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Panel 1 Mobile Connectivity, m-commerce and the digital Single Market
1. Scott Marcus - Mobile Connectivity "State of the art mobile internet connectivity"

The study focused on the evolution in the mobile world and data offload service. Last 
year it was still a new topic and today it is evolving at an amazing speed. The study 
looked at the evolution of the changes and looks at what obstacles could get in the 
way of m-commerce. Mobile data offers an alternative to ubiquitious techniques and 
offers access anywhere and anytime. CISCO DNI are good source of systems and 
projections in the mobile ecosystem. What at times we define as mobile is rather a 
nomadic application which often takes place from home (smartphones, tablets, etc). 
Mobile traffic has been growing rapidly but roaming and caps have put certain 
limitations on use. 
Traffic offload largely due to Wi-Fi in the home is far greater than many had 
predicted as recently as last year. Application usage is also different when the traffic 
is off-loaded than when it travels over the cellular network. Data hungry applications 
are used more often with Wi-Fi. 

Price performance enhancements imply lower costs for mobile data and mobile 
offloads. These offer a substantial degree of flexibility. Much higher bandwidths are 
feasible. When Europeans travel in other European countries, certain applications are 
particularly useful - services applications (such as train reservations, location of 
restaurants, etc).
The 2012 roaming regulation provides a major reduction in both wholesale and retail 
roaming prices as this reduced and will reduce further the costs of roaming, making 
roaming tariffs more attractive when travelling.
Switzerland, is an interesting case study. They are not party to the roaming 
application but have voluntarily participated in the BEREC data application. When it 
comes to voice calls (VOIP), wholesale prices are higher and retail prices are far 
higher than what EU nationals pay. This shows what could have happened in the EU 
in the absence of regulation.
There have been 2 structural solutions put forward by BEREC. It however does not 
put pressure on roaming charges, so it will not provide big changes. Local Break Out 
(LBO) could bring important changes but what about multi-country solutions?
When a European is travelling, his/her need for data is likely to be more not less than 
when at home. These are still expensive and there will be socio-economic 
implications should applications stop at national borders.

2. Tilmann Kopfer - BT Global Services

British telecom serves mainly the British market but has business links also 
worldwide. They offer mobile solutions to business customers who are non-UK 
residents. Zara and similar retail outlets use ICT to assess how many of certain 
specific products they have sold and can evaluate in which products to invest more or 
not. The global market for electronic applications is estimated to be 327 billion by 
2012. 60 million jobs are generated. There are different layers of Networked IT 



services. The customers cover a wide range of sectors. The physical infrastructure
benefits from a substantial amount of R&D money from the EU.
The regulatory situation in EU is fragmented regarding internet access, so this means 
it is was always possible to provide the desired seamless connectivity across Europe 
Access costs is 50% of the whole costs of the product. Should there be a pan-
European harmonisation, the overall gain would amount to 90 billion Euros and 
Europe would gain from more efficiency. 

Panel 2 Building Trust and confidence 

Ms Maria-Myrto Kanellopoulou, DG SANCO

The speaker wanted to focus of comparison tools as these help make consumers more 
confident and boost the demand side. One of the objectives of DG SANCO is to boost 
enforcement capacity of authorities dealing with e-commerce. The ADR and ODR 
measures will also help boost consumer confidence and enforcement of one's rights. 
Comparison websites have become extremely important tools, though they lack at 
times cross-border website information.
They have set up a multi-stakeholder dialogue and there was a summit in 2012 with 
consumer organisations, national authorities and EU-wide business associations. Also 
representatives from retail and travel sector were present. The results were presented 
in the Consumer Summit on 18 March 2013. The issue of cross border comparisons is 
important to enable full access to consumers of the Digital Single Market.
Accreditation schemes and best practices were also assessed and they were grouped in 
a set of policy recommendations which set out Core Principles. Comparison tools 
must be impartial and must show the way they chose/ranked/criteria for ranking.
Customer reviewers and the problem of fraudulent reviews were looked at. Contact 
details need to be provided for consumer enquiries. The same set of information needs 
to be displayed to ensure comparability. The full price inclusive of all taxes should be 
provided as well as ADR/ODR mechanisms possible in case of dispute need also to be 
provided. 
To be completed from Birgit's notes.

Mrs Marzena Kisielowska-Lipma, - Consumer Focus, UK

Consumer Focus has a special interest in price comparison websites and has a special 
accreditation scheme with a particular focus on energy. They promote accuracy, 
transparency, consumer attitudes including key switching. In the UK, price 
comparison tools have mushroomed over the last years. Information is obtained in 
different ways from suppliers, internet, etc. There is also a growing market of 
collective switching websites and bill monitoring analysing eg mobile phone bills.
85% of consumers are aware of price comparison tools and 52% consumers have used 
price comparison websites to search for best deals. There is also a growing interest in
alternative comparison models and services. It is not surprising that consumers like 
price comparison tools as this is both time and money saving. Consumers who have 
used these tools find this a good tool but are also at times confused as how the 
comparison is actually made though many assume that price comparison websites are 
reliable. Impartiality, reliability and effectiveness of remedies, data protection, 



accessibility and usability are amongst some of the concerns felt by Consumer Focus.
Consumer Focus investigation caused some concerns about quality in transparency of 
criteria or the costs shown on web-sites. In package holidays there were options for 
opt-outs and pre-checked boxes for insurances, which consumers may have already
had. Levels in transparency, frequency of price updating a, liability, privacy and basis 
for customer complaint policy varied significantly. Price dynamic and profiling were 
used by price comparison sites to adjust to personal circumstances especially in the 
travel sector and this was particularly worrying.  Consumers also expressed a desire 
for such websites to be more user friendly and accessibility for those who are not so 
experienced with going online.

Consumer focus feels that there needs EU guidelines to ensure transparency of these 
tools EU-wide. These guidelines should be accompanied by accreditation schemes of 
trust-marks and market surveillance. Privacy concerns need to be strengthened and 
more work needs to take place towards accessibility.

James Roper, EMOTA

Trustmarks and whatever is needed to reassure shoppers, both domestically as well as 
cross-border needs to be joined up. Also retailers need also to be able to show their 
accreditation. SMEs and Start-ups need to operate in a framework which makes sense 
to them. 

A single trust scheme is required and government participation is required. If we 
remain as we are we would lose the opportunity to create 20 million jobs. The losers 
are consumers and SMEs. The winners would be competitors such as US traders such 
as Amazon. Policy-makers need to understand better consumer behaviour - e.g. in the 
UK most consumers start with Amazon rather than with Google. 

The EU online Trustmarks study identifies 75 Trustmarks, which is just out. Having 
many Trustmarks is as good as having no Trustmark. We need a single, unified 
Trustmark for accreditation. Governments need to be more involved to avoid multiple 
trust schemes as these are confusing for consumers. We need therefore a standard -
suppliers need to agree on a core set of principles which are easy to understand in a 
simple way. Strong brand names remain important and this makes it difficult for 
SMEs to compete. If we want a Trustmark to work we need same visibility and clout 
as much as strong brand names and this calls for investment. Amazon provides to 
consumers guarantees way above what is normally foreseen in the Consumer Rights 
directive and this is hard to beat. The question is what could be the catalyst to enable 
progress here. SMEs are joining Amazon to gain visibility as otherwise they feel they 
do not have support, trust and visibility.

The way forward could be industry and government working together to empower the 
market place.



Panel 3 Boosting e-skills and closing the digital skills gap

Mr Martin Ulbrich, DG Connect

Grand Coalition for Digital Jobs is a follow-up to last year's employment package. It 
addresses ITC specialists and not the ICT sector as some specialists work in other 
sectors other than ICT. The idea is to reach 900,000 jobs by 2015. This seems very 
optimistic considering the recession but ICT jobs are fairly recession resistant. This
depends on how one defines ICT jobs. There is a regular enrolment of people 
studying computer science. There is not enough understanding on the potential of 
ICT. At times the ICT skills acquired are not the right type of skills - either too 
academic or too sector specific... People may be ready to move and companies maybe 
ready to accept foreigners, but at times, they may not understand well the 
qualifications of the person applying for the post.  Certification is therefore a problem 
at times and we need to make degrees internationally understandable. The way the 
Grand Coalition works is by getting people involved to make 'Pledges'. The idea is to 
get participants to join their forces and subscribe into a single/common Pledge.

Exchange of Views
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