the mall on the new functionality.  

• Get the purchase order numbers. 

• Get the marketing team together and design the strategy for them. This is vital. I 

could never leave it up to them, I had to push every step of the way. This involved 

both concept and execution. 

• It was vital at that point to ensure that the mall made provision for prizes and 

rewards for mall customers to claim or redeem - the only way that we were going to 

get customer “buy in”. Free stuff works well in getting someone to adapt (to) a new 

media. 

• Once everyone was doing what they were supposed to, it was a matter of pushing to 

ensure that everyone kept to their deadlines and any communication issues etc. 

were sorted out. We had a very good way of working at WCIT in that I acted as the 

facilitator in all instances between technical (the technical side) and the customer.  

• Another important factor that I spent a lot of time on, was the call to action signage. 

It was important to push very hard to get as much signage up as possible. By the 

time we were ready to launch, Menlyn Park Shopping Centre looked like a living 

advertisement for Bluetooth.  

• When everyone was done, we had to run a few test runs. This was separate to the 

test runs that the technical guys ran. These were to prove to the mall staff that the 
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systems did what it was supposed to do.  As I have said before, it is vital that the 

mall staff have complete faith in the system and what it does. If you don’t get their 

complete buy-in you will have issues at a later stage.   

• For the first few days of the launch it was vital that we at WCIT were on standby to 

deal with any issues. Issues did arise, specifically from a user perspective.  

• During the initial launch phase I spent a lot of time on site helping the staff promote 

the system. I cannot emphasize how important it was at the time to keep an ongoing 

and constant interface with the promotional staff on site at the mall. We even went 

as far as offering a cash incentive to the promoters to register customers.  

 

Within 12 months we had installed the CRM systems in 6 other malls. The customer data 

bases were growing and the systems were stable and functioning very well. They were also 

doing exactly what we had designed them to do.  Despite the slow start we were getting a 

lot interest in the CRM system we had developed.  

 

My partners had, by this time, also developed an APN system where we controlled most of 

our sites remotely via a network built on one of the cellular networks in operation in SA. The 

APN had initially been developed in conjunction with another company that was focusing on 

University Campuses. (More about this later.) 

 

Pretty soon the CRM systems had gathered quite a few thousand personal details and 

preferences from a range of malls. Customers were walking into malls getting greeted 

personally and having their personal preference of promotions delivered to their cell 

phones. In theory, this should have taken off in a big way.  

 

The level of data mining that we were then offering to our mall clients could not be matched 

by any other system in the market place. We had provided them with the ‘holy grail” of mall 

data analytics and (sadly) they did not know what to do with it.  As stated previously, the 

average mall marketing manager is not sufficiently skilled to understand the value of CRM. 

To them it’s just simpler to order another dull promotion and sign the purchase order to get 

the promoters paid.  

 

Below is a typical data report which we provided to those malls that had the CRM system in 

operation.    
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Detailed Statistical Breakdown for the registered users to date 

22 August 2007 (Gateway Mall) 
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A mall in Nelspruit ready to initiate their CRM system 

 

Why did it not take off? I think that the main problem or hindrance was the interface 

between the mall marketing staff and the store owners.  

 

One truth that I discovered is that store staff are not the most pro-active of people.  For a 

direct CRM system to work well one needs to supply a steady stream of promotions. This 

steady stream needs to be sourced. If the mall marketing staff doesn’t actively work at it 

then it does not get done. If you don’t have regular and good quality content to provide to 

customers, their interest soon (wilts) and the media fades away.  The golden rule of 

“Content is king” is most true of media and especially a new media.  

 

I realized this quite early on and kept on pushing to keep the marketing staff working at it. 

This was not a sustainable situation. The point of any system is for the purchaser of the 

system to take ownership of it as soon as possible. I had no intention of keeping up the 

pressure on an indefinite basis.  

 

As I signed up more malls, my time became quite restricted. Where I was spending at least 8 

hours a week at Menlyn Park when we launched the system, by the time we had 4 malls live, 

I could only spend an hour or two a week on each of them. The marketing staff gradually lost 
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interest and the content suffered. The “Holy Grail” that the malls so desperately were 

seeking, slipped through their fingers without them realizing it.   

 

Every mall wants CRM but few understand or then take the time and effort to implement 

the relevant CRM processes.  

 

One area that could have been done better was feedback and reporting to senior 

management.  Looking back, I should have highlighted the CRM system and its capabilities a 

lot more to the various executive managers. I am quite sure that if the mall managers had 

really understood the depth of the data that we were making available to them the product 

may have sold significantly better  

 

My focus at the time was almost exclusively targeted at the middle and junior levels.  At the 

start of each new mall CRM project, the focus was on gaining and growing the data base. 

This was the most tangible perspective that the mall marketers could focus on. As focus on 

the data base intensified, the size of the data base became the sole measure of the success 

of the project.  What was needed at the time was to find a method of converting the focus 

to tangible CRM practices.   

 

 

At the time I was preaching a convergence of media. The triangular diagram below explains 

how the use of the mobile device can be used to reach the customer.  

 

• Every customer has a mobile device. 

• Use Bluetooth in the mall to identify the customer.  

• Access the CRM data base to identify specific preferences 

• Drive communications related to these specific preferences via the mobile platform. 

• Set up a mobi site that is accessed via Bluetooth / sms / mms. 

• Reach the customer further via the various mobile social media platforms. 

• The key to this whole process is content. The brand promise was to give the right 

message to the right customer at the right time and place. 
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11.  A compilation of the information used when a contract was secured with a mall. 

 

I compiled a process for the onboarding of new client malls. This consisted of a set of 

standard information and education brochures that I developed over the years at WCIT.  I 

had to compile the information to ensure that the customers had all of the information they 

required at their fingertips.  To get the mall staff to actually read the information I would 

find “cute” ways of presenting it; this helped a lot.  It was also important not to forget the 

technical staff.  

 

The first document was designed to appeal to the mall managers and support services such 

as the facility and maintenance managers. I mostly presented it with the contract as an 

addendum.  
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When it came to the marketing and promotional staff the information was presented in a 

more colourful and relaxed manner. The main focus was on getting the staff to understand 

what they needed to do to get the best out of the systems. I also tried to set it up in such a 

way that it would create opportunities in the future for additional sales.   

 

This info brochure was particularly successful. As part of our mall contract we offered a 

service where we created the content for them.  

 

How to get the best service when requesting slides (and to help in ensuring a speedy 

service and no mess-ups)    

• Keep it short and sweet (maximum 6-10 words). 

• If you want a logo included we need to have a copy of the logo in electronic format. 

(In many instances, if the store has a website, it’s easy as we cut it from there.  If not, 

then we need a copy of the logo. 

• Do not fax a logo (we cannot do anything with that). 

• If you only send me the name of the store and the text wording and that store does 

not have a website that we can access, we will make the slide with standard font --- 

black on white. (I have had far too many complaints and re-dos when we try and 

make it sexy without knowing what the store is like.) 

• If you want us to use a specific font, tell us. If it’s an obscure font then you need to 

supply the font file. 

• We do not supply a creative service.  What we do is make slides of the content that 

you send (so any alterations will be billed at R125 per slide).  

• You need to state a start date and an end date for the slide.  

 

Some procedural points and suggestions  

 

• We need at least 24 hours (weekdays only) to make a slide, so sending it to me on a 

Friday at 15h00 and asking for it to go live on Saturday morning will not work 

sooooooo well. 

• Rather bunch your slides and let us update your systems once a week .We can 

schedule the content as you please, just send me a list of what you want and when, 

and we can do it - no problem.  (It’s the daily requests and alterations that are 

problematic). 

• For slides to work best, let them run for at least a week at each zone. (One day per 

zone is just too short and does not give you that much exposure.) 

 

In among the training I also had to take care of the problems that I knew would arise from 

the tenants. One of the terms that property owners impose on tenants in SA malls is the 

“marketing fee”. Part of most leases is the requirement that the tenant contribute on a 

monthly basis towards a central fund that the mall uses to market the mall.  

 

Theoretically, the mall would then contribute an equivalent amount thus creating a nice sum 

to use for the common good.  The problem comes in when the tenant realizes that the fund 

is a generic fund that the mall pretty much does with as they wish.  

 

Added to that is the tendency for some malls not to make their contribution. In the larger 

malls I also discovered that the anchor tenants often were not required to contribute to the 

marketing fund. This happens because all malls need the anchor tenants and as such made 

the lease conditions a lot simpler and attractive for them with lesser rents and reduced 

running cost subscriptions.  
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The smaller tenants were well aware of this so any marketing initiative that was 

implemented was either ignored or scrutinized in minute detail. This caused the occasional 

problem and I soon discovered that I needed to arm the mall marketing manager with 

sufficient defence.  

 

A successful system in malls relied on the following perspectives and inputs to be successful: 

 

• Input from the marketing staff related to mall initiatives 

• Input from the tenants related to specials and promotions 

• Input from the community related to events functions and notices 

 

The brochure below lays out the central issue that was often experienced by the small store 

owner who would then complain at tenant meetings.  The working relationship between the 

mall managers, tenants and the marketing team is, at best, tentative.  The last thing I 

needed was to be an additional reason for tenants to complain.   

 

The documents below formed part of the tenant training sessions that I held on a regular 

basis with all of my mall customers   

 

When tenants say- 

“Your marketing activity / initiative / promo / special did nothing for me!!!” 

 

How often have you heard those words? Sometimes it seems as if nothing you do is good 

enough. Perhaps a new view is required to ensure that the marketer is not on the back foot 

when faced with such a statement. Let’s look at a couple of questions; 

 

• What did the tenant expect? Did they make their expectation known prior to the 

activity? Did they offer a good promotion? Did they inform their frontline staff on the 

activity? How (if at all) did they actually measure the response? 

 

Very often tenants do not actively contribute to a marketing initiative despite requests. Per 

example, when requests are made for participation with special offerings and promotions the 

response is often poor and inappropriate. For example, Spend R5000-00 and get a free cup of 

coffee.  Customers are not twits, they know a good offer when they see one and a poor offer 

does more harm than good. Yet, it becomes the mall marketer’s fault. Very often what also 

happens is that the store owner does not inform all of his staff.  So even when a customer 

does take the offer, the store owner is not made aware of this. 

 

Perhaps one view solution is for the mall marketer to “train” the store owner in the 

relationship marketing way, by guiding the process.  The end result should be a happy 

tenant and, by association, a happy client! Here are some suggestions. 

 

• At inception of a marketing drive ensure that you have identified who will benefit 

from this (cluster and segment a marketing drive) – you cannot be everything to 

everyone all of the time. So identify the cluster of stores that you have chosen this 

time.  

• Communicate the goals and targets of the drive; keep them short and sweet (not 

more than 3 or 4 points). 

• Make sure your tenant understands that free ice in mid-winter is not going to get 

him any business. A good offering is instantly recognizable and works.  

Communicate with the store owner and see the difference.  Don’t just accept what 

they give you. (A good marketer’s role is to educate the store owners.) 
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• Ensure that all of their staff are up-to speed.  Yes, it is extra work but you will see the 

results with a happy tenant. 

• At the end of the drive, give a feedback report as to its measurable success.  This can 

take the form of a brand report, footfall, vouchers redeemed or a number of other 

factors. 

 

The result is an informed store owner who will then take a closer look at his / her own 

activities and not just passively sit back and point fingers at isolated attempts from the 

marketing dept! 

 

For more info please feel free to drop me a line to chat!!  (Mall marketer to tenant.) 

 

Understanding Bluetooth as a media opportunity: 

 

As with all new media, it takes a while for the marketer to understand and to leverage the 

opportunities that it offers. This brief document will highlight some relevant issues that the 

marketer needs to bear in mind when designing campaigns to leverage this versatile multi-

faceted communication media. 

 

Some points to consider; 

 

• On the basis that 20% of your customers generate 80% of your sales, it is important 

to understand that Bluetooth talks only to a certain portion of your customer base. 

This means that out of 1000 visitors to the mall in a day about 200 of them will 

provide the bulk of the purchases. Who do you want to talk to? 

• Use the other media at your disposal to talk to the masses and Bluetooth to target 

the select groups. 

• Cutting through the clutter is paramount. 

• Do you value and recognise the importance of getting your customers’ permission to 

communicate with them? Basic sales principles state that getting the first “yes” is the 

more difficult task, once you have that, the rest will follow.  

• Do you value and recognise the importance of getting your product and message 

onto the most personal device yet devised? 

• Via the cell phone, the marketer can use sight, sound and movement to 

communicate a message. 

• This media gives you an accurate record of the exact number of customers.  No 

longer do you have to rely on statements like 50 000 people pass this road every day. 

In theory, hundreds of thousands of customers see a billboard on a highway.  How 

many see it more than twice? How many remember the message for longer than 3 

minutes? How many actually act on the information? 

• Only the upper LSM own and operate Bluetooth enabled phones. So, by implication, 

only the wealthier (more spending power) customers are targeted by this media. 

• Bluetooth, as communication channel, is ecofriendly. There is a strong consumer 

backlash starting in SA against environmentally intrusive signage. This follows on the 

European model where outdoor billboards have all but disappeared.  

 

Bluetooth is not about the 80%, as a media it is targeted on a portion of the 20% with the 

following characteristics: 

• Higher income group (LSM 8 and higher) 

• Contract cell phone holder 

• Aged 18-45 - both male and female. (Younger kids cannot afford the top of the line 

phones yet, and the aged just don’t get it.) 
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• people who like personal targeted communication environmentally conscious 

• An astute shopper wishing to be treated differently yet with a personal touch. 

 

As I have stated previously in the publication, the average mall marketer is a glorified order 

writer.  They understand how to pick up a phone and order a service but they have very little 

insight to the actions that make for good marketing.  

 

Within a few months of launching the CRM system we realized that we needed to progress 

the product to a new level. This new level would need greater and more detailed reporting. 

It would also need the buy in of advertising agencies. Despite having a jaundiced view of 

advertising and media agencies in South Africa I once again made contact with a view to 

gaining more exposure for the CRM system. We received a lot of interest but no financial 

commitment.  

 

International Interest in CRM: 

 

We also received international interest in our developments. This could have potentially 

opened a number of doors for the company. However, for whatever reason we never 

capitalized on the interest except for an abortive attempt at starting up a branch of WCIT in 

Australia.   

 

It took us about 6 months to discover that the Australian market place was not partial to 

early adoption of technology. They are surprisingly conservative and rather hesitant of trying 

out anything new in media technology. The single biggest problem our Australian partners 

had (apart from supporting the wrong rugby and cricket teams) was that the Australian 

shoppers were quite unused to Bluetooth and equated it to sms.  

 

This naturally brought out the nanny state tendency of that country and BT communication 

was lumped in with sms and the sms marketing rules and regulations. This presented an 

ideal situation for the CRM system but our Australian partners did not want to follow our 

advice on implementation. It’s odd how some people just don’t want to learn or listen to 

advice and suggestions based on our years of experience.  So that was that for WCIT in 

Aussie.  

 

 For a time period Blip partnered with an Australian-based advertising agency that seemed 

to be on the verge of making Bluetooth really successful but that kind of faded away after a 

few years as well.   

 

In the Australians’ defence, I must mention that in 2004, as we were researching the 

Bluetooth space, we had communicated with a company in Sydney that had launched a pilot 

of Lbm in a local mall. They were not particularly successful and they changed their focus to 

other mobile avenues and moved on.  

 

The last CRM mall system installed by WCIT in South Africa was decommissioned in early 

2010.  

 

In summary, the WCIT-CRM system failed due to the following reasons: 

 

• It was a complicated system to manage; this meant that we could not hand the 

management of the system over to the customer.  
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• A good rule in the IT environment is to make a system simple so that you can allow 

the customer to take ownership. If the customer does not take ownership, then you 

risk losing the customer. 

• The system was built around and on the Blip systems operating system. We were 

not system agnostic. This meant that we were entirely reliant on Blip and their 

business.  

• The combined fees for Blip and for WCIT made it potentially too expensive for large 

scale commercial roll-out.  

• A system that is too complicated is also very difficult to sell.  
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12 The Nationwide University Project: 

 

This project was one of the more interesting projects that we undertook on order from a 

very innovative person, probably one of the most enthusiastic and energetic people that I 

had met while at WCIT.  

 

Basically, the project consisted of Bluetooth systems placed at a number of university 

campus grounds across South Africa. The systems were typically located at the cafeteria 

areas where most of the students gathered. The media was then used to send a range of 

multimedia ‘viral’ type messages.   

 

This particular project took a lot of WCIT resource time. We had exceptionally high hopes 

and believed that this would be an exceptionally successful long term project.  

 

A press release from the time provides more detail.  
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The campus initiative ran for close on a year and was initially quite successful but I think that 

financial pressures at Motherland probably led to the systems been decommissioned. In 

2010 I heard that another company had initiated a Bluetooth project at a campus in 

Johannesburg and seemed to be doing well.  
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13 Blue-Trace obtaining data via Bluetooth: 

  

In 2008/9, as we were finalizing and implementing the CRM systems, we started looking at 

new innovations. In my dealings with the mall staff I made sure to keep my ears open with a 

view to identifying opportunities. One such opportunity had been around for a while but we 

had never actioned it.   

 

The staff of a mall management company live and die by a few numbers. The most basic of 

these and the standard measure of performance is foot-count and dwell time (the number 

of people visiting the mall per month and the amount of time that they spend in the mall). 

The higher the foot-count, the better the mall staff are deemed to be performing. The 

standard foot counting instruments available are extremely expensive. We also discovered 

that in many instances these devices were not as accurate as their manufacturers would 

have us think.  

 

We had discovered early on that there seemed to be a relationship between the amount of 

people in a given area and the amount of Bluetooth devices that we could detect. This led to 

the assumption that if we could calculate the ratio correctly, we could use Bluetooth to work 

out what the foot count would be in a given area in a mall. In the malls that had multiple 

systems we could aggregate data and given the correct formulas should be able to calculate 

foot-count fairly accurately.  Linked to this is would be our ability to record dwell time more 

accurately 

 

My partners got working on the technical side and as we had a lot of systems placed in many 

malls, we had tons of raw data. We conducted a lot of research and within 3 months were 

sufficiently confident that we had a viable marketable product. This product was a very easy 

sell.  I would meet with our existing mall customers, present the concept and offer a free 

one month trail.   

 

We had no capital costs, it was a matter of loading additional software on the systems and 

all we needed to do was to manipulate an additional tranche of data. Once we got the data I 

complied an interesting way of presenting the results.  Our research and testing ensured 

that we had a product that presented the required information very accurately.  It did not 

take long for me to up-sell all of our existing customer base on the additional product.  

 

About a year after we had implemented the first Bluetrace functionality, I discovered that 

some researchers at MIT (yup, the university in the USA) were running some trials with this 

concept.   For a laugh I even wrote to one of the journalists that had written about the MIT 

bunch and told him that what we had already done.  The journalist made contact and we 

had some correspondence but I don’t think that he believed what we were doing in SA.  

 

Below is wording from the brochure I designed for our new product.    

 

BlueTrace- Frequency Monitor 

 

The next generation customer movement analysis tool 

 

The latest system to be launched in the mobile space is an advance on conventional foot-

counting systems at a fraction of the cost. The system operates on the basis of detecting cell 

phones that have Bluetooth functionality. This data is then analysed and reports are 
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produced that provide the retailer with a deeper insight into their customer movements with 

an accuracy level previously unachievable. 

 

Each Bluetooth cell phone has a unique Bluetooth id. This id does not contain any personal 

information or a cell phone number. The customer is therefore anonymous at all times.  

 

What is important is the system’s ability to identify and count a cell phone only once within a 

given period of time.  In addition the system can detect and recognise that same device at 

another point in time. Therefore, a person with a Bluetooth phone can pass a specific point in 

a mall or store any number of times yet they will only be counted once.  

 

The data analytics have also been extended to include the following information: 

 

• Number of times the same cell phone returns to a specific mall / store within a day, 

week or month 

• Timing of visit i.e. was it in the morning, afternoon or evening 

• The amount of time that the device remained in that area 

• Entry and departure times 

• Patterns of customer visits  

 

The biggest differentiator with this system is that it counts relevant customers and not 

just everyone who enters the retail space on a blanket basis. It also allows the users to 

exclude and differentiate between mall staff and customers on the basis that a staff 

member’s cell phone will be detected continually and daily in a mall (so that device 

would be excluded from the data). 

 

Extensive comparative research around this technology and customer volumes has 

produced some startlingly accurate extrapolations to include total customer volumes 

within the retail space. On the basis of detected Bluetooth devices the system can 

indicate total customer footfall in a mall or specific retail area within a given period.  

 

This system was launched last month (2008) in four South African malls with a number 

more going live in July and August. 

 

 

A typical report that was provided to the Mall Managers on a monthly basis indicated: 

 

• Foot count  

• Duration of visits 

• Number of returning customers  

• Breakdown of length of visit  

• Trailing history  

• Breakdown by entrance (This is not indicated on the report below but was offered.) 

 

What we did find through extensive research is that these numbers were more accurate 

than the traditional foot counting technology.  

 

The report below was one we designed to best present the monthly results.  
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14. The one concept we never took to market: 

 

In early 2009 I came up with another concept. Unfortunately the timing coincided with the 

financial meltdown. Even though SA was not affected as badly as Europe and the USA, there 

was sufficient backlash in SA that resulted in a severe reduction in marketing budgets and 

this concept just never got off the ground. I still think that it has legs if executed correctly in 

a suitable environment.   

 

The specification document that I compiled at the time: 

 

Vouch”o”matic: voucher and coupon dispensing system 

 

Basic concept: 

 

A mobile unit that dispenses redeemable vouchers via Bluetooth to mobile phones on 

location at retail store and mall sites. 

 

The unit: 

 

Consists of the following components: 

• Bluetooth hardware (already developed) 

• Bluetooth software (already developed) 

• A suitable holding frame/housing (to be developed - approximate time: 1 month) 

 

Salient features: 

• A customer swipes his / her phone as he / she walks past it to get that day’s voucher 

(one per swipe only). Total interface time: 2-4 seconds, and only within 30 cm of the 

unit. 

• Small, portable 

• Requires electrical power (but can be run on battery) 

• Has internet connectivity via 3G modem 

• Can be networked 

• Instantly up-datable 

• Easy to install and remove 

• Easy customer interface (3 steps) 

• Will be branded externally to create its own “brand” 

 

Unit Cost: 

 

See attached spread sheets (note from author ---not attached in this book) 

 

The Business concept: 

 

To create a national network of units strategically placed at retail and commuter points of 

contact. These units will be placed as follows: 

 

Short term (3-6 months) 

 

• At our existing mall infrastructure (approximately 24 malls) 

• There is also an additional 75 malls with whom we have a secure business 

relationship and who will agree to the unit placement.  
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• The malls will receive a revenue stream from the units (this acts as an additional 

incentive for unit placement) 

• We have networks in place that can facilitate placement at national stores (such as 

Pick n Pay, Checkers, and some petrol station quick stores 

 

 

Medium Term Plan (6-18 months) 

 

• To cater for the major sports events via eventing companies (Maverick SA, 360 

degrees, etc.) 

• Confederations Cup (2009) and 20/20 cricket- we have existing relationships that will 

allow us the opportunity to place the units at sports events  

• Entertainment industry, movies and musical events  

• Professional convention and expos (we have relationships in place and existing 

networks that will provide us access for unit placements) 

• Religious organizations  

• Educational institutions 

 

Long Term Plan (18 + months) 

 

• 2010 FIFA Soccer World Cup 

• ACSA (the international airports) 

• Gautrain 

 

Revenue Sources: 

 

• Retail brands 

• Retail stores 

• Entertainment industry (ticket vouchers) 

• Merchandising companies 

• Tourism and eco-tourism (incoming and local) 

 

USP (unique selling points) 

 

• Easy to use 

• Easy to deploy 

• Measurable (data metrics) 

• Environmentally friendly 

• Access to the mobile phone 

• Unique and new 

• Easy deployment 

• Cheap to use (paper, distribution and redemption) 

• Reaches only LSM 8 + (mobile phone that is Bluetooth enabled) no wastage) 

• Data base building (metrics that can be structured are immense) 

 

Typical cost to a brand R950 for a 3 day campaign 
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15.  Midlets, JAVA apps and the progression to mobile web: 

 

In 2005 we compiled the first mobile application.  These were simple applications that I used 

primarily to get new business for the Bluetooth side of the business.  

 

Some of the applications (.jar) that we developed: 

 

• A short term insurance app that provided details of all the products available from 

the short term insurance company 

• An application built around the products and services of a medical health insurance 

company 

• A range of shopping and retail-based applications 

• Motor vehicle sales tool 

• Apps for the International Motor shows that were held in South Africa for 3 years 

running. These worked really very well.  

 

We all learnt a lot from the process of developing mobile apps.  As with WCIT, I think the 

bulk of the issues lie with the dissonance in communication between a technical, software 

production mindset and the actual realities of customers wants, needs and, most 

importantly, their perceptions. 

 

Perception is reality and reality controls the budget. All too often companies at the edge of a 

new technology tend to focus too much on the technology aspect without realizing that the 

customer can only comprehend a limited amount.  If you don’t get good comprehension, 

you don’t get access to the budget. That is why mobile can be a hard sell.   

 

The java apps provided me with a perfect sales tool. It was the ideal door opener and deal 

clincher. There was nothing as convincing as pulling out my trusty Ericsson and 

demonstrating an application on a mobile screen (especially as this was the first time that 

anything like this had been demonstrated in SA).  In the period 2005- 2008 very few people 

had seen an app in action on a phone. I don’t think that my partners quite realized the 

importance of the apps in the mobile space and we never pursued this path.  I found them 

often lacking in drive when it came to working on concept (the fear of failure). 

 

Their thinking was guided by the fact that it was very difficult to develop an app that worked 

well across a wide range of cell phone makes and models. I understood that this was an 

issue and should maybe have pushed harder to get them past the hurdles.  

   

Between us at the WCIT office we had Nokia and Ericsson cell phones and they soon 

managed to get to the point where the apps that we had developed, worked well on these 

devices. But that was not good enough where prospective customers had Samsung or any of 

the other devices available in SA at the time.  

 

I think that we developed close on 50 or so applications. The single biggest problem that we 

faced was to get a standardized display across a range of cell phones. Bear in mind that in 

2005 there was not a lot known about the practical or profitable applications of mobile apps.  

 

 Few people had seen an app and even fewer realized that this was something that would 

explode post 2010.  In addition, the massive growth in the smart phone market was 

something that no one anticipated.  
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However, I am still not convinced that apps are as successful as we want them to be. Yes, I 

am fully aware that billions of them have been downloaded in the last 2 years.  I personally 

have about 20 apps on my BlackBerry. The questions I have is how many get used and how 

many get used in such a manner that their value can be quantified profitably. (I use 2 on a 

regular basis and neither makes the developer any money.)  Per example:  Mobizines was 

one of the early app style products that died a quiet death in 2008.  They had gained some 

success in SA and the UK but, it seems, not enough.  

 

I see much research and reporting on apps but this has not converted to spend, at least 

nowhere near the type of spend we see in the “above the line media”.   I think that the 

eventual profitable route will be a hybrid between apps and mobile web.  Bluetooth, in a 

much refined and adjusted format, will probably find a niche (a small one) in that space.  

 

About the same time I pushed for the company to get into the mobile web space. If I recall, 

we were the first company in SA to launch a local home grown mobile website that was 

commercially viable and profitable.  We launched a site called www.mobiz.co.za. (We closed 

it in 2010.)  In my search to add value to the offerings of WCIT the focus was on converging 

media into the mobile space.  As part of a Bluetooth installation I tried to offer as much 

within the mobile space as was financially viable.  

 

The Mobiz site was designed to be a retail application site where customers could source 

information about their local mall, its stores and any other info they may require such as 

trading hours, store directory and location. By 2008 we had 15 malls and two motor vehicle 

dealers listed on the site. I know that the site was not very successful and I know why. (Does 

it matter now?) I still see the range of fundamental mistakes we made back then all over 

many of the current mobile web sites.  

 

Mobile web and advertising on mobi sites have become a very good income generator.  So, 

in the great app vs. web debate my money is on mobile web.  AdMob is one company that 

got it so right. Well done to them!  
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16. The international connections: 

 

Over the period that I ran WCIT we made contact with a range of companies locally and 

internationally. At the time we always welcomed the contact as a way of increasing the 

spread of information. We tended to be quite open with international companies with our 

progress and information we had collected as we did not view them as competition.  

 

We even learnt a lot from a few of these companies. One such company was a Canadian 

company based in Vancouver called Broadburst.  I initially made contact in 2008 with their 

CEO - a good man called William Kells.  They had been on a very similar path as WCIT and 

were facing the same problems that we were dealing with. Over the next two years, until he 

also closed his company, we had regular weekly contact and a good working relationship 

developed. We are still good friends.  

 

 I am quite sure that if the recession had not hit and if my partners had been more open-

minded, we could have merged the two companies and created a much larger company with 

an international footprint thus raising some serious venture capital.  This would have 

allowed us both to expand into areas that needed better funding.  In line with our mall 

networks, William had set up a multi access point system along a mall network in downtown 

Toronto.   

 

They were using the Bluegigga systems.  When they learnt more about the WCIT foot–

counting systems we started investigating possible synergies, and for a while it looked like 

something may have happened, but my partners at the time were against the partnering 

idea.  If there is one long term sustainable application for Bluetooth, it will be the foot 

counting use.  

 

We also had good contact with a few other companies based in the UK, USA and Denmark.          
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17. The Bluetooth SIG  

 

The Bluetooth Special Interest Group (SIG) is a collection of stunning folk that are on a good 

mission. I got to know the European division very well.  They showed keen interest in our 

activities with Bluetooth.  

 

I was invited to be a guest speaker at their Regional Conference in Copenhagen in 2006. I 

remember walking onto stage and facing 50 or so hard-core technical guys who had no idea 

or belief that Bluetooth could be used as a marketing tool. It was one of my most 

intimidating public speaking events but it all worked out quite well as I “sold” the concept 

well enough to even break through the technical guys scepticism.  

 

 
 

19 Sept/ Copenhagen at the SIG Regional Conference  

 

Over the period at WCIT I had a few interactions with the SIG - all good. They wrote and 

published two very good in-depth articles about our work at WCIT.  But I cannot help 

thinking that if the SIG had paid a bit more attention to the location-based marketing side of 

Bluetooth, it may have helped to get the breakthrough that the media required.  

 

I know that most of the other companies that were operating in the same space as us also 

felt the same way.  
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18. Permission based or not?  

 

It took me a long time to finally decide on a position regarding the permission vs. spam 

debate.  Legally in South Africa Bluetooth communication in any format is not considered 

spam.  However I now (2011) realise that the debate covers many levels. My opinion based 

on experience in this space is now as follows:  

 

• Basic Lbm Bluetooth, where a server is set up in a public place and set to maximum 

broadcast is spam. We cannot avoid this fact, Joe Public just does not want that type 

of communication. 

• Bluetooth via cars on public roads is definitely spam and could possibly open one up 

to a range of liability in the event of an incident related to a Bluetooth message. 

• Any form of mass coverage such as stadiums, rock concerts etc. is most probably 

also spam. When a fan goes to a stadium to see a soccer match it does not mean 

that they agree to getting a Bluetooth message.  

• Bluetooth set up in a mall covering large areas of the mall is spam. I would think that 

it, at the very least spams the store owners and staff that get messages requests 

daily.  I am also now convinced that it does spam shoppers.  

• Bluetooth in a store confined to a specific area within that store and highly 

signposted as such, cannot be called spam. The Bluetooth signal needs to be 

attenuated so as to only cover a small area (maybe 2-3 square meters at most). The 

customer then needs to go to a specific spot to get a message/voucher etc. if they so 

choose.  

• Bluetooth in a CRM type format (described in this book) that requires one to register 

and select the messages and the frequency cannot be spam.  

• Bluetooth for data and tracking purposes is not spam as no identification or 

communication takes place (it’s the same as the standard foot counting equipment 

that all malls have across the world).  

• Bluetooth to transmit vouchers and coupons in a defined space is not spam. 

 

The passion that I had for Bluetooth at the time in my mind automatically defaulted any 

Bluetooth communication to permission based. Just because a phone has Bluetooth 

functionality does not mean that the owner of that phone wants to get a Bluetooth 

message, or the request to receive a Bluetooth message.  
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19. Final thoughts on Bluetooth as marketing tool: 

 

• In a mobile media based business model Bluetooth lbm will probably generate less 

than 5% of the total business income.  

• The correct combination of certain mall marketing staff, economic conditions and 

product offered, served WCIT well. That combination is not easily replicated given 

current world circumstances and past experience with Bluetooth lbm.  

• Bluetooth relies on the hard work and co-operation of the customers (malls). One of 

the reasons that WCIT succeeded so well in the first 3 years was the enthusiasm and 

the associated hype that was generated at the time.  

• Building a business on Bluetooth lbm as the major source of income will eventually 

lead to business failure.  

• Bluetooth lbm in its non-spam versions has a limited role as supplementary service.  

By this I mean that it may have a role in specific promotions, vouchering and other 

specific one on one communications. 

• Bluetooth is too complicated for the average user. Not only for those that want to 

send a message but also for those that receive it.  

• The spam factor is a big issue and the risk of irritation is also high. This is a core 

factor in Bluetooth and one that is very difficult to avoid.  

• The licensing models developed thus far for Bluetooth do not work in the long run. 

• Bluetooth lbm is too expensive 

• Too many devices have moved away from open Bluetooth format. Most 

smartphones are just not compatible to lbm via Bluetooth.  

• In 5 years of trading in Bluetooth no customer of WCIT ever missed the Bluetooth 

lbm service once they terminated their contract for the service. This is the most 

telling factor.  
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20. Then it ended 

 

This pretty much summarises the 5 years I spent in the Bluetooth and the mobile space. 

Mobile marketing is in the process of revolutionalising the way we communicate to and with 

customers.   

 

A book can never cover all of the incidents and experiences that one has over a long period 

without becoming tediously boring. It is also often simpler to drill down to the core 

experience than to present masses of detail. I have kept much of the information that I 

compiled over those years which makes for good reference material.  

 

The case studies present here reflect the enthusiasm with which I approached the business 

and the media. At the time this was my truth and my commitment to my customers. My 

intentions were foremost to provide them with value.  

 

Looking back I can see the defined steps that I guided the company through from a raw start 

up to a successful small business (for a while at least). I can also now see the errors I made 

and with hindsight may have avoided.   

 

I have attempted to present my experiences in some sort of logical sequence perhaps paying 

some areas more attention than they deserve in the greater context. We were operating in 

unknown territory learning and exploring as we moved along.  In the end I guess everything 

mattered to the greater understanding of mobile as the business grew and then died away.  
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21 Annexures  

    

Annexure 1 –  

 

15 Nov 2004 

 

User specification document (version.1) 

 

Abbreviations: 

BT- Blue Tooth 

PAN- personal access network 

CRM- Customer Relationship Management 

1 to 1- company to customer communication 

B to B- business to business communications 

 

Introduction 

 

An opportunity has been identified whereby BT technology can be used as an enabler to 

facilitate, among others, the following outcomes: 

• Improved sales 

• Improved customer retention 

• Improved and increased customer value 

• Improved CRM implementation 

• Cross and up-selling opportunities 

• Brand and product advertising and promotions 

• 1 to 1 client communications 

• B to B communications 

• Cost effective communications 

• Alternative marketing channel  

 

Initial Concept 

 

The single biggest problem facing the retail and related industries at the moment is the 

effective and efficient communication of product and brand to a jaundiced customer base. 

The average customer is “immune” to advertising. The more money companies spend on 

advertising, the more filters the average person puts up to block this unwanted advertising. 

The only way to effectively and efficiently reach a potential customer is to ensure that you 

have their permission to communicate with them. This will ensure that the customer is open 

to receiving the communication and the subsequent message. One would, however, need an 

attractor to facilitate this concept. My belief is that BT technology is sufficiently new and 

cutting edge to secure the initial customer interest to receive the communication. 

 

I envisage a device designed which can offer following functionality:  A communication radius 

of 10-30 meters, maybe more if possible   

• The PAN must be store or producer specific 

• The device will be used to communicate specials, issue vouchers or tickets and 

many other in-store marketing strategies 

• As a phase 2, the underlying system may be able to store and recognize buying 

patterns, and as a result, communicate on a much more targeted basis as in true 

CRM and 1 to 1 methodology  
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• Relevant security applications need to be in place so that others cannot “hijack” 

the messages 

• Variable messaging, which is controlled by the supplier 

• Ease of use for prospective customers 

• Cost effective device 

• The device must be able to network i.e. a number of devices encircling an 

establishment 

• Perhaps the option to install devices at toll booths for mass customer 

communications. Perhaps enable a person to pay for all the tolls on a particular 

road at the first booth and then be issued with a vehicle specific code which is read 

at all further booths along the route 

• The device must also be able to receive communications, store data and send it on 

to the central server for interpretation  

• We would need to be able to build a data base as a result of the use of the product 

• The devices or versions thereof need to be either permanently fixed or mobile. This 

will enable its use at once-off events such as sports fixtures or other events. 

• A standalone receiver which people can purchase where they do not want to use 

their cell phone 

• The suppliers of the device need to have the following income streams: initial sale 

of device, monthly fee message upgrading and changes and service contract. 

• We also need to be able to control the design and implementation or the various 

messages. 

 

There are a number of communication and marketing channels currently available and it is 

envisaged that this concept can take its place alongside the other, more established 

channels.  

 

The important factors to consider in this project is speed of launch, as those who are first into 

the market will secure a large portion of the market due to its newness and innovation.   
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Annexure 2- Company Introduction letter:  

 

Wireless Customer Interactive Technologies 

 

Introduction 

 

The last year has seen extensive growth in wireless and related industries as related to 

personal applications. Wireless Customer Interactive Technologies (WCIT) has identified a 

number of business opportunities within the Southern African region. WCIT is focused on a 

number of business solutions that require wireless technology. The solutions are identified in 

terms of existing needs and requirements that are particular to the region.  

 

Background 

 

WCIT was formed by three partners on an equal shareholding basis.  

 

Petros Kondos 

Bachelor of Arts (Psychology) (University of Pretoria) 

CRM Methodology (University of South Africa) 

Corporate Governance and Risk Management (Rand Afrikaans University) 

Expertise: Extensive Marketing, Client Relationship Management and Call Centre experience 

within the medical, corporate, governmental and retail environment. 

 

Johnny  

(Specific details omitted) 

 

Harry  

(Specific details omitted) 

 

The combination of skill and expertise presented in the collaboration positions the company 

extremely favourably to leverage a number of identified opportunities. The solutions that 

have been targeted for implementation require the use of an enabler which WCIT has 

identified as that of a Bluetooth type device. 

 

Applications   

 

The Southern African Region is faced with unique challenges which require technical 

innovative solutions. We list a limited number of applications which our research has 

identified. 

 

• A personal residential security application. The concept in draft format has been 

reviewed with a number of prominent national security companies and the response 

has been extremely favorable  

• A personal travel assistance application for incoming and local travelers which 

would encompass originating and destination systems 

• A leisure type application which has already been described within other countries 

(but not implemented anywhere within the Southern African Region) 

• A retail type application which is similar in nature to what has been recently 

launched in an Australian shopping mall; our regional application would require an 

alternative approach 
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Our extensive network of business associations and related relationships strongly support 

initiatives to initiate, develop and implement wireless technology (particularly Bluetooth) 

solutions within the region. 

 

 

Contact details 

 

Petros Kondos 

 

E-mail petros@xxxxxxxxxx.co.za  

Mobile +27xxxxxxxxx 
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Annexure 3 The first report for Gateway 

 

 

By June the daily averages were up to about 800-1000 downloads per day.  

 

 

 


