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Lasagne, spaghetti, hot dogs
and pizza – CTOs’ appetite
for allegory continues

It’s understandable that technologists try to communicate about complex
technologies by using simpler examples to illustrate the complexity involved,
but does it always have to be lunchtime, complains George Malim

few years ago a CSP CTO effectively
explained the jumbled architecture of
OSS/BSS by describing it as bowl of
spaghetti Bolognese. What the industry
needed to get to, he said, was a lasagne.
Similar ingredients but more structured,

with layers of lasagne sheets making the sauce more
manageable.

Now, with network functions virtualisation and software
defined networking placing far greater pressure on
software than hardware, the lunch truck is again
parked outside. It is becoming widely understood that
OSS/BSS is going to be one of the greatest
bottlenecks limiting the deployment of SDN and NFV.
Yes, CSPs still have large volumes of function-specific
hardware in deployment. Those will continue to
operate for many years and CSPs will continue to
deploy more but, thanks to the capabilities of software,
a mode of dual operation – traditional and virtual – will
be established in which some traffic is handled in the
traditional way and some is handled by virtualised and
software-defined equipment.

The latest food-related explanation is that traditional
network equipment and the software that runs it is akin
to a hot dog. The hot dog bun is a specific piece of
bread – or hardware – that has been engineered to
integrate with the sausage. In fact, a hot dog bun really
only has one application – encasing the sausage. You
wouldn’t use it to accommodate a hamburger, for
example, or smear a daub of caviar onto it. It’s fluffy
emptiness is ideal for a Frankfurter but for little else.

Handily, for the explanation, a hot dog represents a
highly verticalised stack, reminiscent of the siloed

architecture of CSPs and their services but that
doesn’t add much to the next stage of this example –
pizza. A virtualised, software-defined architecture
apparently relies on a pizza base of commodity
hardware upon which layers of software-based
functionality can be layered.

That cheap, easy to roll, dough is, in effect, a
commodity server that is made into a meal by adding
whatever toppings – or software – are needed to
create the required service.

Four seasons in one day
This might seem like we’re getting back to the
spaghetti incident of jumbled old OSS/BSS but the
difference here is the ability of the pizza base to
support multiple toppings or services. CSPs can go
from quattro stagioni to mexican hot, to full english
breakfast (yes, that is a pizza topping in the UK) and
back again or through myriad other iterations – all on
the same hardware base.

Each slice of prosciutto, olive, caper or anchovy is a
software-enabled function that can be layered on or
removed depending on the required goal or taste of the
CSP. The standard base enables great flexibility and
provides enormous choice.

This goes way beyond the hot dog architecture which
only offers a very limited range of options: ketchup,
mustard or onions.

We will live in a world of service variety when NFV and
SDN are deployed more widely – but let’s not confine
ourselves to pizza toppings when we try and explore
and explain the potential.

A
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I N D U S T R Y  N E W S

MetraTech, which provides metadata-
based billing, commerce and settlement
solutions that are applicable to multiple
business models and industries, is to be
sold to Ericsson. 

The acquisition includes all 140 employees
and contractors and is set to build on
Ericsson’s expertise in billing and expands
its geographic presence in the US. The
acquisition will feed into Ericsson's
aspirations outside telecoms by enabling it
to offer services in other industries, such as
transport in which MetraTech has several
customers.

Hans Vestberg, the chief executive of
Ericsson, has been putting forward his
concept of the Networked Society for
several years and the company has
engaged in various M2M and IoT projects
includling smart cities and automotive
applications.

The acquisition addresses unique
requirements in support of the new revenue
models and global commerce that are
being driven by IoT and XaaS business
models. Ericsson will gain capabilities to
support customers, partners and suppliers

in multiple industries and accelerate the
creation and delivery of new value-added
services. Customers can create fluid,
personalised, multi-party agreements to
meet specific business needs. This is
especially valuable for industries
undergoing technology or business model
transformation.

Per Borgklint, senior vice president and the
head of Business Unit Support Solutions at
Ericsson, said: “For a range of industries,
thriving in the networked society means
having the ability to quickly support new
revenue models and shift strategies as fast
as customer and partner needs evolve.
MetraTech’s metadata-based billing
solutions strengthen our extensive OSS
and BSS portfolio and billing capabilities
across a range of sectors, helping us
extend our leadership as we support a
world with increasingly more connections.”

Scott Swartz, the founder and CEO of
MetraTech, added: "From its founding,
MetraTech has taken an industry-agnostic,
metadata-driven platform to enable
innovative monetisation of products and
services across a diverse customer base.
Ericsson’s comprehensive portfolio and

services, reach and
networked society vision
perfectly complements our
vision of enabling
customers across
industries to transform
their business. We are
eager to accelerate
MetraTech’s breakthrough
work as part of Ericsson to drive further
uptake of our innovative monetisation
solutions.”

MetraTech was founded in 1998 and is
headquartered in Boston in the US. The
company accelerates commerce by
providing an unlimited ability for customers
to innovate how financial relationships are
created, structured and managed. It
supports a broad customer base of leading
companies from a range of industries in
150 countries, 36 languages and 28
currencies. The company has 140
employees and contractors. 

The acquisition is expected to close before
the end of the third quarter 2014, subject
to customary closing conditions.Terms
have not been disclosed.
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Ericsson buys MetraTech to bill for everything as a service 

Empirix has acquired real-time analytics
solution company Verios Software & Systems
to create the first service operation center
management (SOC) solution that will
analyse and troubleshoot wireless network
customer experience from their end-user
devices to the core network in real time. 

Integrating Verios’ and Empirix’s analytical,
troubleshooting, monitoring and
management capabilities will give wireless
providers unprecedented capabilities for
managing their networks from their
customers’ perspectives. The integration
will provide a complete end-to-end vision
from access to core network. This will
enable mobile service providers to identify
and focus on their most profitable
customer segments, most notably roaming
customers who are likely to have service
issues on the radio access segments of
wireless networks.

“The radio access network is a vital,

expensive and often unpredictable link in
the mobile network. Verios provides insight
that enables network operators to enhance
service levels and predictability of service
for their customers,” said Empirix CEO John
D’Anna. “Verios’ solution provides complete
visibility into radio access network operations,
down to the individual user. Integrating that
functionality into our IntelliSight platform will
enable wireless providers to know exactly
what their customers are experiencing,
when and where. At the strategic level, that
intelligence will help providers target their
investments at the areas most likely to yield
more revenue.”

As the number and type of mobile devices
increases, a true, real-time view of
transaction activity in the radio access
network is becoming crucial to providing a
first-rate customer experience. The
approach Verios has taken to this challenge
– real time, scalable analytics with easy drill
down – make it a natural fit with IntelliSight.

An innovative approach to network and
service management, IntelliSight is a big
data, analytics platform that provides a
multi-dimensional vision of which
applications, services and devices users
prefer; what usage trends are emerging;
and how to optimise ROI on infrastructure
investments.

Based in Dublin, Ireland and founded in
2009 by Gerard Carroll, Mike Manchip and
David O’Loghlin, Verios takes a big data
analytic approach to managing the
increasingly complex radio access network
environment, where an ever increasing
array of mobile devices connect to the core
network elements that provide services.
Like IntelliSight, Verios’ Vision Platform is
specifically designed to provide customer-
level detail in high-volume distributed
networks. Conventional radio access
network management solutions can only
sample customer segments, and most
cannot provide intelligence in real-time.

Empirix acquires Verios to analyse,
troubleshoot and measure RAN profitability 

Per Borgklint:
Thriving in the
networked society
means having the
ability to quickly
support new
revenue models



Synchronoss Technologies
is to acquire Voxmobili, a
wholly owned subsidiary
of OnMobile Global.
Voxmobili provides
address book personal
cloud solutions to many of
the world’s leading mobile
operators. 

Voxmobili’s customers include AT&T, Airtel,
EE, France Telecom, Orange, T-Mobile and
Vodafone. In consideration for the acquisition,

Synchronoss paid approximately $26
million in cash to OnMobile Global.

The company says the deal will enable it to
bolster its position as a provider of personal
cloud solutions to the world’s largest mobile
operators. Upon completion of the acquisition
and integration of the technology, more
than 30 mobile operators worldwide will be
using Synchronoss platforms.

"The network address book has proven to
be one of the most valued data classes for

mobile subscribers, and is central to our
Synchronoss Personal Cloud offering,” said
Stephen Waldis, founder, chairman and
chief executive, Synchronoss. “As mobile
operators around the world accelerate their
personal cloud service rollouts – and
subscriber adoption continues to rise – we
believe Synchronoss is well positioned for
long term growth.”

Synchronoss expects the acquisition will be
neutral to slightly accretive, on a non-GAAP
basis, to its full year 2014 financial results.

Bango and Deutsche Telekom
announce app store operator
billing partnership 

Mobile payments Bango and Deutsche
Telekom announce a partnership to widen
access to Direct Operator Billing (DOB) for
app store purchases. The partnership
enables Deutsche Telekom to accelerate
DOB deployment, bringing frictionless ‘one
click’ payment for apps, music, games and
other digital content, to its subscribers
across Germany and other European markets.

The partnership establishes Bango as a
strategic partner, powering Deutsche
Telekom’s payments across the range of
popular app and content stores, including
BlackBerry World, Facebook and Mozilla’s
Firefox Marketplace. The partnership is
significant in its huge reach, and in opening-
up several of Deutsche Telekom’s European
markets through a single point of integration.

Bango CEO Ray Anderson also commented:
“Bango is proud to build on our long-
established partnership with Deutsche
Telekom. This agreement reaffirms Deutsche
Telekom’s commitment to providing the very
best, frictionless payment experience, for the
largest possible number of subscribers.” 

eGain adds contact centre
management with Exony deal 

eGain is to acquire Exony to extend its
platform with contact centre management,
reporting and analytics capabilities. 
Fortune 500 companies and global service
providers use Exony to consolidate contact
centre infrastructure seamlessly, manage
operations and improve customer
experience. Exony systems are used by over
80 clients with contact centre operations
across 34 countries.

"Enterprises want to implement omnichannel

capabilities as they consolidate contact
centres," said Ashu Roy, the chief executive
of eGain. "Together, we will help clients take
the effort out of omnichannel. The combination
gives us increased scale and creates new
opportunities to accelerate growth."

Rex Dorricott, the chief executive of Exony,
added: "We are pleased to join the eGain
team and see strong synergies in our
combined voice and digital platform.
Moreover, both eGain and Exony are
successful SolutionsPlus partners of Cisco.
Working as one, we will deliver even more
innovative solutions to the Cisco ecosystem."

eGain will acquire Exony for a purchase price
of approximately $16.1 million, consisting of
approximately $8 million payable in cash and
$8 million payable through the issuance of
approximately 1,209,000 shares of eGain
common stock. The purchase price is
subject to adjustment based on Exony's
working capital at the closing.

NEWS IN BRIEF

M A R K E T  N E W S

Market research firm Infonetics Research
has released data from its 2014 Telecom
and Datacom Network Equipment and
Software report that projects US$1 trillion
will be spent by service providers and
enterprises. 

"Despite the fact that enterprises and
service providers are in the middle of
massive network upheavals due to the

evolution of software-defined networking
(SDN) and network functions virtualisation
(NFV) technology, the telecom and
datacom networking equipment and
software market is on track to grow
annually through 2018 with the fastest
growth coming in 2015," notes Jeff Wilson,
principal analyst at Infonetics Research.

Michael Howard, co-founder of Infonetics

and co-author of the report, adds:
"Looking at just the service provider
equipment space – excluding services and
consumer electronics like handsets, we're
seeing a shakeup in vendor market share,
with Huawei leapfrogging longtime number-
one Ericsson to take the top spot in 2013.
While Huawei's been doing well in a number
of regions, China's economy is a key factor
keeping Huawei's growth so strong."

CSPs and enterprises to spend US$1 trillion telecoms tech 

Synchronoss Technologies buys into personal cloud
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use Synchronoss
platforms

September 2014



Anritsu launches all-in-one
transport tester
As CSPs continue to adopt multiple
communications protocols in their
converged telecom networks, all-in-one
optical network field testers are required to
support technicians that install and maintain
mobile-access, fixed-access, metro and
core transmission telecoms networks.
Anritsu has announced the launch of its
MT1000A Network Master Pro transport
tester to meet those needs and give the user
the capability to test the network with
ethernet and SDH/SONET client signals. 

The company says the product can be
configured to support dual-port testing at all
supported interfaces and rates. The two
ports can be used independently, effectively
providing the user with two instruments in
one physical device, making the field tester’s
work more productive. Two-port testing can
also be used for in-service bi-directional
monitoring of live traffic links, providing a
new ability to maintain and optimise existing
networks and test networks while they are in

operation. This enables operators to pinpoint
problems faster and so reduce the duration
of network downtime.

“An increasing amount of traffic is
transported over OTN lines; inside the OTN
system the traffic is transported as an
ethernet or SDH/SONET signal. In some
cases even fibre channel is used,” said
Jonathan Borrill, director of marketing at
Anritsu EMEA. “Therefore it is important for
field technicians installing and maintaining
transport networks to have a universal tool
like the MT1000A Network Master Pro to
test all the technologies supported within the
networks they manage.”

Empirix launches real voice
testing for conferencing
Empirix has introduced a conference bridge
monitoring application that ensures top voice
performance and bridge reliability by
duplicating customers’ experiences during
conference calls then using them as the key
measurement of quality. 

The Conference Bridge Monitoring Solution’s
new voice-based conference quality
management model is a significant
departure from conventional conference
bridge monitoring. Where standard tools
monitor network data feeds for packet loss
and jitter, the Empirix solution approaches
monitoring from the user’s perspective. It
tests exactly what the user is hearing during
conference calls by evaluating voice clips as
they play through conference bridges. 

“Ensuring trouble-free conferences requires
a level of visibility that conventional
monitoring solutions can’t provide,” said
Empirix chief executive John D’Anna. “Do
the access numbers work? Are conferences
bleeding together? Do callers drop off?
Packet flows don’t provide that kind of
insight, which is why we designed a new
monitoring method that uses the customer
experience as the baseline. Companies
conduct billions of dollars of business over
conference bridges. Our Conference Bridge
Monitoring Solution provides the quality and
reliability assurances they expect for such an
important business tool.” 

NEWS IN BRIEF

EXFO has launches its new BrixNGN
Infrastructure Performance Suite, designed
to provide service providers with enhanced
visibility into the performance of network
infrastructure in the context of its impact on
service quality. 

As network equipment transitions to
virtualised and software-centric
architectures, the need to monitor
performance while guaranteeing the
availability and response time of critical
network services is essential to ensuring
smooth and uninterrupted network

operation. With the sharing of hardware
capabilities among virtualised equipment,
CSPs can easily lose visibility over
equipment performance which may lead to
poor quality, service outages and much
longer repair times.

With added support for control and
provisioning of specific devices from Cisco,
Juniper, RAD and others, the Infrastructure
Performance Suite makes BrixNGN the
perfect platform for wireless backhaul and
business services.

"With the ability to address both existing
and emerging technologies, BrixNGN is
critical to ensuring infrastructure
performance and to meeting the challenges
that come with the shift to software-defined
networking (SDN) and network functions
virtualisation (NFV)," said Claudio Mazzuca,
vice president of EXFO's Transport and
Service Assurance Division. "BrixNGN
ensures the successful delivery of services-
virtual or otherwise, by providing operators
with a comprehensive view of both network
and service performance."

P R O D U C T  N E W S

Evolved Intelligence has launched an
advanced search function for its Roaming
INSIGHT service. Roaming INSIGHT
interrogates the stream of international
SS7 traffic to give roaming managers a
detailed understanding of what is going on
in their roaming network. This includes
highlighting both technical issues and
relationship issues with roaming partners.
The company claims that the new
function also provides managers with
advanced diagnostic capability by
allowing them to run searches across
a wide range of criteria.

Nick Jones, the chief technology officer of
Evolved Intelligence, said: “Roaming 

INSIGHT has always been able to give the
roaming manager an overview of where
traffic is being lost. Up until now, however,
the system has just shown where the
problems lie, leaving it to the technical
team to diagnose the problem with other
tools. Our new function goes much further.
A roaming manager can, for example, see
that attachments from a particular
operator are being rejected in some
cases. He can then retrieve a full,
low-level, trace of problematic traffic via
an easy to use GUI. This information can
then be promptly relayed to the roaming
partner, enabling rapid action to
safeguard customer experience and
roaming revenue.”

Robin Burton, head of marketing at
Evolved Intelligence, added: “This means
that, with Roaming INSIGHT, a roaming
manager can see the whole strategic
picture at a glance, then zoom in to
examine and diagnose specific problems.
This can all be done without the need for
additional engineering tools. It should
speed issue resolution and thereby improve
customer experience and network revenue.”

The advanced search is part of a range of
roaming analysis services in the Evolved
Intelligence Roaming INSIGHT suite.  Other
services include missing connections
analysis, missing agreement analysis and
anti-steering detection.
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Evolved Intelligence launches advanced search 

EXFO launches BrixNGN infrastructure performance suite
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C O N T R A C T  N E W S

Venezuelan mobile operator,
Digitel, is to have a single
billing system to cover voice
and data services, all
customer groups and all
payment methods. The CSP
has chosen the Orga
Systems GOLD Convergent
Charging and Billing

products to enable it to increase revenues
through new services and models. The
vendor says the deployment will reduce total
cost of ownership through delivering
operational efficiencies. 

Two existing billing systems will be replaced by

the new system, which will combine pre- and
postpaid users, charging all customer events
in real-time. The system will also address
credit management and spending limits.

The majority of Digitel’s customers are prepaid
and therefore a direct customer dialogue,
containing real-time information integrated via
multiple channels, is necessary to provide
easy access to self-care services and
applications improving customer relationships
and experience.

Thinking of our customers, we’re setting this
platform to offer them a charging and billing
system to be the perfect fit to their

communication needs. We are looking
forward to bring them personalised
communications solutions that converge with
our business goals,” says Alberto Sosa, the
chief executive of Digitel.

Wolfgang Kroh, the chief executive of Orga
Systems, added: “We are looking forward to
accompanying and supporting Digitel on this
journey of transformation. By offering next
generation services with Orga Systems’
unified platform, Digitel will successfully stand
out amongst its competitors and will be well
equipped to pursue its growth strategy to
become the leading operator in Venezuela.”

9September 2014

Digitel Venezuela converges on Orga billing and charging 

Sprint has agreed to a multi-year deal that
will expand its use of NetCracker’s OSS
solutions to support its Sprint Spark enhanced
LTE rollout. Sprint Spark uses next-
generation wireless technology to deliver a
new level of mobile internet experience.  

Sprint Spark is breaking new ground by
enabling peak wireless speeds of 50 to 60
megabits per second. It will support a new
generation of advanced mobile services and
applications, including high-bandwidth cloud
services, virtual reality environments and far
more advanced mobile applications.

“NetCracker has played a key role in helping
Sprint drive its leading-edge network and
service innovations into the highly
competitive U.S. mobile market,” said Eddie
VanCompernolle, vice president of IT at
Sprint. “We rely on NetCracker’s next-
generation OSS solutions to accelerate the
pace at which we bring new technology and

applications to our customers.” Sprint has
been using NetCracker’s solutions to support
its deployment of America’s newest network.
Building on that success, Sprint now expects
to use these integrated solutions to achieve
greater operational efficiencies, reduce time
to market for new services and accelerate its
Sprint Spark network rollout. Sprint expects
to cover 100 million people with Sprint Spark
by the end of the year.

“We are excited to be part of the new Sprint
Spark initiative, which will bring some of the
most advanced mobile technology in the
world to more than 100 million Americans,”
said Sylvain Seignour, vice president
Americas at NetCracker. “Our consistent
success in delivering solutions and supporting
aggressive network rollouts for Sprint provides
a strong example of how NetCracker is helping
mobile operators gain competitive advantages
in diverse markets around the globe.”

Intraway has deployed its quality of experience
system at VTR GlobalCom, Chile's largest
multi-channel television provider, providing
video, broadband internet, and traditional
circuit-switched and digital telephony services
to 2.6 million service subscribers represented
by 1.2 million customers. The provider is
owned by Liberty Global. 

"VTR is constantly researching new products
to improve their services, acquiring only next
generation solutions," said Ricardo Simpson,
the chief operating officer of Intraway. "With
Intraway's QoE solution, VTR can evaluate
continuously the different internet services
offered throughout the country, and
determine, in real time, the potential service

problems on their entire network".

Intraway's QoE solution monitors the quality of
service delivered to the customer to evaluate
the performance of different business plans.
This solution allows the delivery of quantitative
reports detailing the perception of various
Internet services during their daily use, such as
popular OTT services from various providers.

"Even though all internal monitoring tools
control the equipment across the network,
there wasn't until today a tool that provided
information from the customer's end,
therefore, the problems associated with the
user were not detected by our monitoring
systems", said Marcelo Grandjean,

Converged Services, Internet & Telephony
manager at VTR. "However, with Intraway's
QoE solution, we now have end-to-end
visibility that enables us to collect data from
our customers' point of view and gives us a
detailed perspective of the performance and
trend of the most common uses of the
internet. In addition, the QoE solution from
Intraway enables us to evaluate new services
before they are launched into the market, to
understand the behavior of these services 24
hours a day. Measuring and knowing how a
service will function before a commercial
launch has helped us refine network
parameters, which are not easy to perform
at laboratory level, given their repeatability
and complexity."

Sprint selects NetCracker OSS to support
rollout of Sprint Spark network technology 

VTR deploys Intraway QoE

Cerillion Technologies has completed
deployment of its new CRM & Billing solution
for Gibtelecom, the main telecoms provider in
Gibraltar. Delivered in about a year from
project kick-off to system go-live, the turnkey
solution is helping Gibtelecom to improve its
operational efficiencies and provide a superior
customer experience. 

Gibtelecom has reduced the time taken to
process payments as well as halving the time
taken to process billing cycles, further
improving operational efficiency and ensuring
timely bill delivery.

“Gibtelecom has been putting CRM Plus
through its paces since it was introduced late
last year, and we are already seeing operational
benefits being achieved.” said Tim Bristow,
the chief executive of Gibtelecom.

Gibtelecom completes
sub 12-month
convergent billing
transformation

Wolfgang Kroh:
Supporting Digitel
on transformation
journey
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Vendor(s)                  Client Country Product/Service                                                                                                                                                                  Awarded

Amdocs                     Cellcom, Israel Amdocs chosen to replace disparate CRM systems with products from Amdocs CES 9.1 portfolio 7.14

Bango                        Deutsche Telekom Direct operator billing partnership established for application store purchases 8.14

Cerillion Technologies   Gibtelecom, Gibraltar Deployment of Cerillion CRM and billing for the main operator in Gibraltar 7.14

Comverse                  Telecom Italia, global Evolution of Comverse Kenan FX selected to consolidate operations and replace existing system 7.14

CSG International       Comcast, USA Expansion of existing billing relationship to provide residential billing services until 2019 8.14

Ericsson                     Hrvatski Telecom, Croatia Five-year construction and maintenance deal to support planning, construction and maintenance of infrastructure 7.14

Ericsson                     Vodafone, India New charging system to be launched in seven circles enabling self-service functions and new revenue generating features 8.14

Ericsson                     Vodafone, Egypt Three year managed services deal signed to provide improved network quality in Cairo 8.14

Intraway                     VTR Globalcom, Chile Deployment of quality of experience system at TV, broadband and telephony provider 7.14

NetCracker                Singtel, Singapore NetCracker and NEC to transform service layer for Singapore CSP’s enterprise business 8.14
Technology

NetCracker                Sprint, USA Multi year agreement to expand its use of NetCracker OSS solutions to support Sprint’s Spark enhanced LTE roll-out 7.14
Technology

Orga Systems            Digitel, Venezuela Orga Systems’ GOLD Convergent Charging and Billing products selected to consolidate voice and data service 7.14
                                  billing onto a single system

Synchronoss              Time Warner Cable, USA Synchronoss Integrated Life Platform to be used by cable company for home security and home management services 8.14

Syniverse                   Myriad Group, global Multi year contract to enable authentication of global end users of Myriad’s msngr application 8.14

TNS/Nextgen             Cell C, South Africa Financial clearing and settlement services including inter-operator discount management selected by mobile provider 7.14

VanillaPlus Hot List: August/September 2014

The Hot List below shows the companies informing us of recent contract wins or product deployments. 
If your contract is not listed here email the details to us now marked "Hot List" <editorial@vanillaplus.com> 
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With network performance becoming an
increasingly important differentiator for
mobile operators, Ericsson and SoftBank
are working together to further improve the
user experience in even the most congested
network environments with new Mobility-
based Policy 

Yoichi Funabiki, the director of the mobile
network planning division in the Core
Network Department of SoftBank Mobile,
said: "To accommodate our subscribers and
data traffic growth, it is critical to optimise
our spectrum. By enabling us to dynamically
allocate the best radio resources on a per-
user, per-terminal basis, Ericsson Mobility-
based Policy has the potential to increase

our network flexibility while reducing
signaling traffic networkwide – this efficiency
drives additional opportunities to improve
both the user experience and network
performance."

Ericsson's new software feature, the
Mobility-based Policy creates a direct
connection between Ericsson SGSN-MME
and Ericsson Service-Aware Policy
Controller. This connection enables mobility
management information from the SGSN-
MME to go directly to the Service-Aware
Policy Controller, while selected policy
decisions from the Service-Aware Policy
Controller can then go directly to the SGSN-
MME. By off-loading the gateway, Mobility-

based Policy supports an enhanced,
location-based mobile user experience
while reducing signaling traffic in the
network. This is especially important in
highly congested user environments such
as Tokyo busy-hours.

Jan Signell, head of Region North East Asia
at Ericsson, added: "Ericsson and SoftBank
Mobile work together to consistently
enhance the performance and user
experience on their mobile network. With
this demonstration of Mobility-based Policy,
an innovative feature of Ericsson's Evolved
Packet Core, we continue to strengthen our
strategic partnership with SoftBank Mobile." 

Ericsson and SoftBank demonstrate mobility-based
policy to improve performance 



P E O P L E  N E W S

Jennifer Fellows joins MDS
from CSG International 

MDS has appointed Jennifer Fellows as
senior vice president of product
management and marketing, to drive the
product strategy for the MDS billing and
real-time charging solutions. 

Fellows joins MDS from CSG
International where she held the role of
vice president of product management.
During her tenure, products were deployed
globally and revenue targets exceeded.
She also held the role of vice president of
product management at Argent
Networks, and director of product
management at bcgi, a provider of real-
time billing, MVNO and access
management products.

“I am excited to join MDS,” said Fellows.
“The organisation is comprised of
knowledgeable and dedicated people,
expert in delivering a quality BSS portfolio
to digital service providers. Combined with
an extensive history of providing value, all
these assets make for a winning formula
for the future.”

Fellows brings more than 20 years’
experience in telecoms BSS, real-time
charging, mediation and customer

management systems. She is an
experienced and knowledgeable industry
expert, having spoken at many
conferences and authored industry articles
focused on the key market issues related
to billing and charging.

“We’re pleased to welcome Jennifer to the
management team,” said Mark Edwards,
the chief executive of MDS. “Her extensive
experience in real-time charging makes her
an invaluable addition to the business and
solidifies our commitment to an innovative
cloud-based product strategy”

Nokia Networks appoints
David Gaul head of central,
east and west Africa
David Gaul has been made head of Nokia
Networks’ central, east and west Africa
(CEWA) unit. In his new role, Gaul is
responsible for overall sales and operations
of Nokia Networks across the CEWA
region in the Middle East and Africa (MEA).
Previously, he was heading the delivery for
the CEWA. Gaul has held a number of
senior management positions in European
and African telecom companies, including
Vodafone in the UK and Ghana. 

Igor Leprince, senior vice president and
head of MEA at Nokia Networks, said:
“David has a very strong knowledge and
track record in several key management
positions in telecom companies, and he will
be able to build on his experience and
continue to develop business in this
dynamic CEWA region.”

Commenting on his appointment, Gaul
said: “I am delighted to continue my work
with the Nokia Networks team in the MEA.
The CEWA region is an exciting market

where we have the opportunity to
implement the innovative portfolio that
Nokia, as the world’s specialist in mobile
broadband, offers to network operators.”

Vicks Kanagasingam
joins Intersec 
Vicks Kanagasingam has been
appointed vice president of Asia Pacific at
Intersec. He will report to Gary Buchwald,
the chief commercial officer of Intersec. 

Kanagasingam’s responsibilities will include
establishing and coordinating Intersec’s
business expansion strategy in the region.

“I am very excited to be part of an
innovative and dynamic organisation with
proven solutions for CSPs,” said
Kanagasingam. “Our key goal is to add
APAC to Intersec’s world map – truly
consolidating and strengthening our
position as a serious global provider of
smart data solutions in the telecoms
industry”.

Kanagasingam holds an engineering
degree from the University of Leicester. He
has occupied various leadership roles in
sales, business development and
operations in the telecoms and IT industry.
He went on to hold the position of vice
president of operations in APAC at
Telemedia Networks International
before joining Business Logic Systems,
first as vice president of APAC and global
operations director, and subsequently as
president of Asia Pacific, where he
extended the company’s footprint through
direct relationships and partnerships with
Alcatel-Lucent, Ericsson, IBM, HP,
Microsoft, Nokia-Siemens Networks
among others.
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Moving the function of recording customer interactions to the cloud provides several
advantages over the traditional approach of deploying recording systems on premise. A multi-
tenanted cloud hosted platform is more reliable through its layers of redundancy, easily
scalable and can support recording-as-a-service for multiple verticals from a single instance,
thereby reducing opex significantly, writes John Abraham, senior analyst for telecoms
software research at Analysys Mason

oftware development techniques have
evolved radically over the last two decades
as the increasing importance of software to
businesses has mandated higher quality,
feature-richness and faster development.
Communication service providers (CSPs)

have transitioned from bespoke build-it-all-yourself
software through to the use of specific software on
industry-standard middleware. However with recent
advances in web services application programming
interfaces (APIs), the increased speed and reliability of

data communications infrastructures and the
availability of cloud-based component software are
fuelling the next revolution in BSS/OSS architecture –
a cloud component construction model. 

Components that formerly would have been
integrated into the process flow during the platform
development process are being moved out to the
cloud. They come into use only when called upon and
are executed remotely. This construction technique is
being used for many new cloud-based software

Multi-tenanted
cloud based

interaction recording
– a sustainable approach 

S
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The author, John
Abraham, is senior
analyst at Analysys
Mason



systems, allowing developers to add features and
functions to their systems quickly, cheaply and with
little risk.

One area ripe for cloud component construction is
recording customer interactions – an increasingly
important function to have for several businesses
across multiple industries. 

For CSPs and end customers, moving this function to
the cloud provides several advantages over the
traditional approach of deploying recording systems
on premise. A multi-tenanted cloud hosted platform is
more reliable through its layers of redundancy, easily
scalable and can support recording-as-a-service for
multiple verticals from a single instance, thereby
reducing opex significantly. It also offers greater
flexibility in supporting new use cases such as
recording mobile interactions, which require in-
network recording if they are to be done reliably, to
achieve compliance.

Key developments in interaction recording
Interaction recording is the practice of recording all
customer interactions for the purpose of regulatory
compliance, liability protection or training customer
support agents. In the early days, most customer
interactions occurred using a premise-based  phone,
so interaction recording was all about recording voice
calls over fixed lines. Then, call recording was done
in-house, and mostly managed on premise. However
this was a cumbersome and expensive process and
was not scalable or reliable to a great extent. Besides,
customer interactions have since evolved to
incorporate different types of media such as emails,
SMS, video calls, chat and social media, while the
traditional recording capability was mostly for voice calls.

Voice call recording typically was for recording calls on
fixed lines, where the network connection is
guaranteed and can be tapped as required. However,
with an increasing number of customer interactions
happening over mobile phones, new regulations,
especially in the finance industry, demanded recording
of mobile communications as well. This was more
complex as the device could be connected to any
network and also to be legally valid the recording had
to be outside the control of the user. This gave rise to
in-network interaction recording, which records all
customer interactions on a mobile phone as can be
seen in figure 2. This feature is device agnostic and
offers a seamless experience to the end user. This can

be enabled during roaming as well and can be supported
in regions supporting certain protocols (CAMEL). 

The challenges of on premise recording to support
these use cases led to the emergence of cloud-based
interaction recording. This approach had several
advantages for enterprise such as lower opex since
the on premise hardware systems were eliminated.
Cloud also offered greater redundancy at lower cost and
brought in improved flexibility and scalability. Products
such as SmartRecord from CTI Group offer 99.999%
of availability for cloud-based interaction recording
through a geographically redundant architecture.

Multi-tenancy is another key development in
interaction recording. A multi-tenanted platform can
support multiple industry segments from a single
cloud deployment, with support for region specific and
industry specific requirements. For CSPs, offering a
multi-tenanted cloud hosted platform brings down the
costs for providing recording as a service. A multi-
tenanted ‘in-network’ recording solution is a
sustainable approach to meeting regulatory
compliance. CTI Group’s SmartRecord was built from
the ground up as a multi-tenanted carrier-grade
solution, designed specifically for the cloud.

Key drivers for interaction recording
Recording interactions on mobile devices has
emerged as a key growth driver in the recent past,
especially in the financial industry. While other options
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Figure 1
Transition towards cloud component construction model

Figure 2
In-network call recording as a cloud hosted function
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are available for mobile recording, such as mobile
apps and PBX simultaneous ring, these either do not
support all the different types of devices and operating
systems or give too much control to the end user over
the recording thereby making it legally void. In-network
call recording helps mitigate the challenges around
recording on a mobile device. 

Regulation is another factor driving increased usage of
interaction recording. Across the world new
compliance regulations such as The Dodd Frank Act
in the banking sector, PCI data security standards for
card payments, HIPAA compliance in the healthcare
industry and several others have created a demand
for accurate tracking and management of all customer
interactions. The scope of these regulations is not
restricted to voice calls and include other types of
media such as SMS and chat.

Improving customer contact experience through
quality assurance and training is also a key driver of
interaction recording. While generally most interactions
have been over phone, increasingly social media plays
an important role as well. DMG predicts that 50% of
all customer communication will be via social media
within five years. Interaction recording enables
enterprises to gather more detailed intelligence on
customer contact experience and feed in to business
process improvements.

Benefits for CSPs
Offering interaction recording services is a good
opportunity for CSPs to improve ARPU and increase
stickiness. They can offer a secure, scalable multi-
tenanted platform which enables CSPs to support
different industry verticals from a single instance. There
is also opportunity to upsell workspace optimisation
services such as speech analytics and CRM tracking. 

CTI Group is one of the leading providers of hosted
interaction recording services and one of the first to
support multi-tenancy. Its solutions are built from the
ground up as carrier grade solutions with a specific
focus on supporting multi-tenancy environments and
offer a web-based carrier grade, geo-redundant,
recording service with 99.999% availability. They
currently manage the communication recording
services for more than 60 carriers globally.

CTI Group’s carrier grade interaction recording
solution is suitable for both service providers and the
enterprise. They offer two key products in this
segment – SmartInteraction suite and Proteus.
SmartRecord is their ‘in-network’ communication
recording system, which is part of the
SmartInteraction suite. Proteus is a call accounting
solution for both cloud and on premise deployments
supported by a powerful speech analytics engine for
mining business intelligence.

Conclusion
The emergence of the cloud hosted model has disrupted multiple industries with its improved benefits,
increased availability and lower running costs. For CSPs, with their expertise in managing large scale data
centres, offering recording as a service causes little disruption while bringing in significant benefits by
improving the customer stickiness and increasing ARPU. A multi-tenanted approach in recording-as-a-
service offers CSPs the ability to scale and support multiple customer segments and requirements from a
single instance. In the light of the large number of regulatory changes within multiple industries such as
healthcare and finance, a multi-tenanted ‘in-network’ recording solution offers CSPs a sustainable approach
to meeting compliances and is here to stay.

September 2014
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www.ctigroup.com

Offering interaction recording services is
a good opportunity for CSPs to improve

ARPU and increase stickiness
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ustomer experience management (CEM) is poised to be revolutionised by the insights
generated by big data analytics. Jeff Stacey, the vice president of CEM and Analytics
at Ericsson tells VanillaPlus that, while there are technology and organisational
challenges to achieving CSPs’ ultimate CEM goals, there are lessons to be learnt from
the early big data analytics deployments of other industries. The good news is that

CSPs have vast, unexploited customer data that can be turned into actionable insights, that
create up-sell and cross-sell opportunities that enable them to protect customer base, and
grow in an increasingly aggressive market

VanillaPlus: The telecoms industry is being seen as
the next area in which investments in big data
analytics will boom. Why is that?

Jeff Stacey: Insights gained into our operations and
customer interactions are by nature, very perishable. It
goes without saying that we must improve our
responsiveness to remain competitive, but there are also
significant opportunities to become more efficient, which
we will talk about. 

The telecoms industry faces high volume, and high
velocity demand patterns that will require us increasingly
to act on data in motion, rather than only aggregating and
analysing data at rest.

What’s fortunate about what has been happening in big
data analytics is that it was first birthed, and nurtured, in
the high-tech and finance industries. These early adopters
have funded the bleeding edge technologies, gone
through the hype and taken out some of the pitfalls.
They’ve spent the dollars on making the technology
applicable to business in general, not just the .com sector.
The next big spend is lined up for the telecoms industry
because it has vast, and complex sources of data – from
billing, to networking, to applications – that can now can
be exploited to deliver highly differentiated services. 

There’s a significant difference between what is generically
being called big data, and big data analytics. Loosely
defined, big data is generally associated with the
challenges of harnessing, storing and managing this
fantastic amount of data growth we are experiencing.
Some argue that more data has been created in the last
five years than in the entirety of history – but that is not
inherently an asset, unless it comes to extracting value
from the immense volumes.

In fact, we are getting reports from our CSP customers
that sometimes only small, single digit percentages of the
big data they are collecting, gets analysed. Effective big
data analytics is all about finding the right data at the right
time and making that available to the person who can
take action on it, in time. 

According to TM Forum, 62% of the world’s CSP CxOs
view improving customer experience as at the top of their
agendas. CSPs’ challenges include market saturation,
which that means they need to compete with rivals to win
new customers, and fight to retain the customers they
already have. CEM initiative is the key way in which they
will drive growth. 

CEM is not a new concept, but the next generation of
CEM software solutions are definitely being transformed
by analytics. However, the reverse is not necessarily true,
in that loosely defined big data analytics projects do not
give you CEM. 

VP: So how is big data analytics redefining the
customer experience?

JS: There are a lot of obvious areas, such as being able to
look at messages in big data from an operational
standpoint. Less obvious is being able to correlate those
to an individual customer. That’s the holy grail the CEM
industry is working towards – a complete context of a
customer interaction.

Inevitably, that requires culture and process change, in
addition to technical change. It almost goes without
saying that having the right sponsorship and backing for a
project is key. 

In my past life, I've seen literally hundreds of individual big
data consulting projects launch. It has become crystal
clear that projects that have alignment with business
priorities are wildly more successful than those that don’t.

In the vast majority of projects – those that were not
aligned with business initiatives, the project got stuck in IT
for almost a year. There’s therefore a lot of opportunity for
CSPs to avoid these pitfalls drawing on the experience of
seasoned business consulting, to keep the project aligned
with business priorities. 

The goal should be to take the science project out of data
science, and instead make available actionable insights as
part of routine, daily operations. 

Analytics driven CEM provides
the complete context of a
customer interaction
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The goal should be
to take the science
project out of data
science, and instead
make available
actionable insights
as part of routine,
daily operations

Big data analytics labs and CEM driven data projects
should be held responsible for enriching the CEM
software applications, CSR tools, and marketing campaigns. 

Setting up a centre of excellence model has proven
very effective in the finance industry, where project
teams prove out their ROI to the test every 90 days,
and scrap the project for another initiative, if it doesn't
move the needle. 

Analytics resources, and the potential payoff, are too
valuable to just let it run blindly within IT for a year or more. 

VP: If next generation CEM is about drawing on
insights uncovered by big data analytics, how can
CSPs assess what insights are valuable?

JS: Next generation CEM is often a dedicated analytics
application,  but it has to be insight driven, not data driven.
The quality of the insights has to enable a decision to be
made whether that’s network, operational, customer or
marketing. The insight has to give the right information
at the right time to the right people.

Ideally, such an application is embeddable in existing
business process, without disruption to existing CSR
applications. But often, the value is so great, that it
drives consolidation, or single pane of glass initiatives,
because a superior process, and optimisation of
process is now possible. 

The timing is very important. Traditional reporting, for
example, provides a snapshot of the past and, while
there’s a place for that, some critical actions have a very
short expiration date. Those include customer retention
and the ability to respond rapidly to a customer upset.

Real-time or just-in-time as I'd say is sometimes more
accurately said – conceptually is exactly what
organisations need to effect change operationally on
their networks. They need a real-time view of what the
network and handset is experiencing now, and what
factors cause customer concern. In addition, they ideally
need to have a predictive view, to take preventive action
in their network, and on high-value individuals. 

From a return on investment point of view, it’s important
to emphasise that not all of this is negative. There are
up-sell and cross-sell opportunities among customers
who are demanding better experience, and packages.
That’s incremental new revenue for CSPs.

A lot of the ROI isn’t as far away as people thought.
There are engagements that can show results within 90
days and also bring the ability to generate immediate
responses to campaigns for up-sell and cross-sell.

One of the most important observations we have made
is not to try and boil the ocean but to remain focused on
clearly defined projects that will help CSPs reduce costs,
reduce calls to customer care or increase satisfaction.
This project-specific approach can then be proved out in
a manageable way.

A successful approach here is to define a reusable,
extendable analytics platform that feeds a variety of
analytics applications that in turn support specific use
cases for high value users or micro-markets. This way,
the analytics investments and expertise are utilised, and
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yet the results are measurable, and aligned to support
everyday business actions.

VP: You spoke earlier of CSPs being able to learn
from the early adopters in other industries. What are
the key lessons?

JS: In the financial industry, seconds made all the
difference, and operationally the same reference
architectures and the same approaches apply to CSPs.
One of the hardest lessons learned was the patterns used
to aggregate data, did not match the sometimes erratic
patterns of demand a finance company would use, to
take market advantage. 

Contextual extraction, and delivery of information is key. 
The telecoms industry also faces erratic demand patterns
and will require us to increasingly act on data in motion,
rather than only aggregating and analysing data at rest. 

Not enough big data efforts have accounted for the value
of data in motion because of the contextual disconnect of
IT with the stakeholder's needs. 

Many CTO's at our CSP's now are seeing that there is
significant efficiency gains on only analysing and
processing real-time data that is relevant, even if overall
data will be archived at rest.

Also, keep in mind the promise of the cloud and
virtualisation revolution was that you could utilise the
maximum capacity of your technology assets by
managing a dynamic infrastructure that deals with the fits
and starts of your business. 

The better portion of your analytics investment should not
be sitting idle between projects, but directly feeding CEM
applications. New big data technologies are designed to
maximise your workloads for just that aim. An
experienced partner can make use of these proven
blueprints, and architect a solution, that stays in touch
with the specific needs of our industry and your
business priorities. 

VP: How must CSP leaders think differently about
analytics to take account of that?

JS: They really have to think carefully about how their
goals are to effect change in the customer experience
they provide, as well as their approach to marketing.
Then, based on measurable objectives, identify what
actions they’ll need to take upon each insight cycle. 

Siloed analytics projects are not only limiting in terms of
what can be achieved, it is also a recipe for duplicated IT
investment across each silo.

A bottom up approach does have its place, but mostly to
inventory what data assets you have, for potential
harvesting. 

Therefore there needs to be a top down approach that

requires you to take prioritisation of what investment must
actually be used to create insights.

VP: So what are CSPs' options to deploy big data
analytics that feeds CEM?

JS: Lets name three stages to this – crawl, walk, run –
and though every company may be in different stages,
technologies, and projects - we all have much more to gain. 

Crawl - means start looking at the facts, even in a past
tense fashion, if necessary. The intelligence you gain may
not be immediately actionable, and will tend to only raise
blood pressure, for now. 

This level of honesty and corporate self-awareness is
required to align your CEM strategy with strategic initiatives.

Define, and prioritise which KPIs can be measured to
effect change and how can that cascade throughout the
line of business to become a measurable solution. 

Walk - usually encompasses engaging the right partner –
whether internal or external – and moving forward
carefully to execute an action plan based on the
requirements of the business – and testing the impact of
contextual analytics in the NOC, call centre, and
marketing operations. 

Run - this stage moves beyond just taking a snapshot of
the past and current state – it involves being able to see
around the curve, and on an individual level. Advanced,
but very attainable analytics are needed to do correlations
that operators may not have considered. For example,
most CSP's are evaluating analytics to prevent and act on
an individual experiencing poor network, but an unseen
combination of bill shock is the perfect storm for a
customer to leave. 

On the opportunistic side, being able to take the next
best action or offer is something that can revolutionise the
call centre experience and make the jobs of call centre
representatives far simpler. Predicting when a user will call
and why and then pinpointing the issue and troubleshooting
it in potentially 40% less time provides a truly enhanced
level of customer experience management. The up-sell
and cross-sell opportunities then follow.

CEM winners will be able to move forward aggressively
because they see where the risk versus rewards are, and
define what opportunities they want to take. 

Clearly, those who wait and see are paying a terrible price
in churn, network quality, and marketing effectiveness.
There is strong evidence showing direct correlation of
customer experience to top line revenue, quality of
customer base, and even a company's stock price. 

Those that act will gain clarity, prioritise and then place
educated bets. Those CSPs that respond organisationally
– and swiftly – will achieve the highest return on their
customer experience investments and that is what will set
the winners apart in the telecoms market.www.ericsson.com
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In the modern, ultra-competitive world of communications, the key differentiator for any
service provider is customer experience. Gone are the days of differentiation solely focused
on price and product. Competitive pressures and almost homogenous offerings mean service
providers need to ensure that the entire customer experience is managed effectively and
successfully to prevent customer churn and maintain ever pressurised margins, writes
Matthew Roberts

t is often suggested in order to deliver the best
customer experience, service providers need to
have a 360-degree view of their customers. In
other words, you need to know and understand
every single factor in your organisation that

touches the end consumer and subsequently ensure
that it is delivering on the promise of a great
customer experience. In telecoms, this 360-degree
view includes factors like billing accuracy, customer
care from multiple channels, experience derived
from network quality, device performance and
so forth.  

But is this view enough? How can we combine the
information to drive new insights about our customer?
How do we act on all this information?  

This is where big data steps onto the customer
experience battleground. To date, big data has been
associated with monetisation. In other words, the
question is how to take all that data and either sell it to
a third party or use it to sell customers more products
and services.

It is often overlooked how big data solutions can
enhance the customer experience and differentiate the
service offered by service providers. So let’s attempt to
answer some outstanding questions in light of what
big data can deliver to service providers.

Is having the entire customer view enough?
Before big data came along, the majority of
businesses in almost every industry used traditional
business intelligence. Every business since the dawn
of time uses data to drive the decision-making process
looking at empirical evidence or regression analysis to
formulate models. 

But today it’s just not enough; you have to act quicker
and, in many cases, in real-time. Big data enables this
real-time view so business decisions can be made not
according to what happened in the past, but based on
what is happening right now.

How do service providers combine the information
to drive new insights about their customers?
Marketing teams can segment their customers and

Big data analytics breaks
down the boundaries with
a 360-degree view
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know – roughly – what they may possibly want to buy
next. Network teams can look at the quality of the
network. Customer care agents know through CRM if
the customer’s bill is wrong and what device they’re
using. Rarely do these separate elements of
information come into direct contact with each other. 

This is where big data allows network RAN (radio
access network) data to correlate with marketing’s
high value customer data. The network can be tuned
to focus on where the value is. Alternatively, a
marketing team’s data can be correlated with
customer care data to know that offering a customer a
new package on that particular day is not a great idea
because they just spoke with the call centre about
mischarges on their bill. Data from unstructured
sources and third parties, such as social media, can
also be entered into the equation to drive new
valuable insights.

Just having a view of a customer is not enough to
derive the required insights. Service providers need to
cross-pollinate their data, internally and externally, to
drive more valuable insights.

So how can service providers
act on all this information?  
As interesting as some of these relationships may be
across intra-communication departments and external
sources, diagnosing interesting relationships is not
enough. You need to act on that relationship and fast.
So it’s not just a case of measuring how X effects Y,
but ascertaining whether that effect is positive and, if
so, how it can be enhanced and if it’s negative, how it
can be reduced or eliminated.  

In addition, it’s about continually taking those effects
and building them back into your systems no matter
how small those improvements may be. If service
providers can build modest improvements into their
CEM processes, it would help them, over time, to
advance and improve their customer experience
versus their rivals. As the Economist wrote recently: “It

is a bit like evolution: just a tiny mutation in physiology
that makes a creature marginally quicker in escaping
predators can, over many generations, mean that it
outlives those which lack it.” 

Adopting successful big data analytics to get a more
holistic real-time view of a customer by combining
data sources and continually making improvements to
processes and systems, service providers can reach a
point where potential customer experience damaging
scenarios are identified before they occur and they
can act on them – with minimal human intervention –
before they create negative CEM impact. At this point,
we are close to driving what can only be described as
optimal customer experience management.

An example from the Amdocs portfolio is the Amdocs
Proactive Care solution that revolutionises the care
industry by shifting the care paradigm from reactive
response to proactive actions. It provides a unique
customer experience to each customer through timely
intervention in order to change moments of truth and
customer behaviour. Amdocs Proactive Care uses
customer context to anticipate potential customer
care needs and proactively address them, even before
the customer is aware of the issues. The solution
processes real-time data from several data sources,
applies sophisticated intelligence and decisioning to
identify possible issues, and executes context specific
actions to address these issues. It is designed for
service providers with an increasing volume of support
calls, and addresses the need to improve Net
Promoter Score (NPS) while dramatically reducing
customer care costs. Through proactive actions,
Amdocs Proactive Care increases call elimination or
call shed, improves adoption of self-service by
deflecting calls to lower cost channels, and shortens
call duration by guiding agents.  

Big data breaks down interdepartmental barriers
allowing service providers to gain insights and uncover
correlations that, when acted upon, drive customer
experience to a new level of excellence. www.amdocs.com

The author, Matthew Roberts,
is director of product marketing for Amdocs

Big Data and Strategic Innovations
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Customer experience management systems have enormous potential - but make it a policy
to get the simple things right first, writes Nick Booth

iven the vagaries of public preferences,
managing customers must be regarded as a
craft that constantly needs to be honed and
refined. It is a constant work in progress
because demographics are incredibly

complex and public tastes are constantly shifting.
Relationships and accepted practices between buyers
and sellers differ across age groups and nationalities.
The complex psychology involved in customer
relationship management (CRM) is probably too
difficult to conceptualise in an automated system.

However, customer experience management (CEM)
seems to have started from a more realistic
standpoint. Our reaction to bad service is the same
the world over. In India, subscribers carry multiple SIM
cards, and instantly switch their custom to a different
network if reception is not good. By the same token in
western Europe price is far from the most important
lever and performance is the most important criterion
for choosing a network.

This is why CEM systems, which have been maturing
for a decade, have rapidly gained importance in the
last few years and moved up the priority list for many

mobile operators, according to Eric Van Haetsdaele,
Astellia’s global solutions marketing director. “Astellia
is receiving more and more requests for proposals for
CEM, which reflects the increased commitment and
investment in the technology,” says Van Haetsdaele.
These aren’t just from large CSPs either, as the mid-
size and smaller operators are starting to investigate
how to measure and monitor experiences and
understand the reasons for customer defection. It’s
not just a defensive mechanism, he says, it’s also
about tailoring a better service offering.

That creates a sort of cross over function with
customer relationship marketing (CRM). Both CEM
and CRM have been used to cover a multitude of sins,
says David Heaps, the senior vice president of
corporate strategy at CSG International. But CEM
goes further because it is pro-active, whereas CRM
was an after-the-event response. By monitoring the
network and understanding the events and how they
affect that customer, you can nip any grievances in the
bud before they are allowed to fester. The longer a
problem goes unanswered, the deeper the resentment
will be. It’s better to pre-emptively send a message to
a customer to warn them against a service

Thoughtful service providers
keep customers loyal

G
Eric Van
Haetsdaele:
CEM has moved up
CSPs’ priority lists
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disappointment, than it is to make them suffer the
indignity of a call centre. 

This simple approach could be the basis a developing
best practice code for using CEM, says Heaps. Like
many aspects of digital marketing, there are loads of
features and it’s still an imprecise science. Users of
any such system can tend to get over ambitious
without any certainty that what they are attempting will
have any payback. 

“Most of the time it’s the really simple stuff that works.
Confirm action that you have taken, tell people that
they are due a refund. It’s surprising how effective that
thoughtfulness can be,” says Heaps. The best
practice with CEM then, is to carry out the easiest and
cheapest routines, because they bring about the best
return on investment. The twin mantras for CEM seem
to be that Good Manners Cost Nothing and Learn to
Walk Before you can run.

The challenge that most CSPs face is that they have
grown up with a disparate set of systems, each of
which has its own embryonic, half-baked customer
management systems, says Heaps. So the objective
of having multiple touch points has already been
reached, but it’s not made the customer any happier.
In the past customers have been confused by
receiving multiple, and often contradictory, messages,
in different formats from different information silos.
One of the gifts that CEM could give the customer
would be to harmonise all the messaging systems at
the mobile operator. 

Advocates of CEM systems should learn from the
mistakes of CRM installations and not treat it as a
universal panacea, warns Heaps. 

In the long term, if operators use big data and
analytics skillfully, they can realize the massive
potential for CEM systems, says Uri Gurevitz, director
of portfolio marketing at CEM system vendor
Amdocs. “The CSPs own huge amounts of data
about customers, on everything from location to
historical data use. This can be used to create more
personalised support,” says Gurevitz. Isn’t this what
CRM was trying to do? How do we avoid the mistakes
that intrusive CRM practitioners were guilt of?

Don’t assume that customers will all jealously guard
their privacy and that customer data should be treated
as ‘off limits’, says Gurevitz. According to Amdocs’
own research, a majority of consumers are more than
willing to share their data with service providers, if they
perceive there is a value to it for them.  Consumers are
happy to share even more personal information, like
their location, their top five Facebook friends and their
family details, if they think there might be a financial
reward or better service, Gurevitz reveals. 

Those are undoubtedly treats that the majority can
look forward to in the future. The minority of us who
don’t want that can expect something a lot better
from their CSP right now: A thoughtful communication
service provider that politely informs us of events
before they happen. Now that is an experience that
will keep all subscribers loyal.

David Heaps:
It’s the really simple
stuff that works

Uri Gurevitz:
CSPs can use their
data to create more
personalised
support
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Today’s CSPs need to make use of every customer interaction in real-time to understand true
customer need and motivations, maximising every engagement opportunity to increase wallet
spend, boost satisfaction and deepen the customer relationship across all channels, writes
Peter Conquest

n a world where consumers are utilising an
increasing choice of channels to interact and
transact, executing relevant and timely customer
experience management (CEM) to improve
customer satisfaction and retention, and increase
top-line revenue, is becoming an ever more

complex challenge for CSPs.

Today’s digitally empowered consumers have
changed the rules of the game. When it comes to
marketing, sales and service, the traditional linear
customer journey is a thing of the past – these days
customers are more likely to jump between up to five
touch points, according to retail analysts Conlumino.
But this process generates volumes of disconnected
information that makes it difficult for CSPs to gain a
single accurate customer view that delivers deep
insights into customer motivations and behaviours.

However, the potential rewards for adopting an omni-
channel approach that optimises every interaction with
every customer – across all channels – are significant.
Research from Google last year found that 66% of
shoppers consider two or more phone models when it
comes to a planned upgrade, and that 47% consider
two or more CSPs – with 30% switching when they
purchase a new phone.

Addressing the omni-channel CEM challenge
The traditional focus of CRM is no longer sufficient to
serve the needs of the telecoms market. Today’s
consumers are savvy and expect to be engaged in a
relevant and meaningful way. Yet many CSPs find
themselves inhibited from responding to this
expectation by diverse technology architectures,
issues relating to channel alignment and the inability to
deliver a seamless and integrated in-store, mobile,
social and online solution.

In response to this complexity, hybris has developed
its Telco Accelerator platform – an all-in-one flexible
omni-commerce platform with a feature-rich starter
store that’s built specifically to meet the needs of

CSPs. Featuring a fully functional B2C or B2B web
storefront, it also supports B2B channels with
procurement processes, customised product
catalogues, user roles, account management, volume
purchasing and enterprise-class reporting – all backed
up by powerful product content management (PCM)
that enables organisation-wide collaboration on
product content.

With a single unified platform in place, CSPs are able
to put the customer at the centre of every interaction
and touch point, targeting customers the right way
with the products and services they want – and
ensuring the delivery of a consistent experience
across all channels.

But generating the all important engagement that
creates loyal, happy customers – reducing churn and
boosting revenue generation – begins with
determining exactly how a customer is dealt with from
the initial engagement moment onwards.

Agile CEM across every channel
Winning the war for customers depends on the ability
to seamlessly execute CEM across every channel –
overseeing what is often a non-linear customer
journey that extends into the store itself.

Today’s customer may see a handset online, decide to
reserve it and then visit a store to purchase and
collect. Once in store, they may want to speak to an
agent to add another service or product – so in-store
agents need to be able to access the customer
journey information to flawlessly take over and assist
with order fulfilment - perhaps utilising a digital smart
device to showcase other potential upsell items.

Achieving an omni-channel ‘single view’ of the
customer journey has paid off for one German CSP.
With 24 million customers, 4,000 employees and 400
stores across Germany, this CSP is focusing on
delivering cross-channel functionality that drives
additional traffic into its stores. 

Omni-channel customer experience
management: harmonising the
digital and physical experience
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While just 60 stores have gone live with an enterprise-
wide roll-out that will eventually see 200 stores go live
by the end of the year, the CSP is already projecting
its customer-centric omni-channel programme will
yield an additional one million additional packages as
well as 11,000 additional subscriptions/tariffs, 35,000
additional insurance contracts and sales of an
additional 3.5 million accessories.

Utilising customer-centric insights
Delivering personalised services requires the ability to
gain insights from vast amounts of customer data in
real-time in order to configure, launch and monitor new
opportunities based on customer profiles and intent.

The customer data that act as triggers for engagement
sits in a multitude of locations – a CSP’s CRM,
transaction data and web analytics, in data living with
an email service provider or with third parties like
marketing vendors. It can include explicit data, such
as that which can be assigned to overt actions like
registration or purchase – or implicit data, such as a
customer’s ‘in the moment’ interaction preferences;
browsing, clicking and walk-by behaviours.

This data evolves with every customer interaction to
build a clear profile of the consumer – including their
likes and dislikes. The ability to orchestrate a well-
defined set of customer data would, for example,
make it possible for a CSP to predict the likelihood of
a cell site outage and, once that event occurs, to
inform the customer of the corrective action procedure
and offer credit off next month’s billing. 

Achieving this deep engagement capability requires
predictive analytics and the ability to initiate pre-
emptive actions. It also requires the ability to process
massive amounts of real-time data in order to enable
the fast query execution necessary for powering the
interactions across multiple digitally enabled touch
points that enhance customer engagement. 
In other words, customer engagement needs to
extend beyond the buying and selling process to
encompass everything that affects the environment of
the customer lifetime with an operator.

The future of omni-channel
customer engagement
The proliferation of channels means the possibilities
and permutations for digital interaction will continue to
grow. In the future, customers may walk by a store
and see a QR code for a product and use their
smartphone to take a picture of it. This information is
stored against their profile and the next time they go
online or speak to an agent an offer is presented on
that product

With consumer demand for a seamless customer
experience escalating, CSPs need to embrace an

omni-channel approach that drives customer
engagement and enables the delivery of highly
personalised offers and services that instil
customer loyalty. 

Failure to do so risks missing out on the ability to give
customers the relevant information they need, in the
right context and at every touch point in their journey,
in order to facilitate the desired outcome.

The author, Peter Conquest,
is business development
director for Telco Industry at
hybris software



Maintaining the customer experience has traditionally been a cost to CSPs but now their
customers are not just end-users, they’re third parties, content partners and OTTs. Some of
those are showing a potential willingness to pay for class of service and perhaps in future
may pay for CEM in two ways, writes Jonny Evans

ne of those will be in the form of paying the
CSP to assure the experience, another will
be to pay to access CSPs’ CEM data and
capabilities. CSPs are working hard to build
revenue in the disintermediation environment

of network and OTT service provision. The challenges
are driving them to identify and monetise existing
processes across their existing structure – and this
includes solving the puzzle of how they might profit
from the CEM data they are already collecting.

Increased convergence between digital and physical
planes means the data CSPs collect could be of value
to any entity involved in omnichannel deployment
across multiple touchpoints. 

"Customer experience management was supposed to
be a profit centre in the first place, long before anyone
thought to charge for it," says Redknee CTO, Jim
DeMarco.

CSP's have always gathered CEM information, but
now their customers and partners have extended from
the traditional market of end users to embrace OTT
service providers and other partners, they are looking
to exploit the CEM opportunity. There are two

possibilities: some partners will pay for guaranteed
service levels, while many may pay for access to a
CSP's own CEM data and capabilities.  

Gordon Rawling, the director of EMEA marketing at
Oracle Communications, observes: "At the outset,
CSPs must establish what services they want to
deliver as a baseline and what differentiation they can
offer. With that in mind, they can then ensure they
have the systems and people in place to support their
strategies and deliver their customers’ expectations."

Victor Donselaar, the vice president of business
development at Accanto Systems emphasises the
increasing relevance of data driven CEM insight:
"Accanto’s point of view is that CEM should not be
about providing marketing reports based on historic
data. Instead, CEM should be carried out in all areas
of the operator and in real-time."

CSPs need to clarify that data they have that might be
of value. "[Partners] are only going to pay for it if it is of
benefit for them," says hybris' Peter Conquest.
"There are opportunities to sell this data to a wide
range of partners. At present CSPs don't have much
to offer. They have customer data but they don't have

CSPs need to clarify they have
data of value before they
make CEM a profit centre
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any view of what's happening to those customers."

Nevertheless, Donselaar thinks CEM could become
part of what CSPs can offer. "Just like advertising is
becoming more targeted and increases the value of
the ad itself, CEM can also make the CSP business
more targeted and increase the value per subscriber,"
he explains.

CSPs aren't the only firms gathering CEM data.
Companies like Amazon have their own demonstrable
understanding, so why might they need help?

"While there is no doubt some organisations have a
strong understanding of CEM, they can still benefit
from a partner to help them navigate this space when
it comes to areas outside their core expertise," says
Rawling. CSPs can help such businesses "intricately
link the services they deliver with the customer
relationships they manage" in order to maximise their
monetisation of such services.

A CSP can potentially adopt different price levels to
compete in both areas, especially in the corporate
segment where SLAs are commonplace. However,
charging directly for CEM to end subscribers is like
saying your quality is bad so please upgrade and pay
more," says Doneselaar.

Then there are services that are moving into digital
goods, notes DeMarco, "As companies like Amazon
move increasingly into the digital goods arena, the
need to ensure that the goods get delivered properly
over the network is every bit as important as the need
to ensure that hard goods sent by truck arrive on time
and undamaged," he says. "CSPs are probably as
important to the likes of Amazon as are UPS, DHL and
Fedex in this regard, and probably equally
differentiated from each other." 

The bottom line is that people "are willing to pay for a
higher standard of service," says Rawling. "Reliability is

king for customers today, and with people using their
mobiles for a growing number of increasingly complex
activities, such as video calling, streaming media, a
range of data-heavy apps, CSPs set themselves apart
with a high quality of service. What will be critical for
CSPs is to ensure customers can really appreciate the
added value of the differentiated services they are
paying for."

Donselaar adds: "Quality has never been linked to
experience that combines more than just the network
quality but covers the entire service." 

However, as the part played by CSPs morphs into one
of service provision rather than simple tech provider,
the focus on quality is morphing. "CSPs will compete
better as they get a better insight into the overall
service quality and behaviour from a terminal, network,
and service perspective," he says.

For Conquest, once again, the opportunity for CSPs is
to help unlock the opportunity of data analysis within
their partner's omnichannel efforts. "The customer
really is becoming king and they have such a choice.
You need a strong CEM model to enable you to build
loyalty each time they engage with you," he says.
"Agents could be equipped with information about the
habits of a customer making contact in order to
provide quality information that's relevant to that
customer's needs. To be able to put out relevant offers
in real time -- that's enormously powerful." 

There is a risk, of course. CSPs can charge for CEM,
but can't impose charges on services customers
aren't used to paying for. "Charging extra for
something that’s inherent in the service doesn’t sit well
with customers," says de Marco.

With the smartphone emerging as a key to customer
identity, CSPs may yet find a way to unlock the
opportunity locked inside their CEM, unless OTT
providers beat them to the chance.

Gordon Rawling:
It’s critical for CSPs to
ensure customers can
really appreciate the added
value of a differentiated
services 

Peter Conquest: 
Opportunities exist for
CSPs to sell this data to a
wide range of partners
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Chris Checco is president and chief analytics officer of Razorsight, a provider of cloud-based
analytics for communications service providers (CSPs) and media companies. Established 12
years ago, Razorsight today counts cable providers such as Comcast and RCN and CSPs
including AT&T, Verizon, Virgin Mobile, T-Mobile and Telus and enterprise providers such as
CenturyLink and Windstream among its expansive customer base. Here Checco explains how
the company’s real time predictive analytics software is fueling CSPs’ moves to deliver
enhanced customer experiences, open up new revenue opportunities and enable them to
compete in a radically transformed market.

anillaPlus: As CSPs seek to create
differentiation, how important has CEM
become?

Chris Checco: CEM is a major priority. I’d
place it just behind network quality at the

very top of the list. As markets have saturated and
organic growth opportunities have dried up, CSPs
have recognized that there is a requirement to shift
gears. They know they must migrate to a customer
centric and customer service oriented focus.

CEM has become so critical to fixed and mobile
operators, ISPs, cable and satellite providers because
market saturation means the remaining growth
opportunities in their traditional business come from
cannibalisation of each other’s market share.

Customers are more sophisticated, know they have
choices and pursue those choices more aggressively
than ever. Churn therefore has become a major
problem and competing on price alone encourages
churn. That’s why CSPs of all types have turned to CEM.

VanillaPlus: This isn’t about traditional CRM,
though, is it? Why is CEM so critical and how
important is analytics capability within it?

CC: Analytics is not a silver bullet. CSPs are already
making headway on churn reduction via internal CEM
programmes. However, advanced analytics provides
crucial incremental gains. We see a series of key
questions that analytics can answer to attack churn,
create a better experience that increases customer
loyalty and lifetime value, and increases financial

CEM analytics unlocks
CSPs’ capability to compete

V

Chris Checco:
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return. So far, CSPs are addressing the first two of
those questions: Who is likely to churn and when? But
the challenge is to move on and address the harder
questions. The “why, how, where and when” of churn
are more elusive but can be directly addressed via
analytics.  With that knowledge, analytics can then
apply specific treatment optimisations to retain the
customer, determining the best channel to address
each customer, and the appropriate level of
investment to achieve positive ROI. Those four items,
the “why, how, where and when” are the current
differentiators between good and great operators in
terms of CEM.

As a platform that integrates with existing CSP
systems, analytics provides a very full picture of every
aspect of the customer. No relevant data is left
behind. That alone is a singular achievement.

Today there are many silos within a CSP. One group or
individual owns retention. Someone else owns
analytics in general. End result: Customers are
bombarded with diverse of messages from different
groups within the same provider.

The data has been disparate for so long that it is a
challenge for CSPs to build a coherent proposition or
response. Trying to cobble it together piecemeal is
time-consuming and counter-productive. 

With actionable analytics, providers have the flexibility
to actively pursue CEM in different and more powerful
ways. They can build that 360-degree view of the
customer by pulling all the different information
together and creating a holistic view. If you’re a cable
provider, for example, that’s not straightforward
because revenue generating units may be owned by
distinct lines of business. For instance, voice is
managed separately from TV.

Another critical addition is to integrate third party
information and understand what customers are doing
outside their relationship with their CSP. While many
purchase third party data, most are using it in more
traditional ways.

VanillaPlus: So where are CSPs today?

CC: They’ve understood the value of the data they
generate and hold, and the big data plans we have
seen are generally a good first step, though very
difficult to achieve on their own. Data is only data no
matter how big it is. The value comes in being able to
apply the right analytics to gain insights that make a
positive difference in the customer experience, which
in turn, improves operator profitability.

Advanced CSPs are moving toward centralised
management of data and the use of analytics to drive
increased customer satisfaction that reduces churn
and broadens profit margins. They recognize that the
siloed approaches can no longer work. 

VanillaPlus: How does technological evolution
present challenges and opportunities?

CC: Technology must advance at every layer and big
data technologies like the Spark platform are
important for faster, more efficient data ingestion. In
addition to our own proprietary technologies,

Razorsight has been an early adopter of big data
innovations such as Hadoop, and more recently Spark. 

Hadoop obviously made a big splash and was a game
changer in terms of enabling the management of large
amounts of data. Spark brings it one level closer to
reality but there is still much work to be done. It still
isn’t ideal for customer-level real time data processing,
for instance, which is an area that CSPs are seeing as
an emerging requirement.

VanillaPlus: Razorsight developed the industry’s
first mobile apps for real time predictive
analytics. What have been the results of those
application deployments?

CC: The results are phenomenal – churn reduction of
between 5% and 15% is common and far greater results
will come as usage matures. There are very specific
reasons why Razorsight alone can deliver such results.

Razorsight Predictive Analytics goes beyond the
capabilities of traditional descriptive or heuristic
analytics to provide proactive, ideal treatment
optimisation for the customer based on his or her
needs, interests or issues. In addition, by
incorporating live streaming data, we provide the
power to see inside the customer’s mind in real time.
Rather than wait for the technology to emerge, we
have combined the power of predictive and real time
analytics into one product, and enabled these
capabilities across multiple devices such as
smartphones and tablets. The user can now see and
take action on a customer event instantly and
uniformly across all channels.

Tailoring at the product level is important, too. Our
core product – RazorInsights – is available in four
modules that meet the specific needs of four key
groups within a CSP: Marketing, Finance, Operations
and Digital Media. Users in each group can see
specific views of the customer relevant to their area of
responsibility in CEM. 

They also get the big picture, not just of churn metrics
but overall financial metrics. Razorsight’s apps serve
needs from the c-level down to the execution level.

VanillaPlus: What’s next on the horizon?

CC: Addressable advertising, using real time
predictive analytics to deliver one-off ads that promote
a product or service that the customer has a proven
interest in, looks to be a great opportunity. About half
of the set top boxes provided by cable companies in
the U.S. are addressable, which means advertising
can be provided on an individualised basis to
dramatically boost sales conversions – and not
incidentally CEM, too, contributing to a positive
customer experience that increases loyalty. This isn’t
only an opportunity for cable companies. I see it as a
huge growth area that trickles over into digital media
and mobile operators.

But addressable advertising is, of course, just one
factor in the CEM equation. At a broader level,
communications and media companies are moving
toward an all customer service orientation based on
analytics. With real-time predictive analytics
functionality, they can ensure a superior experience
that makes heads turn instead of churn. www.razorsight.com



The days of one-size-fits-all service levels in telecoms are rapidly coming to an end. Falling
revenues from traditional voice and text services are driving CSPs to focus on high value
customer segments, in particular large enterprises that deliver significant revenue as well as
long term, high-spending customers and family groups, writes Erik Couture

hile CSPs might spend millions of
dollars on advertising campaigns,
tweaking their brands to target these
sectors, enhanced customer loyalty and
higher revenues will only come from
maintaining and improving the day-to-

day service reality that users actually experience.
Achieving continuous service satisfaction and
enhancements is what engineers might call a non-
trivial problem. However, it’s one that needs to be
solved. After all, resolving it could be critical to future
profitability, yielding rich dividends. How should CSPs
start addressing this problem?

Identify your best customers
– and try not to lose them
We’re all familiar with the high costs and effort involved
in winning back a customer who has churned away to
an alternative CSP. These overheads are costly
enough where a single customer is concerned. If
instead it’s a large corporation regularly spending large
sums on premium VPN services or international voice
and data traffic, taking the resultant cut to the bottom
line can be a painful experience. Put simply, CSPs
can’t afford to lose such high-value accounts. Large
corporate accounts represent hard-won assets: they
must be protected and nurtured. It’s a far better
strategy to invest in appropriate CEM systems and
tools to ensure that any service issues don’t
accumulate to create churn in the first place.
Customer satisfaction is paramount.

Why quality of service matters
Numerous market studies have shown that quality of
service factors – and how they’re interpreted by
customers – are the single most important predictors
of user satisfaction. In many cases, customers can
tolerate temporarily degraded service qualities – if
they’re proactively alerted in advance to specific
geographic or service-specific issues or, again
proactively, offered bill reductions or free service to
compensate for any impact on their experience. It is
however only possible to adopt these kinds of tactics
if you have service assurance systems that can
identify potential service-affecting anomalies before
they hit the customer. Such systems need accurate
information that provides the required service
performance data, which, in turn, delivers insight that
can be used to support active, agile account
management and a more customer-centric orientation.
Moreover, these insights will lead to enhancements in
overall network quality, to the benefit of all customers.

Similarly, these insights also improve return on
investment on network investments, enabling them to
be targeted to the places that will repay the maximum
dividend – both in terms of revenues and customer
experience. Moreover, the same information can yield
insights that allow new service offers and
enhancements to be delivered to key customers.
Delivering better customer satisfaction is key – but it’s
just the initial step in a journey towards putting the
customer first and delivering services and packages

Why CSPs must focus on the
most profitable customers
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“Real-time network
insights help target

investment and
enable CSPs to

proactively manage
service quality for
their customers”



that really meet their needs. Information obtained from
service assurance systems enables such processes to
be created, based on objective information and not
guesswork. Real-time network insights help target
investment and enable CSPs to proactively manage
service quality for their customers.

Embark on the customer-centric journey
As the services, applications and content that our
industry delivers to its customers become ever richer
and more sensitive to disruption or delays, it’s critically
important for CSPs to make changes to their own
systems and processes to not only deal with emerging
service vulnerabilities, but also to take an aggressively
proactive approach to improving the customer
experience for their chosen target segments. 

Implicit in this is a requirement to first gather data in
format- and vendor-agnostic ways from multiple
sources across the service or content delivery value
chain, spanning all relevant parts of the infrastructure.
By converting this data into standard business objects
reusable across different platforms, it becomes
possible to expose it to all relevant supporting systems
across the entire OSS/BSS environment. In turn, this
enables the interpretation of the collected data, driving
insight and improvement in vital areas, such as
customer account management, as well as providing
tactical information on user behaviour that can then be
used for upselling new tariff plans, new devices and
for enabling the targeted delivery of new services,
tuned to actual user needs.

The increasingly critical role of service assurance
means that gathering and delivering such information
to the right systems has become a fundamental
aspect of a CSP’s business. Quality of service, which
is the foundation of service assurance, accounts for
more than 50% of the influencing factors in customer
experience. If customers experience poor service
quality, all other efforts CSPs make to influence their
experience will be wasted. CSPs therefore need to
implement service assurance and optimisation
programmes in a cost-effective manner.

If CSPs don’t deliver the right quality to the right users,
other investments will be seriously undermined.

CEM is a vast topic. It involves all aspects of the CSP’s

organisation and can consume many resources. As
such, it’s essential to minimise risk and to focus
investment where it can deliver the most immediate
returns – and support a customer centric strategy that
targets the most valuable customers. While the
integration of multiple sources of data for different
platforms to consume is one option, another is to deploy
a standalone platform that performs all of these tasks,
including the presentation of data to other solutions.
Polystar provides both standalone and fully integrated
solutions that can be deployed quickly to collect the
information required to support such a programme.
They include integrated CEM functionality and can be
used to deliver subscriber, customer and marketing
analytics, which enable CSPs to build new offers and
specialised programmes for their customers, and to
enhance network quality and optimise investments. 

New services, new technologies, new devices
lead to new assurance strategies 
Today, there is a wide diversity of equipment and
infrastructure in a CSP’s network, spanning 2G, 3G,
4G and carrier wi-fi. In addition, there is also a
multitude of backhaul, switching and transport
techniques employed as well as third party OTT
content and applications. This can appear to present
insurmountable problems when it comes to
developing appropriate assurance systems able to
present a single, integrated perspective to monitor
the customer’s experience as they move between
different communications environments. Help is at
hand. Polystar provides a complete solution to kick
start CEM programmes, delivering immediate
ROI and helping CSPs focus on the most
pressing problems.

Data integration issues have long been recognised as
probably the major headache confronting CSPs and
their suppliers. If you need to have reliable, multi-
service, multi-technology access to a consistent view
of a single customer’s experience – historically, in real-
time and even predictively – then your assurance
system supplier must be able to collect and aggregate
data from other vendors’ systems and probes, and
abstract and integrate that in intelligent and
dynamically real-time ways. Polystar’s strategy of using
open system principles wherever possible simplifies
the data integration overhead, while simultaneously
freeing the CSP from vendor lock-in.     

4 3September 2014

www.polystar.com

“If CSPs don’t
deliver the right
quality to the
right users, other
investments will
be seriously
undermined”
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WE HELP CSPS:

•  examine the competitive dynamics for 

technologies in the telecoms market

•  identify where CIOs and senior IT 

influencers within CSPs are investing

•  evaluate telco best practice for 

improving customer experience by 

customer segment

•  determine methodologies for 

personalizing services, and monetizing 

customer and operational data 

•  analyze the vendor landscape for IT 

services sold to CSPs.

Contact us to find out 
how we can help your 
business:  
enquiries@ovum.com

Make better business-
critical decisions
Ovum’s Telco IT research evaluates the challenges 

facing communications services providers (CSPs) 

as they transform their IT systems, software and 

business processes. 
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Customer experience provides a means for CSPs to set themselves apart from their rivals,
but the task is not straightforward, writes Jarkko Multanen 

ompetition in the communications industry
is intense and CSPs are looking for
differentiation. As traditional communication
services revenues decline, CSPs look for
new revenue streams by focusing on
innovative applications, cloud centric

strategies, interactive and video centric services, and
M2M services. To maximise their revenue opportunity,
CSPs look for ways to personalise their service plans
around specific consumer activities and behaviours
such as video sharing, online gaming or live content
streaming, and to promote them accordingly. 

However, when every CSP has similar networks and
services, they can only separate themselves from the
pack by offering superior customer experience. The
company that manages to do so can be more
efficient, more proactive and ultimately more
innovative than its competitors.

Legacy CEM solutions suffered from myopic vision
and were either too network centric, like the extension
of performance management amd assurance
solutions, or too front-end facing such as the
extension of CRM solutions and business intelligence
applications. What these solutions lacked was holistic
balance between network performance and the
subscriber view of service performance. Therefore, it is
no surprise that these solutions failed to successfully
connect the dots between network performance
measurement and its implication on customer
experience. Next generation CEM solutions need to
evolve and bridge the gap between network
performance and customer experience but also cover
five key actions: predict, control, respond, improve
and optimise. These activities need to be correlated
and managed in real-time, utilising advanced analytics,

and align subscriber expectation, network
performance and operating capabilities.

Since communications services operate in real-time,
the impact on customer experience is more immediate
than in other industries. The CSP that best anticipates
end-customer requirements, improves responsiveness,
provides a more personalised level of service and, and
intelligently manages its customer's experience,
should reap the benefits of lower operational costs,
increased customer loyalty and higher profitability.

Next gen CEM solutions need to help service
providers optimise their network by focusing on the
experience of key customer segments and should be
QoE (Quality of Experience) driven. QoE monitoring
should calculate the quality of experience (QoE) of
subscribers, identifying the business impact of the lost
revenues and costs that stem from poor service, in
order to provide recommendations to improve the
QoE and optimise ROI for each customer segment.

QoE driven next gen CEM solutions will play a central
role in accurate, realistic and proactive operational
planning capabilities, which will not only enable the
correct sizing of the future network, but also help
service providers to reduce capacity shortfalls,
minimise order fallout and increase efficiency by
identifying under-utilised network resources. Next-
generation network planning tools also need to evolve
and support adjacent areas that involve revenue
generation and assessment of operators' network
profitability. With global economic conditions
worsening and service providers struggling to
understand the profitability of the network, there is no
doubt that a next gen CEM solution is well positioned
to play a central role in service provider infrastructure.

CSPs rely on superior
customer experience to
create differentiation

C
The author, Jarkko
Multanen, is chief
executive of Accanto
Systems

www.accantosystems.com
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Real-time, Predictive 

Customer Insights
The superior service experience.  It's what customers value most. 

And why the world's biggest brands in Communications

Razorsight - the Clear Choice in Cloud Analytics
www.razorsight.com

With RazorInsights, you can: 
 * Deliver an experience that builds customer loyalty 
 * Convert "churn" to sales

 * Identify and resolve issues on the first call

RazorInsights automatically organizes disparate data to identify hidden trends
and improve First Call Resolution (screenshot from live demo). 
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Upcoming events
Big Data Worldshow
9-10 September, 2014
Kuala Lumpur, Malaysia
Organiser: Olygen
bigdataworldshow.com/malaysia2014

Super Mobility Week
9-11 September, 2014
Las Vegas, USA
Organiser: CTIA
www.supermobilityweek.com

M2M Zone (collocated
with Super Mobility Week)
9-11 September, 2014
Las Vegas, USA
Organiser: Horizon House
www.m2mzone.com

4G World 2014
9-11 September, 2014
Las Vegas, USA
Organiser: UBM Tech
www.4Gworld.com

Telco Big Data Summit USA
10 September, 2014
Las Vegas, USA
Organiser: Informa
usa.telcobigdata.com

Software Defined
Enterprise World Forum
10-11 September, 2014
London, UK 
Organiser: Informa
softwaredefined-enterprise.com

Mobile Video Summit
22-24 September, 2014
London, UK
Organiser: IQPC
www.mobilevideosummit.com

Customer Experience Management
in Telecoms European Summit
22-24 September, 2014
Vienna, Austria
Organiser: IQPC
www.cemintelecomseurope.com

Telco Cloud North America 2014
6-8 October, 2014
Dallas,USA 
Organiser: Informa
northamerica.cloudworldseries.com

LTE Voice Summit
7-8 October, 2014
London,UK
Organiser: Informa
voice.lteconference.com

Telco Big Data Summit
12-13 November, 2014

Barcelona, Spain
Organiser: Informa
telcobigdata.com

D I A R Y

DRIVING PROFITS FOR COMMUNICATION SERVICE PROVIDERS

www.vanillaplus.com

VanillaPlus
Website



Whatever your key KPI: 
ARPU, churn, NPS or First Call Resolution, having 
a happy customer will help ensure you hit your 
targets every time.

Delighting customers means having a network that performs 
well across multiple technologies, vendors and ever-changing 
customer demands. A network which makes customer insight & 
performance data available across the business, in real time, and 
a network which builds loyal customers who do more and spend 
more. We call this a Happy Network.

Talk to us 

 



Can OSS/BSS
become the efficient

collaboration
platform that

enables CSPs to
profit from OTT?

Why CSP insights can
deliver the right video

service quality

Is OTT the end of
the telephone line?
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CSPs’ attempts to generate revenue from their OTT partnerships have perhaps been less
successful than anticipated. But what if a change of focus could change all that? Operators
should shift their approach away from deals with large OTT brands and collaborate with a
much wider range of partners because generating a small amount of revenue from a large
number of business partners looks like a sound business case, Alex Hawker, general
manager for EMEA at AsiaInfo tells VanillaPlus

anillaPlus: CSPs generally view OTT
partnerships as useful for attracting
and retaining customers, but are these
partnerships really moving the revenue
needle?

Alex Hawker: Many CSPs are very interested in OTT
partnerships. There’s a strong motivation for bundling
certain OTT services with mobile data plans to make
them more attractive to consumers and create
differentiation. That’s seen quite a lot of partnerships
created already, typically between mobile operators
and music and video providers.

There’s also been lot of interest from CSPs in
generating new revenues from these arrangements,
and they have a lot to bring to the party. They can
bundle the service with a data plan, they can market a
service to their customer bases, they can enable
billing and charging and they can share customer
insights with their partners.

That capability leads to the idea of multi-party mashup
services with revenue sharing between the OTT and
the CSP. However, in practice it seems this is not
turning out quite as CSPs might have hoped. We’re
hearing that many operators are finding it difficult to do
commercial deals with OTTs that really do move the
revenue needle. Part of that is because there isn’t
much revenue generated by the smaller OTTs and the
large OTTs, such as Facebook, don’t feel the need to
agree commercial deals with CSPs.

VP: What needs to happen for CSPs to create a
workable business model for engaging with the
smaller OTTs?

AH: A lot of operators are trying to focus on a limited,
manageable number of OTT partners but the research
we have commissioned with consultancy firm
Northstream suggests there is a stronger business
case for doing more deals that may be smaller. The
firm, based on relatively conservative assumptions,
estimates that there is €2bn of net cashflow to be
generated over a three year period for operators in
western Europe, but only if the cost of supporting OTT
partnerships is reduced using a B2B collaboration
platform. That’s basically €2bn of profit, after
investment in a collaboration platform for CSPs.

However that collaboration platform is essential
because the figures rely on CSPs having a lot more
partners; therefore greater automation needs to be
applied to the onboarding of partners and the creation
of commercial agreements. 

That becomes an IT issue – how do you manage the
IT to add value to a lot of partners without creating
complexity and cost? The traditional way of hand
cranking the CSP’s IT systems to offer a specific
mash-up service with an OTT partner is not scalable,
and efficient IT infrastructure is required.

VP: What value can a mobile operator bring to
its OTT partners to justify revenue share and
investment in the necessary IT platform by CSPs?

AH: One of the obvious things is that OTT content
providers generally operate on a subscription basis
with credit card payment. A lot of people don’t have
credit cards, but CSPs can handle those payments
using their pre- or postpaid charging and billing
systems. That, therefore enables the OTT to sell to a

CSPs need efficient collaboration
platforms to enable more OTT
partnerships – and generate
profit from each

V

�



5 1September 2014

segment of the market that it couldn’t previously
address.

CSPs can also make OTT services attractive by
bundling data charges with the subscription, so
customers feel more comfortable using the service
without worrying about how much data they are using.
This makes the OTT service more attractive
to consumers.

It’s also possible to do other types of charging such as
usage-based charging for one hour of a music service,
for example. Variations include overage charges or
enabling the service to be used for free in a specific
location or at a specific time.

All of these things can be done by CSP billing and
charging platforms but not by the OTT. The CSP can
create much more interesting offers and can also
promote the OTT service to the right subscribers and
share customer insights through their business
intelligence capabilities.

A lot of the added value relies on using the internal
capabilities of CSPs’ IT platforms, enabling the creation
of mash-up services which are worth more than the sum
of their parts. It might not be worth vastly more but it will
be worth more. In the past, CSPs have tried to charge
too much for access to APIs – for example location,
where the OTTs have found workarounds which don’t
rely on the CSPs APIs. That particular opportunity for
CSPs is now gone, but there are others mentioned
above.  I think the lesson is that CSPs need to be in a
position to offer much more reasonable charges for
using their APIs, and that means they need an efficient
collaboration platform.

VP: What is preventing CSPs from adding this
value to OTT partner services?

AH: CSPs will say they have the IT
capability to do this but they don’t
necessarily have the capability to
do it at large scale, so doing it
for a lot of partners is a big
headache. When it comes
to music and video
partners, CSPs will
typically not want

Alex Hawker: A lot of the added
value relies on using the internal
capabilities of CSPs’ IT platforms
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many, but other OTT partners such as retailers or
advertisers could represent a large market. 

  The Northstream research highlights that CSPs can
really make money serving these partners with
sponsored data if there is volume. If the CSP has
hundreds or thousands of partners there is a
business case but it can only happen with the right
IT infrastructure. 

Many CSPs today have got stuck on the commercial
challenge of working with OTTs, and the IT issue has
been secondary.  However, once you change the
business approach to doing more deals with less
revenue per partner, then CSPs need to overcome the
cost barrier by deploying an OTT collaboration platform.

AsiaInfo has our Veris Open Operational Platform
(O2P) which enables operators to open up their IT
systems and publish APIs for use by OTTs. The
platform has been deployed at China Telecom since
2011 where it is used to generate $200 million of
revenue per month through all kinds of OTT partnerships. 

VP: How can IT transformation improve the
business case for OTT partnerships, and by
how much?

AH: We estimate that compared to the cost of doing
one-off integrations the cost involved in OTT
partnerships based on such a collaboration platform is
only about 10%. Of course, there’s an initial
investment in the platform that needs to be made by
the CSP but, once that’s done, OTT partners can
register on the platform and do a lot of the work
themselves.

Once the one-off investment is made, the cost of
adding partners goes down dramatically. New
partners can be brought on board more rapidly and
more cheaply. It might take one month instead of six
so time to revenue is reduced.

The CSP remains in control because the platform
enforces the business processes and that all helps to
reduce cost. The collaboration platform for smaller
CSPs really can make the difference between losing
money because the management and IT overhead of
OTT partnerships can make them unprofitable.

VP: CSPs often comment that commercial
considerations are a bigger barrier than IT, in
which case is there any point in investing in IT

transformation to enable OTT partnerships?

AH: Everything comes back to the business case
which has two sides. The first is revenue – how can
the CSP add to the OTT business case and generate
more value. An OTT collaboration platform helps on
the revenue side because it exposes CSP APIs which
OTTs can use to make their services more attractive
and generate extra value. On the cost side the
platform helps because it significantly reduces the
cost of each partnership. 

That allows the CSP to be less ambitious in the amount
of money it needs to charge each patner. Instead of
making cripplingly expensive demands, the CSP can
offer something much more attractive to the OTT.

Everybody tends to think about music and video and
social networking and the big OTTs like Spotify, Netflix
and Facebook and, if that’s the target, it’s no wonder
CSPs are challenged to do commercial deals. Outside
of those, though, there are a lot of options for OTT
partnerships out there. People use a lot of different
video services, for example. There is an opportunity to
work with not just the big companies. For example,
there is going to be another Facebook at some point,
so there will be up and coming social network OTT
providers who would want to work with CSPs to expand
their reach, as long as it is made effective and easy.

There are also many OTT content providers such as
magazines and news sources who want to reach a
CSP audience. If a CSP can bring those on board at
scale and work with a lot of partners the figures
Northstream predicts are reasonable.

Similarly, with sponsored data, you are working with
a partner that is willing to pay for data. There’s
always the argument with sponsored data that
you’re replacing retail data revenues from end
customers with wholesale data revenues from OTT
partnerships but this ignores the fact that if you
make a service easier and cheaper to use, more
people use it more often. It’s therefore not necessarily
substitutional revenue, but additional revenue. That
needs to be seen to play out in the market but it is
starting to happen.

The concept of generating small amounts of revenue,
enabled by an efficient OTT collaboration platform,
from lots of partners is the way in which CSPs will
transform their approach to OTT and really move the
revenue needle.

Many CSPs

today have got

stuck on the

commercial

challenge of

working with

OTTs, and the

IT issue has

been secondary

www.asiainfo.com
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t's not as if the firms that innovated so heavily in
mobile have nothing to bring to this party. CSP
assets include bandwidth, quality of service, policy
control – even deep hoards of customer data for
data analysis, but the struggle is not equal,
observes Sheridan Nye, senior analyst at Frost &

Sullivan. Many successful OTT services come from
huge brands such as Netflix, Apple and Facebook. 

"Inevitably these companies are leveraging their
market power to put pressure on the supply chain,"
Nye says. This means CSPs are already expected to
support some OTT services, and subscribers will not
support them if they choose not to do so. They need
each other just as much.

When it comes to negotiation, OTT service providers
play hardball. Netflix trashed the reputation of Verizon
during one recent battle, while Apple's move to create
its own CDN and connectivity investments such as

Facebook's $19 billion WhatsApp acquisition tell
CSPs they "cannot rely on monopoly in ownership
of network infrastructure and spectrum licences,"
says Nye. 

Smaller OTT service providers can be good partners,
but how can you tell who will win and who will fail?
Such services tend to grow hugely almost overnight,
and lack the funds for CSP deals until that night
comes.

"The large internet companies aren't interested in
these services because of their technology but
because they have attracted incredible volumes of
users in a short time," notes Chad Dunvanant, vice
president at CSG International.

Within this fluid and fast-changing environment the
opportunity for CSPs to use their network as leverage
is shrinking, instead they must figure out how they can

Is OTT the end of
the telephone line?

Gordon
Rawling:
CSPs will enable
developers to create
applications for their
customers without
having to invest in
heavy network
infrastructure

I
CSPs need revenue and OTT operators need bandwidth, but what can the formerly innovative
carriers bring to the digital OTT natives that can make them both money, asks Jonny Evans?
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motivate partnerships with OTT players. 
OpenCloud head of marketing, Mark Windle says
CSPs need to get OTT about OTT. 

"To turn things around requires a fearless decision to
compete – and to compete not on outdated telecoms
terms, but on the fast-paced, customer-centric
innovative terms of modern service providers," he says.
"That means thinking not of standard, plain vanilla
VoLTE, but aiming for something more competitive." 

A February OpenCloud survey suggests that the OTT
customers aren't yet fully committed, around 60% of
them aren't sure if CSPs or OTT providers are best for
what they already use. "VoLTE offers operators
significant strategic opportunities to get back in the
game if they play to their main strengths and acquire
new skills," said Windle.

There is a definite need to become more competitive.
"Operators will be forced to move product launch
times into days or even less to combat competitive
threats," adds Dunvanant.

Some CSPs hope guaranteed service provision will be
the golden ticket. They hope that by offering such
guarantees they can convince some OTT service
providers to reach cough up some cash, though net
neutrality regulations may undermine such attempts,
prompting new industry groups such as the Mobile
Video Alliance. 

CSPs are under pressure to "create packages that
deliver additional value to the OTT providers by helping
them to improve the customer experiences," says
Guavus chief technologist, Ben Parker. "CSPs are
sitting on a mountain of useful information they could
sell to OTT providers," he notes, nodding to the
potential big data analysis value of the mountain of
subscriber information CSPs' possess – customer
demographics, behaviour, location and billing history.

This information has "the potential to create future
revenue opportunities, such as transparent opt-in micro
segment marketing and location based services,"
notes Chris Halbard, executive vice president and
president, international at Synchronoss.

Nye adds: "CSPs can use application performance
data to optimise network configuration and drive
customer experience management, for example – a
valuable differentiator for OTT content providers.
Further opportunity lies in figuring out how to sell on
information to a wide variety of commercial and public
interests, such as retailers, brands, urban developers
and transportation providers. Mobile advertising is a
burgeoning area of operator investment – the Weve
alliance of UK operators for example, and Telefónica’s

acquisition of Axonix earlier this year." 

But CSPs are not moving fast enough to exploit this
data because of confusion around privacy restrictions.
While they dither, OTT operators are using consumer
opt-ins to collate similar data themselves, warns Nye.

Parker sees CSPs setting up toll free data services.
"Another example is something we are already seeing,
whereby carriers are beginning to set up new toll free
data services for content providers, such as the one
announced by ESPN; whereby OTTs pay for a
specialised access line so they can provide
subscribers with a higher quality of service," he says.

The existing consumer billing relationship is another
asset, yet consumers migrate between services in
search of convenience or for a better deal. To maintain
the billing relationship beyond a fixed contract CSPs
are under pressure to subsidise handsets. "It seems
likely CSPs will get quite sophisticated about tailoring
special offers to customers that have value to OTT
content providers and other third parties," says Nye.

Luc Vidal-Madjar, senior strategy and business
development manager at BIC explains: "CSPs could
also monetise OTTs’ audience through mobile advertising,
eventually combined with location-based intelligence." 

CSPs do have the advantage of being able to embed
features on their network, rather than relying on on-
device apps. This makes it possible for them to offer
highly secure and scalable solutions for smart homes,
health and cars. CSPs are moving to offer developer
APIs for network-based solutions of this nature,
hoping to foster further innovation in OTT services, but
from their side of the network divide.

Gordon Rawling, the senior marketing director EMEA
for Oracle Communications, points out: "By hosting
OTT apps on Infrastructure as a Service (IaaS)
platforms, for example, CSPs will enable developers to
create applications for their customers without having
to invest in heavy network infrastructure. In this win-
win scenario, CSPs can monetise the cloud as a
venue for innovative service development, while OTT
providers can side-step the investment into expensive
in-house servers and take advantage of CSPs’
network quality to develop the most engaging and
scalable applications possible."

Despite all the opportunities they do possess, there's
no room for complacency, warns Nye: "CSPs must
transform quickly to respond to the threat from digital
natives while protecting existing customers from
disruption. Network operators are well aware that at
stake is their relevance in the all-digital, connected-
everything world.”

Mark Windle:
To turn things
around requires a
fearless decision to
compete

Chris Halbard:
There is potential to
create future revenue
opportunities, such
as transparent opt-in
micro segment
marketing and
location based
services
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U N D E R S TA N D I N G  O T T

CSPs attempts to crack the OTT conundrum resemble early attempts to solve a Rubik’s Cube
puzzle, writes Martin Bedford

ince being launched in 1980, an estimated
350 million Rubik’s Cubes have been sold.
With 43 quintillion (43 followed by 30 zeros)
starting positions, the thought that it could
be completed using simple algorithms in as
little as 20 moves and in under six seconds

would have been ludicrous. For some the solution
involved peeling the stickers off and reapplying them on
matching sides. For others the answer lay in  breaking
the Cube apart and rebuilding it. Both approaches lead
to a quick fix but did not improve the owner’s ability to
solve the problem or learn from the experience.

In many ways this is the same dilemma facing CSPs
as the CSP domain now embraces OTT and pushes
forward in establishing myriad increasingly complex
partnerships to deliver a widening range of OTT
services. CSPs covet this differentiation to remain
competitive in both their existing customer base as
well as attracting new customers. Embracing Direct
Operator Billing meets the demands of both
simplifying the customer experience as well as
providing the OTT players with a settlement platform
which they typically do not have. Simplicity for the
customer however does not necessarily mean a
straightforward business model for the operator.

Telefónica for example is focused on delivering
innovative products andservices, covering key sectors
such as finance, M2M, video and media, cloud,
advertising and apps – joint development offerings for
Firefox and Evernote illustrating non standard
partnership arrangements. For others such as du,
digital services focus specifically on local relevant
content and offerings for the Arabic market. Many
CSPs are concentrating on bundled service offerings
using a plethora of OTT partners.

The issues to overcome are by no means uniform;
with non-standard service partnerships, multiple
device support, diverse charging methods such as
sponsored data and a focus on quality of delivery,
CSPs are faced with a mixed up Rubik’s Cube of
variables that needs a solution. For some the
approach may involve a degree of sticker re-alignment
for billing support, the solution being quick and dirty.
On the surface all challenges are solved, but today’s
models are not set in stone. Some partnerships will
succeed whereas others will fail, industry focus and
innovation will fluctuate, some operators may launch
their own OTT-like services. To solve the Rubik’s Cube
efficiently and effectively, a structured flexible, future
proof design and framework approach is optimal.

The ability to model, manage and settle with partners
that drive these new opportunities and revenue
streams is essential. It becomes clear that retail billing
does not have the B2B focus that is needed, whereas
many legacy interconnect platforms are too focused
on transactional settlement. This is not the world in
which these support the new dynamic agreements
with 21st century partners operate in. CSPs need to
be able to build robust yet extremely flexible and
innovative contracts to model their relationships and
business models, creating their own unique offering to
set themselves apart from the others in the domain.
Reactivity and adaptability, ensuring speed in
adjustments to such contracts is essential.

Unlike the Rubik’s Cube, the OTT puzzle will not be
solved. Delivering the right applications and service to
customers will continue to evolve and critical to
supporting that journey is a solution framework which
can shift or rotate and match the B2B relations
which emerge.

OTT-
Can it be
solved in
under six
seconds?

S
The author,
Martin Bedford, is
principal consultant
of business and
solutions consulting
at Subex
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When managing video service delivery, mere data isn’t enough to reach higher operational efficiency, the right
service quality level and achieve better customer understanding. You need actionable insights and now’s the
time to act, says Mikael Dahlgren

oday’s sophisticated video delivery and
service monitoring solutions, especially
those covering customer viewing devices –
be it traditional TV sets or mobile devices –
generate vast amounts of data. Millions of
devices are continuously and concurrently

reporting a massive set of parameters 24/7.

Whilst difficult to make sense of, this data can create a
lot of valuable insights for TV operators. These insights
can become the cornerstone for developing an
attractive and growing service, whilst also providing
significant bottom-line savings. To achieve this,
however, you need to be able to extract the actionable
insights of weight by discovering and understanding
patterns that often come in the shape of complex,
non-obvious relations within the wealth of data and
not get stuck in the sheer mass of it.

Two main approaches are available: the generalised
analytics project approach, which is flexible but
lengthy; and, the mission-focused analytics approach,
where domain-specific understanding is incorporated
within ready-made applications that can deliver almost
instant value in select areas.

In the ever-evolving and fast-moving video service
market, time is scarce and speed is of the essence.
With mission-focused analytics you can quickly and
drastically reduce the size and complexity of the data
to levels that make it possible to grasp, visualise and
draw conclusions even on the non-obvious. This
shortens time to insight and enables action.

For a mission-focused analytics solution to support
the extraction of information in the shape of actionable
insights, it must encapsulate sufficient domain
understanding in processing and visualisation. This

must be done without drowning the user in data or
destroying relevant information or relations by over
averaging. If properly executed, such a solution can
provide deep insights in, for example, continuous
service quality improvement processes and trend
analyses, far quicker and more straightforwardly than
if fully generic analytics approaches were applied.

Imagine, for instance, being able to easily detect and
eliminate systematic issues arising from certain
combinations of viewing device, software version,
service type, infrastructure topology and overall system
utilisation. Issues that might have been foiling operations
and customer-care teams over a long period of time;
and, without powerful analytics would have been time-
consuming to identify. In another example, product
management and marketing teams could optimise
channel packages based on objective insights in
channel usage for specific groups of customers.

After a decade in this industry, we know that early and
proactive elimination of problems combined with
service optimisation are the best ways to make
customers advocates of your service; and reduce
costs. With mission-focused analytics approaches this
can be made even easier.

At Agama Technologies, we specialise in empowering
TV operators’ business processes by creating the
actionable insights needed to reach higher operational
efficiency, the right level of service quality and better
customer understanding. This autumn we’re
extending our solution with applications for mission-
focused analytics including exploratory analysis of
service quality and device behaviour, as well as of
media consumption behaviour. Contact us today to
learn how our expertise and solutions can add value
and speed to your service management strategies.

It’s time providers act upon insights to
deliver the right video service quality

T
The author, Mikael
Dahlgren, is chief
executive of Agama
Technologies

www.agama.tv
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know they have to sell tickets for these events, but
don’t you think they over hype them a little bit?
They emerged from the same stable for goodness
sakes. They have so much more in common with
each other than with the money men who are
hyping up their supposed grudge match.

The latest ‘showdown of the century’, which took
place in August in a Las Vegas hotel casino complex,
is between two contestants that look well matched
and have similar styles.

According to a web site, NFV– the network functions
virtualiser - is to be brought together with SDN – the
software definer – in a title decider to see which acronym
is King of the Network. To put the importance of this
confrontation in context, one of the attractions at the
event is described as The Voice Goddess in the
section of the billing where people’s job titles are
usually inserted. One of the other prestigious guests is
described as a Doctor, which is reassuring. (Surely a
doctor’s attendance is usually a health and safety
requirement at any such event. But the organisers
seem to have cleverly turned this directive into a
positive that can be used for marketing the event).

Impressive though the title Doctor is, Goddess has to
be the ultimate job description. I like the brevity of it
too. You have to be brave to go for a single word
description of your job, when everyone else is tending
towards multiple sentence job titles which outline in
needless detail all the regions they cover. As a
goddess she undoubtedly covers heaven earth and
the known universes, but she doesn’t feel the need to
build these into her title.  

The status bit appeals to me. I bet even the Platform
Agnostics, the Design Gurus and the Software
Evangelists feel slightly outranked when they swap
business cards with a deity. 

The Voice Goddess doesn’t seem to be taking part in
any bouts herself. No surprise there – who in their
right mind would want to take on an opponent so
many categories above everyone else? So she is at
the event as some sort of prestigious guest with a

ringside seat. She may well be pressed to say a few
words about how she sees the fight going. 

Drawing on her omnipotence, The Goddess might
well have a very perceptive insight into the strengths
and weaknesses of NFV and SDN. 

When NFV started out on the data centre circuit it
didn’t always punch above its weight. You can’t fault
its flexibility, but it has to make full use of space and
cover every point of the network arena or it might get
pegged. But if NFV can get out to all the physical
locations, it can work its magic and do a number on
its protaganists. It famously made short work once
of Voluminous – ‘Big’ – Data in one bout. Although
I think that was an exhibition match with nothing
at stake.

Still, if NFV can keep mobile and get out there and
virtualise those functions at the right time and in the
right place, it could well earn its money, our godly
ringside pundit might say. (There is a considerable
purse at stake here). However, it mustn’t drop its
guard – which we all tend to do when we’ve got to
keep relentlessly working – and the challenge for NFV
is that it has to cover a lot of ground. The people in
the NFV corner, such as legendary cuts man Service
Provider, will instruct NFV to cover every blade of the
server arena.

To win, NFV will have to be all over the customer’s
premises like a RaaS (a rash as a service).

On the other hand, SDN will want to fight a different
game. Though it came from the same stable as NFV it
now operates in a different domain. If it can work on
separating the network control layer from the
forwarding layer, then we could see some fireworks,
the pundits might say.

When it comes to breaking things down and simplifying,
there is no better pugilist in the network arena than
SDN. But it fights a very different fight from NFV. 

In fact, if they were to work together they would make
a great team. But who’d buy a ticket to watch that?

Is NFV versus SDN the
showdown of the century?

C L O C K I N G  O F F !

The author,
Nick Booth,

is a contributor to
VanillaPlus and a

technology journalist

I
Afterwards they’ll inevitably become friends and work together, reckons Nick Booth
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