
Introducing the telecoms broker
Most of us are still not really used to choice in telecommunications.

O
btaining telephone services 
from the old statutory mo 
nopoly was a bit like travel
ling in Eastern Europe under the wing 

of Intourist. We all com plained about 
delay, inefficiency and a lack of 
choice, but at least there w as no 
chance of getting lost.

Now the variety of options, espe
cially in mobile and international com
munications is bewildering, and is 
likely to becom e more so.

This is the information gap which 
Ausasean Telecommunications So
lutions hopes to profit from. ATS is a 
telecom m unications broker w hich 
was launched in September. Just like 
brokers in insurance or finance, it 
will use its detailed industry know l
edge and technical expertise to find 
the best deal for its clients. The bro
ker takes a commission from the serv
ice provider; the client gets a cheaper 
and better service.

ATS director Darren Kerry said 
that an important part of his firm’s 
approach was to explain the options 
in simple terms, and ‘cut out the con
fusing jargon’.

He said that ATS provides its serv
ice at no cost to the client. The broker 
gets a commission from the service 
supplier, but he stressed that this did 
not ‘add a middle m an’ and increase 
the end price. ‘The telecom m unica
tions service providers all build in to 
their pricing structures the cost of 
getting the service to the customer. 
The commission w e get is no  differ
ent to what they pay their ow n sales 
force -  indeed it will often be less.’ 

If a client wants to use the broker
age service, it signs a contract allow
ing ATS to analyse the client’s phone 
bill, and present a series of options. 
‘What we do is analyse the client’s 
phone bill, then lay out the choices 
which the client can make.

‘We don ’t just rank according to

price. If the quality of the line is 
important, as it is for a hotel which 
has a lot of international guests, for 
example, then w e will spell that out 
in a report. We might say that carrier 
A w ould provide a cheaper service, 
carrier B costs a bit m ore but will give 
you the crystal clear lines you need.

‘The final decision is entirely the

client’s. It is important for us to be 
strictly independent. We just provide 
the information which allows the cli
ent to m ake a better decision.’

The only important obligation on 
the client is to allow ATS the right to 
try to match any other offer, which 
the client receives.

Mr Kerry said that the early re
sponse had been beyond his expec
tations.

‘There has been  a m arked en thu
siasm from clients, and we have had 
in te re s t  from  som e v e ry  la rg e  
corporates which w e w ere not ex
pecting at this stage.’

And the telecom m unications car
riers? ‘There was some reluctance ini
tially. But they are coming around.’ 

Mr Kerry claimed that his service 
could reduce phone costs of com pa
nies by as m uch as 50 per cent. He

gave as an example, a client which 
had 58 mobile phones, of w hich 12 
had very high rates of use, the bulk 
m oderate use, and 2 were scarcely 
used  at all. By splitting the three 
groups betw een services with differ
ent pricing schedules, the com pany’s 
bill was cut by some 40 per cent.

A major hotel which had substan
tial international traffic could achieve 
significant savings by bill splitting, 
too. If it m ade a lot of calls to the 
United States and Britain, one carrier 
might be best for those markets. But 
for the low volum e of calls to other 
countries, the hotel might be better 
off with a different carrier, he said.

ATS also offers a consultancy serv
ice. Mr Kerry said this often involved 
explaining to businesses telecom m u
nications options of which they had 
previously been  unaware.

‘For example, probably 70 per cent 
of the people w ho use mobile tel
ephones don’t fully understand then- 
potential. I’m not just talking about 
things like voice mail and message 
banks, but also sending text messages 
to mobiles. A company with a large 
sales force in the field can often use a 
PC to send text messages, which is 
vastly cheaper than making a voice call. ’

Mr Kerry said that a brokerage 
such as ATS w ould only prosper if it 
m aintained its independence and 
delivered a service of real value.

‘We are about building relation
ships. O ur job is to help give people 
a better understanding of the new  
technology and how  to take advan
tage of it.

‘The contracts the service provid
ers offer are full of jargon, and it is 
very hard for the customer to under
stand w hat it all means. We can let 
them  know  w hat it means in dollars 
and cents. We can cut out all the 
jargon, all the crap,’ he said.
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