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KEY INFORMATION

The following information is extracted from, and should be read in conjunction with, the full text of this

document. Prospective investors should read the whole of this document, including the risk factors set out

in Part II, and not rely on the following summarised information.

Bango provides unique technology and services that enable businesses to make money from the sale of content

and services to customers accessing the internet through their mobile phones. Content providers and brand

owners (‘‘Content Providers’’) pay Bango a monthly service fee to use the Bango Service to reach and engage

with mobile internet consumers. Bango also receives a percentage of payments collected using billing providers

whose solutions are integrated with the Bango Service.

The Directors believe that the key attractions of the mobile internet and related content sector, and the strengths

of Bango’s position within it are as follows:

r Bango benefits from a strategic position in the rapidly emerging mobile internet market and in that

position considers it can defend its position;

r Content Providers are seeking to sell content to mobile users. Bango has developed a mechanism to do

this in the context of the mobile internet, which has already been adopted by many leading Content

Providers;

r Mobile Network Operators (‘‘MNOs’’) seek to maximise the value of their networks through carriage of

data. Bango provides services that can support this goal, and has secured commercial agreements with

MNOs including Vodafone, O2, Orange and Telefonica;

r as a market focussed business enabler, Bango stands to benefit from the increase in mobile internet traffic

which is expected to grow rapidly over the next five years;

r Bango occupies an independent position in the market, not being reliant on individual MNOs or Content

Providers;

r Bango operates on an international scale enabling Content Providers to engage with an international

audience;

r Content Providers using the Bango Service and technology include well known content brands such as:

The Sun, (newspaper); Maxim, (magazine); and Channel 4. Bango’s MNO customers include Vodafone,

O2 and Telefonica;

r in line with the development of mobile communications, the mobile internet carries with it a consumer

acceptance of paid for content. The availability of multiple billing mechanisms should facilitate the

growth of paid-for content in the mobile internet market. The Bango Service provides Content Providers

with access to any internet enabled phone, through any MNO. This enables the purchase of content or

services using the most appropriate and effective payment method that increases revenue for the Content

Provider;

r in contrast to the early days of the internet, many mobile companies are now generating significant

revenues and profits in the mobile sector;

r the time, cost and expertise invested in the design and development of the Bango Platform is considerable

and the Directors consider this represents a significant barrier to entry. In addition, the Directors consider

the cost to a Content Provider of developing a bespoke solution to achieve the same goal, as opposed to

accessing consumers through the shared Bango platform, is equally prohibitive, as are the time and costs

required to negotiate and technically integrate with multiple MNOs;

r Bango’s business model is scaleable with recurring revenue underpinning the costs of developing new

business and growing revenue. The self-service nature of the Bango Platform provides a solution which

can be delivered by business partners, with a low corresponding cost of sale to Bango; and

r Bango’s management has a track record of creating successful global platform businesses like Bango,

including for the fixed internet.

Admission is expected to raise the profile of the Company amongst its trade partners and is expected to enhance

its ability to attract new customers. The Company has launched a successful platform for growth, primarily in the

UK, and expects to use the proceeds of the Placing to grow its business in the UK and in selected overseas

territories and to expand its customer support team.
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EXPECTED TIMETABLE OF PRINCIPAL EVENTS

2005

Publication of this document 23 June

Admission effective and dealings commence in the Ordinary Shares on AIM 30 June

CREST accounts credited (where appropriate) 30 June

Definitive share certificates expected to be despatched in respect of the Ordinary

Shares (where applicable) 7 July

PLACING STATISTICS

Placing Price 134 pence

Number of Ordinary Shares in issue at the date of this document 20,934,500

Number of new Ordinary Shares being placed on behalf of the Company 5,223,881

Number of Ordinary Shares being placed on behalf of the Selling Shareholders 3,009,220

Number of Ordinary Shares in issue immediately following Admission 26,158,381

Estimated net proceeds receivable by the Company pursuant to the Placing (i) £6,150,000

Market capitalisation of all issued Ordinary Shares at the Placing Price following Admission £35.05 million

Percentage of enlarged issued share capital subject to the Placing 31.5%

AIM EPIC code BGO

(i) Stated after deducting the estimated total expenses of the Placing and other related costs payable by the Company of approximately
£0.85 million (including VAT).
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PART I

INFORMATION ON THE GROUP

The financial information contained in this Part I has been extracted without material adjustment from Part III of

this document. Prospective investors should read the whole of this document and not rely solely on the

information in this Part I.

1. Introduction

Incorporated in 1999, Bango provides unique technology and services that enable content providers and brand

owners (‘‘Content Providers’’) to generate revenues from the sale of content and services to customers accessing

the internet through mobile phones. The Bango Service allows Content Providers to market, sell, distribute and

charge for products and services directly to mobile phone users that have open access to the internet from their

mobile phone, whatever the Mobile Network Operator (‘‘MNO’’).

Content Providers pay Bango a monthly fee to use the Bango Service provided. Bango also receives a percentage

of payments collected using billing providers whose solutions are integrated with the Bango Service.

MNOs, such as Vodafone, O2 and Orange operate and sell content through their own proprietary portals, such as

Vodafone Live!, O2 Active and Orange World. However, MNOs recognise that they stand to generate significant

incremental revenue by driving data traffic through non-proprietary or ‘‘off-portal’’ sites. To capitalise on this

opportunity, MNOs have contracted with Bango in order to accelerate the generation of revenues derived from

off-portal content, because Bango enables Content Providers to benefit from having a mobile internet presence

outside of MNOs’ proprietary portals.

The Directors believe that the commercial opportunity for selling mobile content and services to mobile users is

driven by a number of major factors, principally the:

r need for Content Providers to monetise their brands;

r desire of MNOs to increase the levels of data traffic sold via their networks;

r continued worldwide growth in the adoption and use of internet enabled mobile phones; and

r absence of a unified standard or platform for content access and payment via mobile devices.

The Directors believe that Bango’s strengths are:

r the Bango Service can be used by any Content Provider or MNO;

r Bango’s proprietary technology simplifies the complex process of generating revenue from mobile

content, principally as a result of:

o its ability to enable Content Providers to sell content to users of multiple MNOs;

o the ease with which its technology can be integrated by both Content Providers and MNOs;

o the flexibility of the Bango Service which addresses a wide range of mobile phone types, delivery

methods and billing methods; and

o the ability of the Bango Service to allow the sale of mobile content and services across multiple

geographic and tax jurisdictions.

r Bango’s relationships with leading MNOs;

r the fact that Bango is not reliant on any individual MNO or Content Provider;

r Bango’s business model is scaleable;

r Bango’s ability to deliver the Bango Service at a low cost; and

r a business model that generates recurrent subscription revenue and a share of content revenues.
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Content Providers using the Bango Service and technology include: The Sun (newspaper); Maxim (magazine);

and Channel 4. Bango’s MNO customers include Vodafone, O2 and Telefonica.

Bango’s business is international. In the month of April 2005 management information showed the following:

r over 140,000 distinct end users from 85 countries purchased content through the Bango Service; and

r Bango enabled more than 4.8 million accesses to content from over 200 Content Providers through 120

MNOs.

The majority of Bango’s customers purchase the Bango Service through the Company’s website

(www.bango.com). Bango also employs a direct sales force and operates reseller and partner programmes.

The Bango Group has a staff of approximately 28 people, half of whom are product development and technical

support staff, who along with Bango’s marketing, finance and management teams are based in Cambridge

(England). Sales and business development personnel also operate from Cambridge and Düsseldorf.

2. History and Background

In 1999, Ray Anderson and Anil Malhotra formed Bango with the intention of capitalising on the anticipated

growth in the market for the provision of content and services across the mobile internet.

Over the last five years Bango has focused on research and development in order to create a robust, scalable

technology platform that can deliver a simple interface for access, identification and payment with the intention

of addressing the global marketplace. The Directors believe that considerable expertise and effort has been

expended in developing a highly versatile, scalable architecture which is able to cope with the expansion of

current activity levels of approximately 250,000 transactions per day towards hundreds of millions of transactions

per day as the market develops.

Since the Bango Service generates revenue for Content Providers, Bango has invested in creating a highly

reliable service. The Bango Service is triplicated to ensure reliability, availability and redundancy across multiple

servers and multiple locations.

3. The Market

3.1 Market Evolution

The market for the Bango Service is large, growing and global. According to Ovum, the market for mobile

content in 2004 was worth over US $3 billion in Western Europe alone. Further to this, Juniper Research has

predicted that worldwide mobile entertainment revenues will exceed US $59 billion by 2009.

The Directors believe that over the next two to five years Content Providers will switch from message (SMS)

based interaction with end users to a more interactive, web-like, browse-and-buy experience.

To date, the majority of growth in mobile data traffic and associated MNO revenues has originated from SMS

messaging. The primary delivery and billing channel has been premium rate text messaging or via fixed line

telephony, which have enabled the delivery of a piece of mobile content in a message or series of messages,

generating revenue for the content sender.

More recently, MNOs have started to develop and deploy their own mobile internet portals, in doing so

promoting exclusive content and services on mobile phones to existing users of their mobile networks. This

closed portal approach gives MNOs control over the user’s experience and MNOs have therefore been

comfortable branding such portals and enabling their billing systems to be used for payment.

Newer mobile phones allow users access to colour pictures and allow them to play polyphonic ringtones, games,

videos and music. The Directors expect such increased functionality to simultaneously increase demand for

downloadable content and associated data traffic. MNOs want to encourage the downloading of content to

generate revenues from this flow of data traffic. MNOs’ success in promoting content through their proprietary

portals has led to imitation by Content Providers who have attempted to replicate the MNOs success by

marketing their content directly to users.

Although MNOs are clearly incentivised to encourage data traffic, not all content is suitable for direct promotion

by MNOs (e.g. adult content such as chat, dating, gambling and pornography). Content Providers are encouraged

to promote such content off-portal.
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Bango addresses the off-portal market as illustrated below:

Figure 1: The off-portal market

The Company’s experience suggests that MNOs are increasingly permitting Bango to integrate with their billing

systems and other services which enables acceleration of the off-portal business (for example Vodafone has

opened up its proprietary Vodafone m-pay billing system). This trend provides additional payment routes to be

integrated into the Bango Service and may encourage the purchase of mobile content from users who may have

traditionally eschewed the premium SMS or credit card payment methods.

The diversity of the technology employed by MNOs in support of the mobile internet has made it costly for

Content Providers to engage directly with end users across multiple networks. In response to this issue, Bango has

developed its ‘‘off-portal’’ platform, enabling Content Providers to engage directly with customers across all

networks, mobile phone types and delivery and billing methods.

3.2 Growth Drivers

Demand for the Company’s services depends upon a number of growth drivers, including the number of mobile

subscribers with internet connectivity, the growth in demand for mobile content and the growth in off-portal

activities by MNOs. Further factors relating to these key drivers of growth are set out below.

r Growth in number of mobile subscribers – according to IDC, the number of global mobile subscribers

grew from approximately 749 million in 2000 to over 1.5 billion in 2004. This figure is predicted to grow

to 2.0 billion subscribers by the middle of 2006.

r Investment in next generation networks – high-speed, next-generation (3G or UMTS) digital networks are

currently being deployed internationally to enhance mobile voice and data transmission. These features

improve the user experience by reducing the time for a consumer to find, reach and download content.

MNOs are encouraging customers to upgrade to internet enabled mobile phones and to connect to content

and other related services.

r Internet connectivity on mobile phones – a large and growing proportion of mobile subscribers can now

connect to the internet to access content and services. According to the Mobile Data Association, more

than half of mobile subscribers in the UK should have GPRS internet connectivity by the end of 2005.

Internet connectivity is a standard feature of most new mobile phones.

r Increased promotion of mobile content – the provision of internet capable networks and penetration of

next-generation mobile phones enables the availability and promotion of content-rich mobile

entertainment and other applications that make use of these advanced capabilities.
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r The move to off-portal content – Content Providers are seeking to reach a greater number of consumers

across multiple mobile networks via the off-portal model in order to drive data traffic revenues, while end

users are willing to pay for a greater choice of content.

r Billing – an end user’s ability to pay for content through their mobile phone bill securely and in varying

amounts facilitates spending through the mobile internet.

3.3 Geographic Markets

The global market for mobile internet content is geographically diverse in terms of the degree of development of

different territories.

Bango’s focus has been on the territories i.e. the UK, Germany, Spain and France, where MNOs are most

supportive of the off-portal model and are opening up their billing systems to selected third parties.

The MNOs in the UK, including Vodafone, Orange and O2 have been early supporters of the off-portal model and

the UK has been the main focus of Bango’s development to this point, principally due to the market’s relative

maturity, size and lack of a single, dominant MNO. Other European countries are following the UK model with

Spain and Germany showing promise as attractive markets for Bango’s products and services while a number of

Scandinavian countries have established mobile internet technology but lower relative populations hence making

them less attractive markets for Bango.

Certain leading European MNOs have chosen to partner with Bango in connection with their move towards

supporting off-portal Content Providers. These partners include Telefonica (over 18 million users in Spain) and

Vodafone Germany (over 23 million subscribers). Bango, through a relationship with Ericsson, also has access to

the billing systems of Telia, Vodafone and Tele2 in Sweden (over 6 million subscribers in total), providing an

additional route for Bango to bill customers in these countries for content.

The Directors believe that less mature markets, such as the US, are likely to follow a similar progression to the

European model, with mobile internet content becoming a significant proportion of mobile data traffic.

4. The Bango Service

4.1 Functionality

The Bango Service is a ‘‘plug-in’’ web delivered service which Content Providers are able to integrate into their

mobile internet sites, enabling them to engage with their customers directly off-portal. Bango has focussed its

development on three key areas with the intention of eliminating the complexity that has restricted the ability of

Content Providers to exploit the mobile internet. These three areas of development were as follows:

Access

Early in its history, Bango understood that while mobile services would need to be marketed using print media,

television, radio and other channels, the traditional fixed internet method of entering a unique URL for website

access, with all the requisite dots and slashes, would not suit a mobile phone. Bango’s solution was to enable

Content Providers anywhere in the world to register with a central database providing access to a range of simple

website connection methods at low cost. These include:

r Bango number – a simple number that can be entered on any mobile device to obtain immediate, pinpoint

access to the relevant content;

r Keywords – these can be sent by text message to phone numbers that have already been activated by

Bango in most countries worldwide – resulting in an automatic push to the appropriate internet site; and

r Bar codes and 2d codes – these can be read automatically by camera equipped phones.

Once registered with Bango, content providers are immediately able to interact with end users without having to

interact with MNOs or local suppliers.

Identification

Identifying the country, MNO, and individual visiting a particular mobile site enables a Content Provider to

comply with local laws and provide a better user experience. Handling such identification, given the complexity

of dealing with any one of several hundred MNOs is difficult and potentially expensive. Identification of a mobile

phone user with a user entered identification passwords is difficult and time consuming to enter on a phone
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keypad. The Bango Service is able to identify users and pass a globally unique identity and other information

back to Content Providers through a simple interface. Bango can also assist in age verifying users where

appropriate without the Content Provider needing a different interface for each MNO.

Payment

When a user decides to purchase content or a service from a mobile internet site, the Content Provider’s desire is

to offer the simplest, most likely to succeed method of payment. Content Providers will also wish to request

payment in a language and currency that will work best for that specific user. Bango has relationships with many

different billing providers including MNOs, SMS aggregators, premium rate phone line providers and credit card

processors. Based on the user’s past history (if any) and on the user’s country and MNO, Bango is able to

automatically activate the payment option that is likely to yield the most revenue for the Content Provider. Bango

can also screen for fraudulent transactions and provide guidance or help to end users if required, increasing

profitability for the Content Provider. Content Providers can not only save time and money by using Bango to

intermediate with billers but can generate significantly more revenue through Bango’s global reach.

Figure 2: The Bango Service

4.2 Service levels

Content Providers gain access to the Bango Service by signing up to one or more standardised service packages.

There are a range of packages, each providing a specific range of services and facilities that the Content Provider

is able to access. Fees are paid monthly in advance. Currently available packages comprise:

r Bango Pro – the premium package for larger mobile content businesses, comprising features to support

global flexibility in targeting specific local markets and with a broad range of promotional options;

r Bango Focus – expands on the functionality of Bango Express to enable higher levels customer of

personalisation and identification;

r Bango Express – a package designed to be sufficient for smaller or pilot projects; and

r Bango Micro – a package targeted at individuals or for simple applications with only one or two items of

content to promote or sell.

As the mobile internet market develops, Bango expects to expand its product range to include additional added

value products for which it will be able to charge a higher fee. Bango will continue to evaluate further product

opportunities as part of its ongoing research and development.
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4.3 Benefits of the Bango Service

Content Providers

The Directors believe the Bango Service is attractive to Content Providers because it provides the benefits

summarised below:

r Fast access to a growing market – using the Bango Service, Content Providers can now market and sell

their services to internet connected mobile subscribers internationally.

r Ease of use – using a simple Application Programming Interface (‘‘API’’), which is part of Bango’s

platform, Content Providers can easily make their content available directly over the mobile internet with

little or no specialist technical expertise. More advanced functionality can then be integrated as required

to optimise the user experience.

r Avoids the need to deal with MNOs – small to mid-sized Content Providers generally have neither the

resources nor the negotiating strength to deal directly with multiple MNOs. Bango already has in place

systems and relationships which avoid the need for Content Providers to interact directly with the MNOs.

r Control over product and marketing – the Bango Service enables the Content Provider to retain a high

level of control over the product proposition and its marketing – enabling a Content Provider to offer

consumers a common product across all MNOs.

r Multiple payment methods – the Bango Service automatically provides Content Providers with multiple

billing and payment systems that can be used by most mobile internet users on most mobile networks.

r Real time data – the Bango Service can provide Content Providers with real time information on end user

preferences and behaviour as well as segmented analyses of revenue generation, enabling Content

Providers to better focus their content offering and target relevant customers.

Significant Content Providers are now adopting the Bango Service and Bango technology in order to engage

directly via the mobile channel with their existing and prospective customers, regardless of which MNO’s

network the customer uses. These Content Providers include The Sun, Maxim, Channel 4 Television and The

National Portrait Gallery.

The Bango Platform has proved to be a compelling alternative to in-house development for Content Providers

wanting to engage with consumers through the mobile internet. The Bango Service significantly reduces the cost

of direct consumer engagement, shortens time to market, and provides tools to expand marketing reach.

MNOs

The Directors believe that the Bango Service is attractive to MNOs because it provides the benefits summarised

below.

r Increased data revenues – MNOs need to increase ARPU to capitalise on investments already made in

next generation networks and to offset competitive pressure on margins from commoditising voice

services. Accordingly MNOs need to encourage third parties to develop and market services, applications

and content that mobile subscribers are prepared to pay for.

r Greater breadth and depth of off-portal content – a wide range of content is available via the Bango

Service to mobile subscribers than is available purely through the MNO’s own proprietary portals. This

offers subscribers a much wider choice of content, not only driving increased ARPU through higher

usage, but also preventing churn. MNOs work alongside Bango to help implement their off-portal

strategies, because the process of working with each individual Content Provider would be uneconomical,

time-consuming, would come with additional risks in terms of content supervision and would not give

them the breadth of content that an intermediary, such as Bango, can provide.

r Brand protection – the Bango Service allows MNOs to prevent their brands being directly involved with

content of unknown quality, or being visibly associated with certain content and service types (such as

gambling and gaming, sexually explicit material, religious or political services) while ensuring their users

have the widest choice of content and services available. An off-portal strategy using the Bango Service

distances the MNO’s brand from content it does not necessarily endorse, but to which its users seek to

access.
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r Reduced cost of dealing with Content Providers and the ability to recruit Content Providers

worldwide – the Bango Service enables MNOs to engage, on an outsourced and therefore more cost

effective basis, with many individual Content Providers, which is highly desirable given the broad

demographic reach of the mobile internet and the multiple nature of content ownership.

The Directors also believe that many MNOs are motivated to work more closely with Bango to gain significant

additional benefits including:

r obtaining information on what content types are successful and a pool of Content Providers from which to

select successful content types for their own purposes;

r one point of contact for billing integration and settlement that works with Content Providers worldwide;

r a share of Content Provider revenue where the MNO’s own billing systems are used to collect payment;

and

r the ability to re-sell the Bango Services through the MNO’s own sales-force to accelerate the development

of new mobile content business.

Bango has business relationships with MNOs including Vodafone, O2, Telefonica and Orange and with other key

industry players such as Openwave, which is a leading provider of software products and services for the

communications industry.

Mobile phone users

Bango provides a home page for mobile users. On this page there are a number of key functions designed to assist

mobile phone users visit the mobile internet sites of Content Providers connected to the Bango Platform. These

include:

r a history of sites that the user has visited and their previous spending;

r a way to save a list of favourite sites;

r a way to return quickly to the last visited site;

r the ability to pre-pay for content;

r easy reporting of problems encountered; and

r easy access by keyword to a directory of content connected to Bango.

The Directors believe the Bango Service is attractive to end users because it provides the following benefits:

r ease of access to a range of content;

r ease of payment and choice between a variety of payment methods;

r simple transparent billing that they feel in control of;

r access to user browsing history;

r ease of troubleshooting and problem reporting; and

r availability of content directory easing the users’ navigation of available content.

5. Business Model

Bango’s business model is straightforward with an emphasis on sustained and recurring revenues. Bango earns

recurring revenues from Content Providers and a share of content revenues. Bango’s variable costs are low due to

a highly scalable technology platform.

Content Provider customers pay Bango a service fee to use the Bango Service to reach and engage with their

consumers. Bango also receives a percentage of payments collected using billing providers that are integrated

with the Bango Service (which are separate and distinct to the Content Providers monthly service fees).

Historically, transaction revenues have been generated by the sale of ringtones, wallpaper, games and video clips.

Bango’s revenues for the financial year ended 31 March 2005 were £3.4 million (a 68 per cent. increase on the

previous financial year).
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6. Technology

6.1 Web-service

The Bango Service is delivered as a ‘‘web-service’’ to content providers from servers owned by Bango.

Content Providers create their own mobile internet site and host their own content using whatever tools they

choose. When they want to use the Bango Service, they generally follow a three step process:

Step 1: Sign Up

Sign up to the Bango Service by visiting Bango’s website www.bango.com (see screen shot below),

selecting a Bango Service level (Micro, Express, Focus or Pro), providing payment details – typically

credit card – for the monthly fee, and gaining access to the ‘‘Members Lounge’’ where they are given

access to the Bango Service. This takes around five minutes.

Figure 3: Signing up to the Bango Service

Step 2: Integration

The Content Provider enters information about their site into the Bango Content Register – part of the

Bango Service. Information includes:

r entry points for users;

r pricing for types of content; and

r the URL’s for specific pieces of content for various browser types (iMode, XHTML, or WAP).

The Content Provider chooses access short codes, Bango Numbers, and other relevant options they

require.

Content Providers integrate their site with the Bango Service by adding ‘‘calls’’ to the Bango Service from

their own site – through simple HTTP requests and URL references – whenever they want to identify

users, collect payment or use other Bango services. This stage can take around ten minutes for a small

Content Provider site, or potentially several hours for a more complex site.

Step 3: Promotion

Using the tools provided by Bango, or using their own methods, the Content Provider starts promoting

access to their site. For example, they might place advertising, buy positions in search engines, put links

to their mobile site in the various WAP portals and directories or on their own website, or they might use a

viral marketing campaign.

The promotion should result in users visiting their site, navigating round it, and choosing to purchase

content. During these visits to their site, the integration with Bango means that from time to time, the

user’s browser (usually a WAP phone) is redirected through hidden or visible web pages on the Bango

server. It is by passing the user through these pages, the functionality of which is driven by the data in the

Content Register, that the Content Provider transfers control of the user over to the Bango Service to
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perform the functions required. Promotion can start as soon as the site is integrated, and users may start to

arrive within minutes if the right forms of promotion are used.

After a Content Provider has been integrated into the Bango Service, Bango also provides ongoing monitoring,

support and evolution services as described below.

The Bango Service provides the Content Provider with regular reports of end user spending at their site. They can

return to the Bango Member’s Lounge on Bango’s website www.bango.com from time to time to review the

traffic coming through their site, and track end user spending in detail (see figure below). Tracking is in ‘‘real-

time’’ with no more than a few seconds delay from transactions happening to them being visible with the tracking

tools.

Typically Content Providers can adjust pricing parameters, and purchase additional services to improve the user

experience of their site and boost their revenues.

Figure 4: End user spend tracking

Every month, the Bango Service generates an invoice for services provided to the Content Provider, and collects

the payment by credit card or other means. A purchase order is also generated to the Content Provider for around

60 per cent. of the ‘‘face value’’ of the content that has been sold to users through the Bango Service. After a

period of approximately two months, Bango sends the money due to the Content Provider.

Bango’s system architecture provides a simple and easy to use interface to Content Provider mobile sites that

works for extremely simple sites. Behind that interface, Bango hides the complexity of dealing with the wide

range of mobile operator systems, user access options, native languages, currencies and billing methods.

The involvement of Bango can be demonstrated by a simple example:

A Content Provider in the USA creates a mobile site to offer basketball information and videos to

customers world-wide. They sign up to the Bango Pro service and integrate their site with Bango. They

then promote it on a basketball web site. They can use the Bango Web Trigger, available to Bango Pro

customers to enable users to simply enter their phone number at the web site, and have a message

‘‘pushing them’’ to the site sent to them automatically by Bango;

A user visiting the site can be identified by the Content Provider using the Bango Identifier function to see

if they have previously chosen a favourite team or are eligible for frequent user status. At some point the

user might choose to buy a video. The Content Provider simply passes the user to Bango with a simple

request ‘‘get $2’’ from that user. Bango returns the user to the Content Provider’s site with a success or fail

response, and the Content Provider can then deliver the video or not; and

The Content Provider sees a very simple interface, Bango’s software masks a great deal of complexity.

Bango determines that the user is a Vodafone Germany customer and the handset is operating in German.

Bango therefore determines that the best way to collect payment is using Vodafone’s m-pay service, and

that the user deals in Euro. Bango therefore generates a screen – in German – asking the user to confirm a
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