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C O M M E N T

Don’t create another
stack even if it’s digital
Transformation is ever more widely recognised as the name of the game in the
sector known – at least until now – as B/OSS. In fact, it’s the only game in town,
writes George Malim

T

ransformation is a buzzword like so many
others that every marketing professional in
the industry has jumped upon and, in the
fashion of the times, digital has been
added to it. However, this isn’t a marketing
tag for simply continuing to sell software under a
cunning disguise. This is a real transformation that
raises real questions, not just for communications
service providers (CSPs) but for their suppliers who
also have to consider who they want to be and
how they’re going to achieve that.
On the facing page there’s a news story about
Ericsson winning a €1bn deal with VimpelCom.
Putting aside the Dr Evil size of the contract, it’s
clear this isn’t a traditional product portfolio sale.
VimpelCom, which incidentally has the potential to
serve 10% of the world’s population, is looking at a
long-term engagement with Ericsson which will see
the vendor supply software – and lots of it –
alongside an array of services.
Ericsson describes the deal as a global IT
infrastructure partnership, network hardware isn’t
included, and VimpelCom is talking excitedly about
the new digital stack the deal will create. The stack
terminology worries me because it draws on the
classic idea of an IT stack of functionalities layered
one on top of the other. A less-defined concept of
pools of IT resources that offer great flexibility is
probably a more accurate description of the new IT
arena but well done to VimpelCom for making the
decision and taking the leap, regardless of what it
calls it.
This then is not a normal telecoms software deal
and VimpelCom is not looking to replicate
traditional activities with its new software. The
company wants to push forward with its digital
strategy in mobile entertainment, Internet of Things
and mobile financial services in addition to
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VimpelCom and Ericsson agree US$1bn software deal
VimpelCom has entered
into a software partnership
worth more than US$1bn
with Ericsson that will
Hans Vestberg:
transform VimpelCom’s
Ericsson’s BSS as
global IT infrastructure.
a service concept,
The partnership
combed with our
services and
encompasses a complete
technology
overhaul of VimpelCom’s
capabilities, will
IT infrastructure across 11
support
countries and 12 time
VimpelCom
zones. VimpelCom will
digitalise and globalise its
business support systems (BSS)
infrastructure using Ericsson software and
cloud technologies.
Vimpelcom describes the project as
creating a digital stack which will
accelerate product and service
development, while the delivery and use of
near real-time analytics, will allow greater
personalisation of services for customers.
In addition, a simpler user interface is set to
enhance the customer experience on all
levels.
Jean-Yves Charlier, the chief executive of
VimpelCom, said: “This marks a
fundamental milestone in our
transformation as we move ahead with our
strategy to turn VimpelCom into a true
digital pioneer. The new digital stack will
help us better respond to our customers
while also centralising and simplifying our
business, creating lean and agile

operations that will result in a more efficient
cost structure across our global footprint.”
As a result of the digital transformation,
VimpelCom’s IT systems management will
become smarter, simpler and more futureready as the company prepares to unlock
new digital services for customers that will
be enabled by an advanced network, able
to support future-proof features and
services, Ericsson says. In addition to a
significant reduction in operating costs, the
improved technology structure will enable
VimpelCom to fast-track its digital
innovation strategy, particularly in the areas
of mobile entertainment, communication,
the Internet of Things (IoT) and mobile
financial services (MFS). Along with a wider
digital service offering, VimpelCom will have
the ability to offer customers customised
offers, a frictionless online service experience
and the speed and convenience of
simplified and fully digital customer care.
With access to 10% of the world’s
population, VimpelCom is particularly active
in emerging markets where customers are
only now beginning to experience the
benefits of 3G and 4G technology.
Hans Vestberg, the president and chief
executive of Ericsson, said: “In a fully
connected world, success for operators
requires performance, flexibility and
efficiency. Ericsson’s unique BSS as a
service concept, combed with our leading

services and technology capabilities, will
support VimpelCom in realizing these
ambitions while positioning the company
for further growth as ICT transforms
industries everywhere.”
The global strategic partnership between
VimpelCom and Ericsson represents both
companies’ commitment to unlocking new
digital services for VimpelCom’s
customers. As a trusted partner, Ericsson
will enable VimpelCom’s end-to-end digital
transformation, which includes the
management and operation of the new
digital BSS environment using a cloudbased digital support system architecture,
with Ericsson’s Revenue Manager at its core.
Yogesh Malik, the group chief technology
officer of VimpelCom, added: “The future is
about being real-time, customising our
offerings, and making them relevant and
engaging for our customers as they
navigate the digital world. This technology
shift is a huge leap forward for VimpelCom
and forms part of our strategy to transform
into an agile business that understands our
customers and answers their digital needs.
Only by investing in the latest technology
and going fully digital will we be able to
provide these innovative and competitive
services across the group. The pioneering
digital stack technology will allow us to
deliver new digital services that will be
enabled by future networks, including 4G
and beyond.”

Wipro and Etiya announce strategic partnership
Wipro has announced a strategic
partnership with Etiya, a provider of
services to transform communications and
digital service providers’ businesses. The
joint solution, offered by Etiya and Wipro,
provides communications service providers
(CSPs) with capabilities which allow them
to deliver digital services that address the
requirements of the future market and
customer expectations. The customer
experience elements are focused on
domains such as sales and marketing,
omnichannel access, social listening and
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analysis and B2B extensions.
The functional coverage provided is across
offer design, order capture and order to
bill, with multichannel interactions
integrated with a library of use cases that
enables seamless digital transformation.
The omnichannel commercial offering
enables CSPs to receive a unified
experience at every touch point. The Etiya
Telaura suite, integrated with Wipro’s
RAPIDs platform, is set to enable CSPs to
transform into DSPs thereby providing

digital experiences to their subscribers.
“This partnership brings together Wipro’s
in-depth knowledge of CSPs and the best
of Etiya’s product capabilities and will help
in facilitating the delivery of the complete
business and operations support systems
to customers as well as help in exploring
new market opportunities,” said Anil Jain, the
senior vice president of communications at
Wipro. “The joint product solution will also
focus on enabling better business agility
and operational flexibility with minimal
impact on the CSP’s business operations.”
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CSPs now taking a bitesize approach to BSS transformations, says survey
A survey of more than 100
communications service provider (CSP)
respondents has highlighted a change in
CSPs’ BSS (business support systems)
transformation strategies. There is a clear
move towards smaller projects, with
shorter timescales and reduced risk for
CSPs with individual use case based
solutions and adjunct systems seen as the
most effective way to overhaul BSS.
The study, carried out by Openet, reveals
the main reason that CSPs are
transforming BSS is to provide the platform
to develop, deliver and monetise new
digital services. The survey showed that
the traditional method of a big bang
approach to transformation is now seen as
the least effective approach to
transformation.
The survey reveals an adjunct systems
approach – the switch to real-time
charging as an adjunct to existing billing
systems – is seen as having significantly
shorter timescales than traditional

transformation projects. This has led to
46% of CSPs forecasting this approach as
taking 6-12 months, with 42% looking to
implement within 3-6 months. This move to
smaller, more agile projects was
demonstrated by the fact that CSPs view
solutions for individual use cases being
seen as a very effective approach to
achieve transformation. The use cases
which were deemed most likely to have
individual solutions were VoLTE charging
and quality of service, management,
intelligent upsell, real-time usage alerts,
sponsored data and shared data.
Historically transformation projects have
been lengthy, expensive and have had a
high failure rate. 68% of operators know of
BSS implementations that have failed. The
cost of faltering BSS projects varies
between CSPs. 50% put the cost between
US$5-$20m, and 10% put the cost at over
US$100m. However, the impact of failed
BSS projects is felt mostly in marketing and
product development. CSPs see the main
impact of BSS failures as new products

being delayed (80%), an
inability to react to
competitive advances
(64%) and then an overall
opex cost increase (62%).
“Operators are feeling the
reverberations of the
Barry Marron:
digital transformation
CSPs feeling the
reverberations of
going on around them
the digital
and want a piece of the
transformation
action. Whilst the likes of
going on around
Google, Netflix and
them
Amazon forge ahead,
operators are encumbered by legacy
systems,” said Barry Marron, the vice
president of marketing at Openet. “It’s now
imperative that operators can access and
use real-time automated systems,
becoming truly data driven. The days of
transformation projects taking years are
being consigned to the waste bin. The next
phase of transformation within operators
now has to be measured in a matter of
months.”

Online transaction fraud to more than double to $25bn by 2020, finds Juniper Research
A new study from Juniper Research has
found that the value of online fraudulent
transactions is expected to reach $25.6
billion by 2020, up from $10.7 billion last
year. This means that by the end of the
decade, $4 in every $1,000 of online
payments will be fraudulent.

Sale) locations in the US is likely to be a
key factor driving activity in the online fraud
space. It argued that the greater security
afforded by CHIP and PIN would persuade
fraudsters to switch their attention from the
in-store environment to the CNP (Card Not
Present) space.

The study, ‘Online Payment Fraud: Key
Vertical Strategies & Management 20162020’, found that the implementation of
CHIP and PIN services at POS (Point of

The study claimed that eRetail would be
particularly susceptible to online fraud, with
the value of fraud in this sector increasing
at twice that of banking and seven times

that of airline ticketing. The research
highlighted two key areas for fraud within
eRetail: buy-online, pay in-store and
electronic gift cards.
“A few larger airlines claim that they have
reduced eTicket sales fraud to less than
0.1% or 10 basis points of revenues,” said
research author Gareth Owen. “When
thwarted, however, fraudsters quickly
move on to easier pickings such as
frequent flyer fraud, for example.”

NEWS IN BRIEF

Real Impact Analytics secures €12
million in first round of funding

service providers and has five offices around
the world.

Real Impact Analytics, a telecoms big data
company, has closed a €12 million
investment round. It is led by venture capital
funds Fortino Capital and Endeit Capital,
together with Gimv, through its Gimv Arkiv
Tech Fund II. This Series A funding will allow
Real Impact Analytics to further challenge the
industry giants with its catalogue of big data
applications.

This first round of external funding will enable
Real Impact Analytics to continue its
expansion and provide the resources to
challenge giants like SAS and IBM. The
company says it is changing the traditional
big data approach by delivering simple and
easy-to-use applications for telecoms
employees. In this context, the funds will
support the continued development of the
startup’s applications catalogue.

The company has more than doubled in
revenue and employee numbers – now more
than 120 – every year on average since its
inception in 2009, the company says. The
Belgian company claims to be working with
five of the top ten global communications
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UXP Systems reports 183%
sales increase for 2016
UXP Systems, a provider of user lifecycle

management for communications service
providers (CSPs), has reported that in its
fiscal year ending 31 March, annual sales
grew 183% year over year, with an average
annual sales growth rate of 240% over the
past five years.
The addition of Vodafone as a customer of
UXP Systems has added to the company’s
base of tier one customers which also
includes Cable & Wireless, Rogers
Communications, Telus and CenturyLink. The
vendor says these CSPs are transforming
digital service delivery by focusing on digital
identity for every user and utilising user
lifecycle management to manage groups,
sharing, delegation, entitlement, roles and
other functions.
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Netscout launches IP multicast service assurance system

Bruce Kelley: Service can be impacted at any of a
number of key nodes

Netscout has announced the availability of
new service assurance visibility capability
for IP multicast video over 4G/LTE mobile
networks using enhanced Multimedia
Broadcast Multicast Services (eMBMS).
The vendor’s nGeniusONE Service
Assurance Platform and Adaptive Service
Intelligence (ASI) technology offers a
dedicated service monitor for eMBMS
services that enables mobile network
operators to proactively monitor and
quickly triage service issues on what has
become the industry’s leading method of
efficient live video delivery over mobile IP
networks.

“Mobile subscribers are increasingly using
video to watch content and communicate.
Mobile network operators need to provide
high-quality viewing experiences and
eliminate potential challenges with service
quality and delivery, making network
performance a mission critical priority for
customer satisfaction,” said Elisabeth
Rainge, the vice president of
communications service provider
operations at analyst firm IDC. “IP multicast
and eMBMS, in particular, are key
technologies for mobile network operators
to efficiently deliver multimedia content.
Consequently, they require updated
visibility tools and strategies.”
eMBMS allows mobile service providers to
control the distribution of multimedia
content to targeted audience areas.
Communications service providers (CSPs)
have used eMBMS in a number of
applications ranging from venue specific
broadcast, for example, within a stadium or
arena for providing rich media with multiple
camera angles, replays, and related

statistics, to regional broadcasts of home
team games and local news, to nationwide
broadcast of news and major events like
the NFL’s Super Bowl, the World Cup or
the Olympic Games.
“The delivery of IP multicast over 4G/LTE
networks involves a very complex service
delivery infrastructure,” said Bruce Kelley,
the senior vice president and chief
technology officer at Netscout. “Service
can be impacted at any of a number of key
nodes as the video stream traverses the
network, encoding platforms and
distribution methods. Issues in any one of
these key areas can adversely impact the
quality of service experienced by the
subscriber. To ensure a consistent
measure of user experience, Netscout’s
patented ASI technology provides unique
key performance indicators (KPIs) for the
service delivery elements and mechanism
required for delivery of both eMBMS and
next-generation adaptive video.”

Teoco updates Asset suite for improved network planning
integration with Asset now serves the
entire network planning process.
New to Asset Capacity in this version is an
optional module which provides full
automatic data loading from the live
network. CSPs can automatically
incorporate all of their live network’s multivendor and multi-technology topology –
sites, network elements, physical links,
routing paths and more – into Asset
Capacity’s planning modules. No manual
processing is required, and the process

can be scheduled so data is always up to
date.

MycomOSI announces new network
performance management system

occur, and enable preventative actions.

Mycom OSI, an independent provider of
assurance, automation and analytics solutions
for CSPs has announced the latest version of
its PrOptima network performance
management system.

Viavi unveils updated customer
experience portfolio

requirements. This approach calls for rapid
analysis of application usage and QoE on the
network. Existing technologies for this analysis
– such as deep packet inspection – have been
increasingly hindered by data encryption or
local regulations aimed at protecting
consumer privacy.

Teoco has announced the launch of Asset
Capacity, its newly rebranded network
capacity planning tool. Asset Capacity
allows CSPs to plan their entire network
capacity across each element, from radio
access to backhaul and transport core. It
provides network visualisation, capacity
management and scenario forecasting.
Previously called Dimension, the new name
reflects the tool’s full integration into
Teoco’s Asset planning suite. In addition to
improvements to the software, its

“Our renaming of Asset Capacity is about
more than making our branding
consistent,” said Atul Jain, the CEO of
Teoco. “By adding Asset Capacity into our
wider suite of network planning tools,
we’re providing operators with a
comprehensive solutions portfolio for
planning their networks based on actual
subscriber usage and traffic patterns.”

NEWS IN BRIEF

As CSPs come under increasing pressure to
optimise customer experience whilst reducing
costs, a major requirement of CSP Operations
Centres is to move from being reactive to
proactive. Version 5 of PrOptima injects
advanced network performance management
capabilities into Network and Service
Operations Centres (NOC/SOCs) so as to
equip operations teams with near real-time
early warning systems that proactively monitor
and analyse the network, identify degradations
to pre-empt potential incidents before they
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Viavi Solutions has announced the availability
of Release 1.1 of its xSIGHT customer
experience assurance (CEA) portfolio for
telecoms. Communications service providers
(CSPs) are striving to deliver optimal quality of
experience as network usage escalates and
applications diversify. Even within broad
application categories such as voice,
multimedia messaging, video entertainment
and productivity, apps and services utilise the
network differently.
CSPs are trying to improve the subscriber
experience by allocating network resources to
subscribers based on application-specific

xSIGHT is a CEA portfolio including a
centralised analytics platform fed by agents
distributed throughout the network. The
agents passively analyse traffic in real-time,
build network and application performance
metrics and selectively store traffic for
troubleshooting purposes. This capability is
especially important for Voice over LTE
(VoLTE) as a fundamental communication
service – with low user tolerance for quality
issues – that is now a data application.
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VanillaPlus Hot List: June 2016
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>

Vendor(s)

Client, Country

Product/Service

Allot

VOO, Belgium

Broadband and cable services operator deploys Allot Service Gateway Tera, Allot Service Protector and Allot
CMTS congestion management system

Amdocs

Biznet, Indonesia

Deal to provide customer care and billing system for fibre network operator and provider of internet and cable TV services

5.16

Amdocs

BTCL, Botswana

Five-year managed services contract for BSS modernisation awarded from 800,000 subscriber CSP

5.16

Amdocs

XL Axiata, Indonesia

Amdocs Mobile Financial Services (MFS) system selected to enhance XL Tunai mobile financial services platform
and introduce new services under seven-year managed services deal

5.16

Amdocs

Ztar Mobile, US & Canada

Amdocs cloud-based, Connected Money system chosen for international mobile to mobile airtime recharging

5.16

Anite

Uzmobile, Uzbekistan

Anite’s Nemo Outdoor, Nemo Invex II, Nemo FSR1, Nemo Analyze and Nemo Commander chosen for drive testing,
benchmarking and remote management

6.16

Astellia data scientists working with CSP to improve network performance plus Astellia providing monitoring for
Airtel Money service

5.16

Astellia

Airtel, Madagascar

Date

6.16

Astellia

Ucom, Armenia

Astellia Nova 4G monitoring solution selected to enable Ucom to optimise its 4G network in real-time

6.16

BCSG

MTN, pan-Africa

BCSG chosen to refresh CSP’s cloud services for business offering across group’s operating companies

4.16

Centina Systems

Skyline Membership, USA

Centina NetOmnia fault, performance and network management suite selected by full service telecoms and
network service provider in North Carolina

5.16

Comarch

Telefónica, Germany

Comarch SON Integration Box project launched at CSP as extension of existing inventory project

5.16

Comptel

VNPT Net, Vietnam

Deal to provide licences and services for Comptel Data Refinery software with analytical capabilities for
operational intelligence

5.16

CSG International

MTN, South Africa

Extension of managed services agreement to cover all CSP’s proprietary and bespoke platforms for five years

6.16

Ericsson

Vimpelcom, 11 countries

US$1bn software partnership agreed to digitalise CSP’s business support systems

6.16

Ericsson

du, Dubai

Ericsson selected to manage and operate du’s IT infrastructure

5.16

ETI Software Solutions Reserve
Telecommunications, USA

ETI’s Overture OSS/ASC system chosen to manage customer services and devices from a single,
integrated platform

4.16

Fortumo

Orange, 29 markets

Partnership agreed for direct carrier billing in 29 Orange markets, starting with Poland

6.16

ItsOn

STC Group, Saudi Arabia

ItsOn cloud-based platform used to build and launch new, Jawwy digital mobile brand

5.16

NEC & Netcracker
Technology

Turkcell, Turkey

Deployment of Netcracker resource management system to enable faster services for CSP’s 34 million subscribers

5.16

Netcracker Technology Consolidated
Communications, USA

Deployment of upgraded Netcracker Service Order and Resource Management system at business and broadband
communications provider

4.16

Syniverse

Plus Communication, Albania Extension of agreement to use Syniverse revenue management systems to help maximise roaming profits

6.16

Syniverse

Warid Telecom, Pakistan

4.16

Selection of Syniverse IPX Network and Diameter Signalling services to enable LTE access worldwide for subscribers

Teoco

Cable & Wireless, Seychelles Selection of Teoco Asset networking planning tool to improve performance on 2G, 3G and LTE-A networks

6.16

Vasona Networks

Telefónica, UK

5.16

Extension of pilot deployment of resource management and edge intelligence platforms into full commercial deployment

Ucom Armenia improves 4G customer experience with Astellia
Astellia has been awarded a 4G network
monitoring deal by Ucom Armenia to help
guarantee the fastest 4G services in
Armenia. Astellia will help Ucom solve
technical issues it might face when
deploying LTE services, guarantee top 4G
user experience from day one, ensure
smooth network expansion and rapid
return on investments. Astellia’s Nova 4G
monitoring solution will empower Ucom to
optimise its 4G network in real-time and

8

guarantee excellent voice and data service
right from service launch.
“Our decision to rely on Astellia was driven
by our long-standing and strong
partnership. We are confident that with
Astellia by our side our customers will
benefit from top quality 4G services.”
confirmed Hayk Yesayan, the chief
executive of Ucom.

Sebastien Schultz, the managing director
for Europe at Astellia, added: “The contract
is a continuation of Astellia’s successful
monitoring of Ucom’s 2G and 3G
networks. Astellia salutes Ucom’s
commitment to customer satisfaction and
will continue to provide Ucom with a true
end-to-end vision of the customer
experience across different network
technologies.”
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Cable & Wireless Seychelles turns to Teoco for improved network planning
Teoco has announced that Cable & Wireless
Seychelles, the largest telecommunications
operator in Seychelles, has chosen
Teoco’s Asset network planning tool to
improve the performance of its 2G, 3G and
LTE-A mobile networks. The Teoco Asset
system is a radio network planning
software tool used by mobile operators to
boost the capacity and coverage of their
mobile networks, and also improve cell
positioning and parameter planning.
Cable & Wireless Seychelles needed a
network planning solution with the
capability to integrate with the 3G dual
carrier technology it uses for its high-speed
packet access (HSPA) network and
support LTE-A to deliver optimal

performance. The CSP will use Asset to
increase the accuracy and effectiveness of
planned improvements to all of its
networks, and to also improve the
efficiency of its business processes. As
part of the agreement, Teoco will provide
training to C&W’s staff on how to use Asset.
“We already know Teoco and its solutions
from its impressive work with other major
operator groups to improve the planning
and performance of their mobile networks,”
said Sebastien Bec, the chief technology
and information officer at Cable & Wireless
Seychelles. “Using the Asset tool, we can
deliver a reliable and first-rate quality of
mobile service to our subscribers and also
the many international visitors who visit our

country, in the most costeffective way possible.”
David Burks, the vice
president for Africa at
Teoco, added: “Planning
and maintaining a mobile
network that properly
David Burks:
covers the spread-out
Seychelles’
spread-out
geography of the
geography is a
Seychelles – over 115
challenge
islands – and its widely
dispersed population, as
well as supporting the densely populated
areas, is a unique challenge that requires
innovative thinking and a flexible and
intelligent approach to network planning.”

CSG International and MTN South Africa extend partnership
CSG International is to extend its managed
services agreement with MTN South Africa
to cover all of the CSP’s proprietary and
bespoke platforms. The new, five-year
managed services agreement entails
system management and support of
MTN’s retail billing operations, credit
vetting and number portability in South
Africa.
“The extension of the business relationship
with CSG International will go a long way
towards helping MTN to simplify and

streamline our operations, while ensuring
that we improve the quality of the services
we provide to our customers,” said
Benjamin Marais, chief information officer,
MTN South Africa.
CSG and MTN have a long-standing
partnership that spans more than a
decade. In 2014, MTN appointed CSG to
provide its deep domain expertise of
technology and processes, as well as
knowledgeable resources for MTN’s
wholesale business operations.

“Around the world, CSG’s mission is to
help our clients simplify their operations,
maximise their value, and innovate for the
future. Our evolving relationship with MTN
is a perfect example of how we are
achieving that goal year in and year out,”
said Phillip Yoo, the president of CSG
International’s Global Carrier Business. “As
MTN’s business continues to develop and
transform, CSG is prepared to offer the
people, processes and technology they will
need for success.”

NEWS IN BRIEF

Plus Communication selects
Syniverse for revenue management
Albanian CSP Plus Communication has
extended its agreement with Syniverse to use
revenue management solutions that help
automate the complexities that come with
maximising profit margins in a roaming
environment.
By choosing Syniverse, the CSP can access
data and financial clearing and settlement,
and NRTRDE solutions that protect mobile
operators from the risks of revenue leakage
caused by fraud and inefficiencies in
transmitting billing data through to cash
settlement.
“With Syniverse we’re able to continue our
goal to prevent the high costs associated with
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fraud while managing clearing and settlement
in a real-time managed environment,” said
Arben Margilaj, the head of department,
Regulation, Interconnection and Roaming at
Plus Communication. “Automation enables us
to detect and resolve, in due time, any
discrepancies or issues, allowing us to focus
on the most important aspect of our business:
delivering service to our subscribers.”

Uzmobile chooses Anite Nemo
tools for drive testing and remote
management
Anite has announced that its Nemo Outdoor,
Nemo Invex II, Nemo FSR1, Nemo Analyze,
and Nemo Commander have been chosen by
Uzmobile Telecom, a mobile operator in the

Republic of Uzbekistan. Anite says Uzmobile
selected its Nemo Drive Testing and
Benchmarking tools because of their versatility
and broad technology support. Remote
control and management of these tools with
Nemo Commander brings direct process
improvements and efficiency gains,
streamlining opex, says Anite.
Based on Nemo tools, Uzmobile plans to build
a mobile laboratory that will enable them to
evaluate radio coverage and the quality of
different services such as HD voice, HD video,
data, social media, streaming video and other
value-added services. The Russian service
company DMTel, an authorised distributor of
Anite products in Russia, CIS, Ukraine and
Georgia, will help Uzmobile to build the mobile
laboratories that cover all Uzmobile needs
related to radio measurements on its network.
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Astellia promotes Abdelkrim Benamar to chief executive
Astellia has named Abdelkrim Benamar as its new chief executive.
Benamar joined the company at the beginning of 2015 as chief
operating officer and has led the effort to improve Astellia’s commercial
and operational performance.
Christian Queffelec, co-founder of Astellia and former chief
executive, has been nominated as chairman of the company’s Board of
Directors and will keep an active role within the company.“We are
pleased to see Abdelkrim Benamar lead the company,” said Queffelec.
“We firmly believe he has the experience, competences and
management talent needed to drive Astellia’s growth. He embodies the
fundamental values and strengths of our company. After working
closely together for more than a year, he has all our confidence and we
are wishing him best of luck in his new function.”
Benamar added: “I am very honoured and pleased to take up the

leadership of the company and would like to thank
the Board of Directors as well as its chairman for the
confidence and trust they have put in me. I will drive
the company to deliver unique intelligence through
automated optimisation and prescriptive analytics for
successful network, service and subscriber value
management. As a priority, I will focus on the
acceleration of the transformation process,
strengthen Astellia’s position in the market and further
develop its commercial and financial performance.”

Christian
Queffelec:
Pleased to see
Benamar lead the
company

Benamar has more than 20 years of experience in the telecoms
industry with a successful track record in different executive positions
within Motorola, Ericsson and Alcatel-Lucent such as vice
president EMEA, CEO of Alcatel-Lucent International and global head
of Financial Analysis & Risk Assessment.

Brian Naughton joins Accanto Systems as CTO

Jarkko
Multanen:
Brian’s experience
will help our
customers
transform for NFV

Brian Naughton, the former Head of IBM’s Telco
Software Business, has been appointed chief
technology officer at Accanto Systems. Naughton
brings more than 20 years’ experience combining
software and product strategy with a track record of
innovation and transformation in the telecoms
industry.

Most recently he shaped IBM’s software portfolio for
network functions virtualisation (NFV) and founded
industry initiatives such as ETSI’s Mobile Edge
Computing. As CTO, Naughton will lead the strategy
and evolution of Accanto’s Network Middleware and Analytics
capabilities into the emerging NFV space, using Accanto’s customer
analytics to automate the orchestration of network tasks that deliver

immediate customer benefit.
“The flexibility of software defined networking and virtual networks
brings significant automation and agility opportunities to service
providers,” said Naughton. “Accanto’s iCEM platform is in a great
position to provide the trusted control that service providers need in
order to implement their automation strategies at their pace.”
Jarkko Multanen, the CEO of Accanto Systems, added: “We are
thrilled to have Brian on board. His career achievements and
experience matches that of Accanto’s perfectly, complementing our
excellence in applying IT innovation to drive business value in the
service provider community. We are excited to embark on this new
chapter for Accanto together helping our customers as they transform
their businesses with NFV.”

DigitalRoute appoints Lena Nyberg as global services SVP
DigitalRoute, has announced the appointment of
Lena Nyberg to the position of senior vice president
of global services.

Lena Nyberg:
Virtualisation
making
DigitalRoute
technology more
central to CSPs

In her new role, Nyberg will be responsible for leading
the team, liaising directly with the company’s
customers and partners on issues related to their
implementations and usage of MediationZone
technology.

Her experience and skills will be fully utilised by the
DigitalRoute community. Most recently, she served as
CSO of CSP Teracom Boxer Group where she gained extensive
experience in the telecoms market as well as the IT/business
consultancy business. This has given her a deep understanding of the

needs of CSPs as well as their application providers.
Prior to Teracom, Nyberg held management positions at WM-data
and Logica, the latter furthering her understanding of partner
relationships. There, as head of the Swedish Signals Intelligence
Division, she worked on international ventures enabling her to gain
insights into differing regional requirements.
“I am delighted to join a highly respected, established yet still growing
software company whose technology – in light of market trends
including virtualisation and digitisation – is becoming more and more
central to the CSP’s success,” said Nyberg. “Significant opportunities
lie ahead for DigitalRoute and it is exciting to be part of the organisation
being formed to respond to them.”

Schneider to be next CEO, Jackson to become executive chairman at Logi Analytics
Logi Analytics has announced that its Board of Directors has
appointed Steven Schneider as chief executive officer. Brett
Jackson will assume the role of executive chairman and will continue
to serve as the chairman of Logi’s Board.
“I can think of no better candidate than Steven Schneider to succeed
me as CEO and lead Logi in its next phase of growth, ensuring that we
will continue to have strong leadership for the long-term future,” said
Jackson. “Over the past eight years, Steven has played an instrumental
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role in building our company. He is a skilled strategist with an ability to
translate vision into execution based on his strong, cross-functional
operational experience.”
Schneider added:“I first joined the Logi Analytics family as a customer.
The same that thing attracted me to Logi as a customer, and then as
an employee, still holds true today – a devotion to creating engaging
analytics that drive user adoption.”
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Six steps to achieve really poor customer service
Customer service. What a positive and optimistic-sounding phrase –
who could take exception to that? But the reality is far less pleasing.
Commonly associated with frustration, seemingly never-ending phone
calls, sad and monotonous on-hold theme tunes and endless episodes
of being passed from one advisor to another, at the end of which your
problem is still unresolved.

nuisance, as though there is an annual prize for the worst customer
service. The following strategies will certainly guarantee a first prize in
this competition for the wooden spoon. But to prevent these worse
case scenarios, I’ll also offer some tips on achieving better customer
service and keeping your customers happy, says Daniel Bailey, director
of Northern Europe at Zendesk.

One might think that some companies have spent years perfecting the
art of demoralising their customers and making them feel like a

Read Daniel’s article in full at www.vanillaplus.com
Search Keyword: Daniel Bailey

Executive Snapshot: Germain Lamonde of EXFO
This month Gervais Lamonde, the president and chief executive of
EXFO, answers our executive questionnaire. He reveals a single
company career, having started EXFO from his student flat 30 years
ago. That makes it hard for him to answer our usual question about who
has been his worst boss but he does admit to being “tough on me”.

He also recounts how a Tokyo taxi restaurant recommendation that
looked like a travel disaster actually resulted in a free meal.
Read the interview in full at www.vanillaplus.com
Search Keyword: Gervais Lamonde

Revenue assurance must avoid becoming a victim of its own success
Turn off RA for an hour and management will notice,
turn it off for a week and the company will fail was
one of the messages at the WeDo Technologies
Worldwide User Group Summit (#WUGS16) in
Lisbon, Portugal, writes George Malim.
Tony Poulos:
Hard for RA
professionals to
get c-level
attention

Two significant challenges facing revenue assurance
(RA) became abundantly clear. First, we live in a world
of heightened risk as the digital economy creates new
threats and, second, although everyone thinks they
understand the risks, it’s hard for revenue assurance

professionals to get the c-level attention they need to push through
investment into the systems and resources that are required.
The event hosted more than 400 delegates composed of WeDo
customers and other guests who came together to celebrate the
company’s 15th anniversary but also to look ahead to work out how to
address the revenue and fraud related challenges of the internet of
everything and the digital economy.
Read the George’s report in full at www.vanillaplus.com
Search Keyword: Tony Poulos

More reasons why mobile operators should go 007 on their SS7
WhatsApp made headlines recently when it
announced that it was to provide end-to-end
encryption on all its users’ messages, file transfers
and voice calls, rendering communications
unreadable if intercepted by criminals or law
enforcement agencies.
Mark Windle:
Encryption is
entering the
mainstream

The announcement has brought the issue of
encryption further into the mainstream following
Apple’s battle with the FBI and the return to
prominence of the “Snoopers’ Charter” in the UK.
End-to-end encryption is already proving

problematic for intelligence agencies pushing for “backdoors” through
which they can decrypt communications shared by terrorists using
platforms such as WhatsApp.
At the same time, security experts are reluctant to weaken encryption
mechanisms, concerned that sensitive information would become less
protected from hackers, criminals and unfriendly nation states, says
Mark Windle, the strategy and marketing director at Xura.
Read Mark’s article in full at www.vanillaplus.com
Search keyword: WhatsApp

Mediation no longer the Cinderella of the IT stack as it expands from BSS into OSS
Mediation’s role is changing. In the past it’s often been considered the
poor relation in the BSS (business support systems) application stack.
So why, Jeremy Cowan asks Danniel Elmbear, DigitalRoute’s product
manager for Billing Mediation, are things now changing?
“I think, for the legacy systems,” he responds. “All of the key
functionality has traditionally been in the adjacent systems to
mediation, and mediation was just a way to integrate them and collect
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and push data from one to the next. But today, operators are grasping
the fact that if you can combine the different systems available in the
architecture in innovative ways and more fully leverage their potential,
you can actually create bigger value for the customers than each
system could deliver by itself.”
To read the rest of Jeremy’s blog visit www.vanillaplus.com
Search Keyword: Elmbear
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Niall Byrne: The Digital Enterprise Practice,
wraps consulting and all the tier one solutions
we have into a SaaS-style package

MVNOs need tier one IT
capabilities to develop and thrive
As the number of MVNOs continues to grow there’s an increased need for them to provide their
customers with differentiated niche offerings. To do so they need the capabilities of tier one mobile
operators, writes Niall Byrne

T

technologies that enable them to provide rich experiences
to customers and achieve smarter engagement.
“Many MVNOs are both non-telco and non-technical so
we’ve been working to develop our Digital Enterprise
Practice (DEP) to provide them with tier one capability,”
says Niall Byrne, the global vice president of customer
production systems engineering and support at Openet.
“The DEP encompasses the consulting and mobile virtual
network enablement (MVNE) platform bundling together
the tooling, the network operations centre (NOC) and all
the tier one capabilities we have into a package that is
attractive to the MVNO market.”

▲

he playing field has changed somewhat for the
mobile virtual network operator (MVNO). Previously
MVNOs survived by providing discounted
alternatives for price sensitive subscribers with
basic network services under popular brands.
Today, with the general decline in average revenue per
user (ARPU), MVNOs need to fight for market share by
competing with highly-targeted offers on par with their tier
one network owner counterparts. In order to do this,
MVNOs need to handle the carrier-grade technical
complexities that are second nature to a traditional
operator. At heart, they are marketing and branding
specialists so they need help in selecting and deploying

IN ASSOCIATION WITH OPENET
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Byrne highlights some of the key capabilities Openet’s
DEP brings to MVNOs. “Differentiators like advertisement
insertion can enable the niche play that every MVNO
needs to stand out or services that can enable retailers
with MVNOs to push a what’s on offer in store today
message so it can increase footfall,” he says.

“We’re keeping it simple as a SaaS deal,” confirms Byrne.
“We’ve kept the initial set up fee as low as possible and
then charge a monthly recurring fee (MRC). The SaaS
model with an MRC increases in line with success allows
MVNOs to grow their revenues and we grow ours in step
with them. The MVNO’s success is our success.”

Remove technical complexity

It’s clear that, in order to grow profitable revenue, the
MVNO market must focus on a new range of mobile
services with the highest growth and adoption prospects
among the youth market segment. Simply bundling voice,
texts and data won’t be attractive nor create the
differentiation that MVNOs are looking for. In addition,
MVNOs will have to provide excellent customer
experience if they are to retain their customers and
prevent churn. Openet sees the DEP as a means for
MVNOs to strengthen their capabilities in this vital area.

To enable capabilities such as these, Openet has
developed the DEP as a full end-to-end service that
abstracts the technological complexities of tier one
systems away from the MVNO. Critically this provides
them with the necessary functionality while being based
on a business model that MVNOs find attractive and
affordable.
There are three core aspects to the DEP. First is
consultancy, which involves Openet drawing on its
experiences providing real-time BSS and OSS to the
world’s largest communications service providers (CSPs).
First of all, Openet uses the global insights and learnings
it has gathered over many years in this business to
enable the MVNO to get up and running quickly, avoiding
the unforeseen common pitfalls that many MVNOs fall
into. Helping the MVNO to understand mobile technology
and how the industry operates from the inside can fast
track MVNOs through difficult go to market decisions and
value proposition offerings to best capitalise on the
business opportunity.
Secondly, Openet provides the entire MVNE platform,
which includes the Openet Digital Enterprise Gateway.
This system, which is available as a licence-free product,
enables the mobile operator to remove the signalling
complexity and risk involved in exposing the Gy diameter
directly to the MVNO. Other capabilities include the
Openet Digital Enterprise Enabler which is a complete
MVNO offering consisting of comprehensive BSS and
OSS capabilities. Pre-integrated functionality ensures
efficient onboarding and in-life management of the
MVNO business.
The third aspect of the DEP is the model by which the
software is made available. Openet recognises the
financial investment to stand up an MVNO is often seen
as a barrier to entry for MVNOs. Solution components
and resources to manage these components can eat
away the business case projections. To address this,
Openet offers a fully managed service, which means that
MVNOs do not have to invest in specialised resources. In
addition, Openet presents a software as a service (SaaS)
model that results in a very low cost of entry with monthly
fees to cover all costs. This enables MVNOs to manage
their costs and to trial services without having to commit
substantial capex and opex for untested ideas.
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It’s clear that, in order
to grow profitable
revenue, the MVNO
market must focus on a
new range of mobile
services with the
highest growth and
adoption prospects
among the youth market
segment

As services, particularly high bandwidth mobile data
propositions, become more complex and utilise higher
bandwidth, MVNOs face many of the challenges their tier
one counterparts face in ensuring excellent quality of
experience. They therefore need the capabilities of a tier
one back office stack but without the technical
operational and management burdens because they
don’t have the workforce of the skillset to support those.
“Our large catalogue of use cases in the charging world,
such as offer management, offer catalogue and tiered
charging to name a few, have prompted our natural
progression into this area to provide rich functionality to
MVNOs,” says Byrne, pointing out the DEP doesn’t stop
with the Openet portfolio. “Now, we’re adding third party
capabilities to increase the use cases available. We work
with a number of specialists and bring them onto the
MVNE platform we have.”

Add third party capabilities
“Our key differentiation is our tier one expertise,” he adds.
“That, combined with our real-time capabilities sets us
apart from the smaller providers with less feature-rich
billing systems that have traditionally served the MVNO
market. The hard work is in the real-time capability and
we want to bring that to MVNOs because it really has
become an absolute requirement for them if they are to
add niche propositions to their offerings.”
“We believe that ability is essential to enable MVNOs to
develop and thrive by offering more contextually aware
services that bring real benefits to their users and enable
them to create a clear brand identity and differentiation in
the market place. The digital economy has raised the bar
for MVNOs. To compete and differentiate they need the
real time capabilities and experience quality that we
provide,” he concludes.

www.openet.com
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WEBINAR REVIEWS

Optimising the hybrid cloud – the Amdocs and
Microsoft Cloud-Fusion collaboration
Communication service providers (CSPs) are well positioned to sell digital services to businesses, but need to simplify and
digitally transform their processes and operations. Cloud can be the enabler, was the message at an Amdocs and Microsoft
sponsored VanillaPlus webinar in June

E

fficient use of hybrid clouds – private, telco and public
clouds – enables CSPs to improve service agility, and even
consolidate data centres to reduce their data centre
footprint were the key messages from a panel composed
of Elizabeth Bavin, the solutions marketing manager for
next generation OSS at Amdocs, Ulrich Eitler, the business
development director at Microsoft and Dana Cooperson, a
research director at analyst firm Analysys Mason.
During the webinar, Amdocs and Microsoft jointly introduced their
new Cloud-Fusion offering which is aimed at solving the current
complexity and security challenges facing CSPs and enterprises
moving business-critical applications, workloads and data over to

the public cloud.
Increased agility allows CSPs to offer a wider range of innovative
services than they can offer today, bundling enterprise connectivity
with security and cloud services so the panellists explained how
Cloud-Fusion pushes CSPs higher up the value chain, enabling
them to rapidly introduce attractive new cloud-related offerings via
the Cloud-Fusion self-service portal and seize revenues that
typically go directly to OTT players.
To listen to the webinar in full, including the live question and
answer session that followed, please visit www.vanillaplus.com.
Search Keyword: Amdocs webinar

Digital Ecosystem Management – The winning
business model for the Fourth Industrial Revolution
As the world moves towards the Internet of Everything and the Fourth Industrial Revolution, a new trillion dollar addressable
market is opening up for communications service providers (CSPs) was the message at a webinar sponsored by Infonova in April

W

ith no growth for the foreseeable future, the existing
industry business model has reached its end of life and
needs rejuvenating. Inevitably that means
communications service providers (CSPs) need to
embrace new business models and these were explored
in depth by Simon Torrance, the senior advisor for digital
innovation at Bearing Point, of which Infonova is a wholly-owned
subsidiary.

• What is the Fourth Industrial Revolution and what
types of addressable markets is it creating?
• What types of business models are winning in this
environment?
• How can CSPs fully utilise their assets and
capabilities to create a new wave of growth?
• How to overcome the technical, commercial and
organisational barriers to success?

To take advantage of this market, Torrance said, CSPs must adapt
the successful business model of the internet players by creating,
managing and monetising ecosystems of partners via platformbased business models. Other key topics covered included:

To listen to the webinar in full, including the live question and
answer session that followed, please visit www.vanillaplus.com.
Search Keyword: Infonova webinar
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INTERVIEW

Virtualisation business cases reveal
the real NFV deal for CSPs
As communications service providers (CSPs) engage with virtualisation technologies in general and network functions
virtualisation in particular, it’s clear that chief financial officers need a more detailed understanding of specific virtualisation
business cases in order to approve the required investment. To gain this rigorous financial information, Amdocs has
commissioned analyst firm Analysys Mason to develop a series of NFV business cases. Last year, the research focused on
virtualised customer premise equipment (vCPE) and the firm was able to construct clear business cases for CSPs to follow.
Now, the companies are working to construct business cases that focus on the impact NFV has on video

P

reliminary findings from the latest research
into video use cases were shared at TMF
Live! 2016 in Nice, France on 9-12 May.
The first of the new business cases looks at
the virtualisation of fixed video or content
delivery networks (CDN) and the second looks at the
business case for virtualisation of mobile networks to
support video and mobile edge computing (MEC).
Here Larry Goldman, a partner and the head of
telecoms software research at Analysys Mason, and
Justin Paul, the head of OSS marketing at Amdocs,
discuss their findings to date with VanillaPlus.

aggressive targets for adoption and they wouldn’t be
going so rapidly if there wasn’t a business case but
others are struggling more with understanding the
business case. We’re working to provide those and
demonstrate the really good business reasons that
exist off the back of this technology. There are very
strong business reasons to adopt SDN and NFV and
we are working with Analysys Mason to showcase
those.

VanillaPlus: Tell us about the new research
Analysys Mason has been involved in around
NFV business cases?

LG: As an industry, people look at areas that it seems
NFV will benefit and some CSPs are pushing forward
with deployments based on the fact that NFV in
general seems to make sense. It’s clear that the shift
from costly, function-specific boxes to commodity IT
hardware will generate some savings and that the
move to software has value. CSPs can see that from
the surface and from a simple, capex-oriented point of
view NFV makes sense.

Larry Goldman: We’ve conducted research into
how the NFV business is developing and how CSPs
are starting to deploy services based on NFV for
several years. Last year, Amdocs came to us because
it wanted to better understand the business cases for
NFV and to be able to explain in financial terms the
benefits of adopting NFV. For CSPs, it comes down to
having a good, solid business case to enable them to
determine whether certain projects will have a pay off.

However, to deploy NFV you have to put resources in
place and you have to be able to explain to the CFO in
CFO terms what the net present value of an investment
is and how to get to a good, legitimate underlying model.
The industry is moving on from saying this seems to
make sense and lots of CSPs are waiting to move
forward. They understand NFV’s benefits conceptually
but want to understand what it’s really worth.

▲

Justin Paul: CSPs get the concept of NFV in
engineering terms but now they want to make
significant investments in the technology, they need a
business case. Some major tier-1 CSPs are setting

VP: Why are NFV business cases important to
the industry?

IN ASSOCIATION WITH AMDOCS
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Someone’s got to do the math.
VP: The businesses cases are both focused
on video, why is video getting so much focus
in the industry right now?
JP: We’ve selected video use cases as our next area
of research because the impact of video is so
significant to CSPs. With the emergence of 4k and 8k
video and the completely different video consumption
habits of generation Z, the challenges CSPs face are
becoming clear. They need increased capacity but
also agility to cater for peaks in demand. They
therefore need the ability to store content where it’s
easily accessible and put it in centralised, distributed
locations.
The issues with video are going to be the same
throughout the world and we’re aware we need a
rigorous bottom up cost base analysis.
LG: Our first two business cases focused on vCPE in
the enterprise and in the residential markets. Those
both have substantial tangible costs in terms of
installation and truck roll that virtualisation can readily
minimise and therefore business cases are simpler to
construct. We’ve selected video this time because it’s
an area of high investment for CSPs because there’s
so much growth in demand that they have to address.
CSPs know they have to make this investment so they
want to know if virtualisation makes sense in this area.
VP: What were the preliminary results of your
survey?
LG: I shared the findings in greater detail in my
presentation at TMF Live! 2016 in Nice, France but in
the video case there is a capex saving for both video
platforms and CDNs. The CDN savings are notably
better than for the video platform.
One interesting variation we have uncovered is that
while virtual functions can be hosted in either private
cloud or public cloud, the public cloud makes sense
for very small CSPs but the public cloud charges for
storage and transit make them cost prohibitive for
large CSPs.
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VP: What did you learn about virtual probes
(vProbes) in the fixed CDN business case?
How important were they to making the
business case positive?
JP: The fixed video network model uses virtual
probes instead of physical probes. This is because
traditional, physical probes can’t probe a virtual
network and the cost of a virtual probe is significantly
lower than a physical one. We’re working with
Radcom to implement a vProbe solution with a North
American CSP and we’re seeing from the work we’ve
done there that a virtual probe is 20-25% less costly
than a physical probe. In addition, you can throw up a
ring of probes around a specific area to address a
specific peak in demand and redeploy those licences
elsewhere when the peak has passed. They’re
cheaper to buy and they offer greater flexibility and
agility to CSPs because of that redeployment
capability.
LG: Virtual probes collect key data that is important
for two factors that influence the business case. One
is around understanding customer usage patterns the
other is around optimising network traffic. The virtual
probe aspect of NFV deployment is turning into a very
interesting area in its own right because it offers
substantial capex and opex reductions for CSPs.
VP: If service providers look at the figures in
your business case, but don’t think they
reflect their home market how can they get a
business case that reflects their cost and
customer base?
JP: Analysys Mason will be looking at how much it
costs to send an engineer to a site and how much
truck roll costs. It’s clear the costs in Europe and
North America for this will be similar but in Sao Paolo
or India the cost base for physical activities will be
different and will have an impact on the business
case. We’re hoping to get a much broader
segmentation of CSP markets covered in this
research and, while we will put out a generic
business case for each use case, we will use the data
we collect to build specific use cases for customers
on request.

Larry Goldman: It’s
clear that the shift
from costly, functionspecific boxes to
commodity IT
hardware will
generate some
savings

Justin Paul: There
are very strong
business reasons to
adopt SDN and NFV

www.amdocs.com
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Can CSPs use intelligence from multiple sources
to win the customer experience battle?
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CSPs are missing out
on maximising the
billing experience
Billing has always been important but the focus has traditionally been on its
utility to the communications service provider (CSP) and not on the way it
impacted customers. Now though, Alan Coleman, the chief executive of
Brite:Bill, tells VanillaPlus, CSPs are waking up to the benefits of providing
better customer experiences through telecoms billing

V

anillaPlus: Why did you establish Brite:Bill
and what gaps in the market did you see?

Alan Coleman: Historically, the bulk of the billing
effort was put into ensuring bill accuracy, a highly
complex exercise and a pre-requisite to the success of
any business. Less emphasis was placed on the billing
experience from the customer’s perspective. The billing
interaction slipped into being a perfunctory process
where the CSP sends the bill and we as customers are
just meant to hurry up and pay it, whatever the amount.
This was the billing paradigm when Brite:Bill first
emerged six years ago. Most of the billing interactions
we saw reminded me of a particular scene from one of
my all-time favorite movies, Goodfellas. For those who
are not familiar with it, Goodfellas is an epic retelling of
life in the mafia from the perspective of Henry Hill, a
mobster turned witness for the State, played by Ray
Liotta. In the scene I’m referring to Liotta narrates over a
montage of scenarios where poor, hardworking local
businesses are shaken down by organised crime. As he
recounts the various excuses he hears from the
businesses to avoid paying their protection money, he
responds in all cases with “Pay me!”.

VP: Are CSPs recognising that the bill isn’t just a
means of collecting money but a critical means of
customer communication?
AC: Thankfully, the market is not standing still and
leading CSPs are recognising the urgency of improving
this highly strategic customer communication. One
prominent telecom CMO recently told me that for
decades his company had been spending billions on
television, print and, most recently, digital advertising in
the hope of winning and retaining customers. And it was
gorgeous stuff, all of it. The thing was, if he was great at
his job, maybe 5% of all that highly curated marketing
ever really got noticed. Meanwhile, 50% of his more than
30 million customers spend five minutes a month with
his bill, and it’s embarrassing to look at.
As we approach full market penetration of mobile
devices an increasingly larger proportion of CSP growth
strategies are predicated on selling new services to
existing customers. The bill is both a foundation for the
trust necessary to enable a sale and also an environment
where sales messages can be personally tailored for

▲

Although this exaggerates the situation for effect, in
telecoms billing there was definitely very little attempt to
soften the blow of what is always going to be a touchy

transaction. No one likes paying bills, ever. Bad bills
result in ambivalent or poor customer relationships, drive
operational costs, more billing related calls to customer
care and low net promoter score (NPS) associated with
the billing interaction. How long could this racket go on?

IN ASSOCIATION WITH BRITE:BILL
22

VANILLAPLUS MAGAZINE I JUNE / JULY 2016

Alan Coleman: Your bill will either
be a major problem or a real asset

As we approach full market penetration of
mobile devices an increasingly larger
proportion of CSP growth strategies are
predicated on selling new services to
existing customers

each customer, bringing contextual relevance to the offer.
The foundation of any sale is trust and transparency. If
your bill is confusing and opaque to your customers the
likelihood of them being interested in new services is
greatly diminished. As a customer, why would you buy
more stuff from a company when the bill you’re paying for
the stuff you already have from them looks like a print off
from a 1980s green screen?
Broader service portfolios demand more transparency,
not less. They require better explanations, not just more
columns on a page. As CSPs expand the range of
services for which they bill customers the impetus is on
the CSP to make bills more transparent, more
personalised and more human. Your bill will either be a
major problem or a real asset.
VP: How can CSPs ensure their bills live up to their
brand promises?
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It is estimated that 30-70% of customers look at that
unfriendly bill every month. Shouldn’t they be having as
good an experience as possible, one in line with the

▲

AC: CSP brands spend billions on marketing and
advertising. We all see the cool campaigns, promising
clever, money-saving price plans and promotions,
painting new services and devices as the must-have
gateways to a better connected you. Yet that brand
promise is shattered when the first bill lands – a cold,
poorly constructed, difficult to decipher demand for
payment. It feels like there’s a gun to your head to pay

now or else. The friendly brand that enticed you in now
shows a less welcoming side. A cold, confusing,
unfriendly side that is at odds with what you thought you
signed up for. That brand that offered you ‘Life in Colour’
or the promise of ‘getting thanks like you’ve never been
thanked before’ is a far cry from the stark demand for
payment issued every month.
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We’ve identified four distinct stages on the journey to better billing. In
my experience, these stages help CSPs assess their current state and
provide a path towards transforming their most important
communication into their very best communication

branding used to woo them in? Just think of the
marketing dollars you spend on sophisticated direct
marketing efforts to achieve a mere 3% open rate.
The desire to change this situation and help CSPs was
the goal for Brite:Bill when we started and has only grown
over the years. The challenge for the CSP is to provide a
presentation layer that resides outside of current systems
and processes that allow for more nimble response to
issues – and provide for more customer self-help across
platforms. The jumbled, messy legacy systems many
CSPs use and the prohibitive costs associated with
modernisation mean that the bill has been seen as too
difficult to improve meaningfully; but where there is a will
there is a way.
This has proven to be Brite:Bill’s opportunity, to help our
customers along the maturity curve of world-class billing
communications.
VP: Can you talk us through the path CSPs can take
to change their billing communications?
AC: We’ve identified four distinct stages on the journey to
better billing. In my experience, these stages help CSPs
assess their current state and provide a path towards
transforming their most important communication into
their very best communication.
The first stage is the base level which involves generic
bills. These see every customer get the same type of bill
and bills are tightly coupled with the billing engine and
difficult to change. These are the prime driver of billingrelated calls to customer care.

www.britebill.com
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The second stage involves building trust and
transparency which can start to be achieved with
improved bill design and by applying the principles of an
information architecture to the bill. Such bills are highly
flexible, easy to change and enable CSPs to drive
continuous improvements.

The next stage is for the billing communications to
become proactive and pre-emptive. Dynamic
personalisation enables bills to be changed based on
what is in the billing data and other adjacent systems.
Such bills are proactive and tailored for each recipient and
that means contextual, situationally-aware cross-selling
on the bill can be successful.
The final stage is billing with an emphasis on developing
the customer relationship over time. This sees atomic,
enriched, personalised billing data made available in a
real-time API to power other customer experiences that
require usage data. In addition, such billing
communications should be ready for next generation
support and marketing such as chat bots or voice
artificial intelligence.
VP: Do you think CSPs have understood the
benefits of billing communications and the
necessary steps they need to go through to
improve them?
AC: Moving through these stages is challenging but doable. Some forward thinking CSPs are already well down
the path to stage four, with their customer billing
relationships now an integral part of how they
continuously improve the customer experience of
their brand.
About a month ago, the chief customer officer of a North
American CSP told me something that stuck with me.
She told me that when measuring customer satisfaction
all you’re really measuring is the delta between the
expectations you set in the selling process and the
experience you actually deliver post-purchase. We want
CSPs to continue setting high expectations because in
truth, the products they sell really do enable people to live
richer more connected lives. We help them deliver a
customer experience that finally matches those high
expectations.
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The author, Tim McElligott, is senior
consulting analyst for Operations,
Orchestration, Data Analysis & Monetisation
(ODAM) at Stratecast | Frost & Sullivan

Introduction
There is much communications service providers (CSPs) want to know about customer
experience management (CEM). The most important question is whether or not it makes for a
good investment. To make for a good investment, CEM must produce the desired visibility and
intelligence, and it must improve both customer satisfaction and revenue generation

T

he answer to the first question is yes. It has
been proven to do all these things but
answering any potential follow-up question
about specific CEM approaches and solutions
is not so simple. Mostly that is because CEM
tools cannot answer questions that only individual
CSPs can answer for themselves: Who are we and
how do we want to be perceived by the world? What
are our strengths in the marketplace and how can
they be conveyed to customers? What products or
services differentiate us from competitors? By what
metrics do we want to measure our success in
delivering a quality experience? How will we prioritise
those metrics?
Once the CSP knows what it wants and who it wants
to be – or how it wants to be known, company
leaders can begin to ask themselves if their CEM
solution should be focused broadly on company
perception or on more targeted metrics. Assuming
that every potential experience-affecting performance
attribute can be measured, from product displays and
pricing, to customer service and application
performance, CSPs must be able to determine which
attributes are most important for which customers.
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It is important to remember that companies
successfully excelled at providing superior customer
experiences long before software platforms came
along to measure them quantitatively. Before
technology, CEM was conducted by retailers large
and small through the personal relationships they built
with regular customers, knowing them on an intimate
level and using that knowledge to provide the
products and services they most desired. Predictive
analytics resided in the brains of sales clerks who
made suggestions based on previous purchases.
The big differences between then and now are (1) the
personal relationship has now vanished in favour of an
online one and (2) the retailer did not then have the
capacity to know the customer was down the street
ready to walk into a competitor’s store, nor the ability
to send that customer an advertisement enticing them
to keep walking their way. They do now. Another
difference is that the occasional bad experience was
not transmitted instantly to tens or thousands of
friends on the internet; it often waited until the next
bridge club or football game where the damage was
contained to a handful of friends. As the conveniences
of a digital lifestyle are incorporated by customers
today, frustration runs high whenever service falls
short of expectations.
The level to which a retailer succeeded back then was
reflected in the persistence of its reputation as a
customer-focused business and its ability to act on

▲

Answering these questions takes a lot of soulsearching and self-analysis on the part of the CSP.
Only the last unknown above – determining which
attribute is most important for which customers –
begins with a CEM approach. Secure in its identity
and confident in its strategy, a CSP can begin to
engage suppliers of CEM solutions. The type of
engagement with suppliers will depend in large part
on if the CSP plans to build an overall brand
perception or drill down into specific areas for

improvement. Both strategies may ultimately result in
the employment of an overarching CEM platform, but
the former must begin with a platform while the latter
can be built over time.
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Customer
Intelligence
(CI)

the knowledge built of that focus. Today we call that
personalisation, as if it is something new.
Personalisation as it was practiced prior to the age of
digitalisation had a personal aspect to it. The concept
of personalisation today is far from personal; it is
statistical. However, there is no reason companies
today cannot apply both analytics and good personal
customer service simultaneously through the many
touchpoints now available.

customer data it possesses by helping other
enterprises do the same for their customers. CSPs do
not have to master CEM themselves before making
use of the second opportunity, as it pertains primarily
to either the transfer of customer usage and profile
data, or allowing access to the data by enterprises
and third-party developers. Still, CSPs can waste no
time improving their own images through consistently
well-delivered experiences.

A lot of companies agree that CEM is a good
investment. The global market for CEM solutions was
nearly US$4.4 billion in 2015. It is expected to grow to
more than US$10 billion by 2020 at a compound
annual growth rate (CAGR) of nearly 18%. Almost all
CEM solutions include some analytics capability.
Figure 1 below shows six ways analytics are viewed
and used on various data inputs from the network and
the customer.

Some of the common values that make companies
stand out in the area of customer experience include:
• Transparency in what is provided and the value
that is produced.
• Delivery of a high quality personalised
experience. This means engaging with the
customer concerning relevant information and
capabilities tailored to personal preferences,
regional factors and business circumstances. It is
not always about providing the best technology
interface or platform, but rather in providing the
best personal interaction.
• Knowing key facts about the customer. Where
applicable, these companies remember the
customer’s spending history and other revealed
facts in a positive and flattering manner. They use
this information to help customers know that their
patronage is appreciated.
• Timely updates about the status of a problem
whenever things go wrong. Nothing is more
irritating than to be left in the dark about a
complaint or question. If an issue can be resolved
quickly, these companies try to do so immediately;
and if not, then informing the customer with timely
status updates makes good business sense.
• Cultivating some level of customer loyalty.
Rewards can come via loyalty points, special
promotion offers, preferential treatment in certain
situations or other recognition avenues. Loyalty
recognition is especially important for customers
that do a lot of business with the organisation, or
that drive business to the organisation.

CI turns data into past, present, and future views of an organisation’s operations and performance
so that decision makers can capitalise on opportunities and minimise risks. These views help to
understand the immediate and downstream effects of decisions and interrelated factors.

Digital
Analytics

It comprises web analytics and data monitoring that analyse and report visitors’ digital journeys
- acrosss multiple marketing touchpoints and channels - to provide customer insights that help
marketers deliver more personalised, relevant and effective marketing.

Predictive
Customer
Analytics

A platform for well-informed anticipation of customers’ next step to drive more focused customer
engagements. This contributes to improved marketing ROI, revenue, and brand loyalty

Social
Media
Analytics

It helps organisations understand and act upon the social media impact of their products,
services, markets, campaigns, employees, and partners. It analyses billions of social media
comments and provides customised results in configurable charts and dashboards.

Mobile
Analytics

Mobile analytics allows real time and mobile access to data and analysed information
pertaining to customers across all touchpoints of interaction and helps to pursue strategic
engagement activities for better customer experience.

multi-channel
Customer
Engagement

Understanding, engaging, and delighting customers across every channel supports all sales,
service, and marketing activities. It also contributes to building customer loyalty, bringing in more
deals, and providing customers with the assistance they need, when they need it.

Figure 1: Data analytics and customer experience
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Unfortunately, CSPs do not currently excel in all or
most of these areas. Of all global service providers,
only AT&T cracked the top 50 in Fortune Magazine’s
ranking for Most Admired Company in 2016. It ranked
48th. The ranking included reputation and customer
experience as part of its metrics. BT, Deutsche
Telekom, Time Warner Cable, Verizon and Vodafone

▲

CEM is also a good investment for other business
reasons. The opportunity for CSPs is two-fold: First,
by executing a proper CEM programme for itself, the
CSP can improve its own customer loyalty, average
revenue per user (ARPU), reputation and competitive
edge. Second, it can utilise and monetise the
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were somewhere within the top 340 companies. One
proof-point for showing that the customer experience
is not all about network quality is the ranking of Netflix
at 19th on this list. Obviously the quality of the network
that Netflix services ride over did not cause the
company to be perceived badly. So CSPs must be
doing all right regarding the network.

Digitising the old retail experience
versus a focus on quality
• The modern digital form of the customer experience
can be seen in two primary ways: Personalisation
based on analysing customer usage and
preferences over time for the purposes of marketing
and upselling
• Personalisation through the agility of network
operations to proactively respond to potential
service-affecting performance issues for specific
customer segments, groups or even individuals.
Both rely on analytics. However, not all analytics are
applied in the same way.

Stratecast has long contended, however, that the bulk
of operational analytics will be purpose-built rather
than big data analytics. Purpose-built analytics
provides intelligence for resolving specific business
and operational needs in near real-time. The
immediate CSP network management needs are more
real-time in nature than big data can currently support.
Real-time, purpose-built analytics are necessary for
both network and service performance as well as
monetisation and security, largely because the
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Saying that purpose-built analytics is a better tools for
delivering and measuring the customer experience
does not imply the tools should not be part of an
overall analytics platform. A platform approach to
analytics of any sort is the best way to correlate
customer data that comes from a multitude of
sources. Below is an example of a customer
experience data analysis process:

▲

The marketing-driven experience may employ some
real-time analytics such as customer location, but the
bulk of it does not necessarily have to be real-time.
This is the purview of big data. Big data, which is the
capture and analysis of extremely large and diverse
sets of structured and unstructured data from network
and non-network sources designed to provide deep
business insights, targeted solutions and services. The
customer service, marketing and sales analytics
segment of the big data market accounted for 18.8%
overall by the end of 2014, putting the value of the
segment at US$7.3 billion. The global big data and
analytics market reached US$41.18 billion and is
expected to reach US$67.89 billion by 2019.

processes that bind them together to deliver a
customer experience are unique to CSPs. Any
analytics applied to telecoms networks and customer
data must take such processes into consideration.
These processes include:
• Uninterrupted message delivery (voice, text, data)
to any destination
• Assurance that each service will work consistently
• Message privacy
• Security monitoring
• Marketing new services to targeted customer
groups
• Identification of customer usage, charging and
billing creation
• Revenue collection
• Fraud protection

Source: Stratecast

Figure 2: CSP business, operations and customer
experience data analysis process
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Two operations functions listed in Figure 2 are not
always synonymous with the customer experience,
however, they provide great examples of how a
corporate mindset with CEM as a priority filters down
to every function and process. These functions are
network optimisation and network planning. Planning,
in particular, is generally the epitome of an engineering
role. It is in fact often referred to as planning and
engineering. That designation has not changed. What
has changed are the drivers for how network builds
are planned and how those plans are measured and
maintained for optimisation. CEM is becoming a
bigger part of planning in that it takes planning beyond
frequencies and coverage and incorporates customer
data into decisions about what market gets covered
with how much bandwidth and what guarantees of
service. Small cell planning, for example, can precisely
target locations that are more socio-economically
desirable with a concentration of high-end users. It can
put a priority on crowded public places where throngs
gather that have diverse network-service needs.
Planners account for video users, messaging, social
network analysis, ARPU, speed of both cars and
downloads, and various demographics. Location has
moved beyond the geo-location defined by traditional
latitude and longitude coordinates. All decisions are
made to provide not the best coverage map, but the
best experience to the most valuable customer.

In-service CEM
Once a network has been designed and implemented,
new methodologies must be used to maintain the
experience the network was designed for. This is done
through optimisation. And optimisation can no longer
remain a manual process. Certain steps along the way
in planning, provisioning, testing and validation, turnup, and ongoing assurance and optimisation must be
automated. It is well know that the industry is not yet
ready for a full closed-loop self-organising network
(SON). However, in small cell networks, many of these
steps can be automated at low risk to the network
and the customer experience. Stratecast believes
CSPs should not hesitate to find use cases where
they can automate processes comfortably.
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It should be possible to localise any potential issues
caused by automation in a small cell, and prevent it
from cascading throughout the network.

Predicting the experience
Closely associated with automation is predictive
analytics. The two are not co-dependent, but one day
soon, the latter will help drive the former to make
changes before any service degradation is noticeable
by the customer. Virtualisation will also help here
when, at the command of a predictive analytics
engine, the network automatically spins up a new
virtual machine to accommodate any necessary
configuration changes. Predictive analytics are purely
a customer experience-driven investment, because
the promise of this technology is to mitigate
performance issues before they impact the customer
experience, although down the road, cost savings will
also be a factor. Early predictive analytics solutions
can tell a CSP when:
• Batteries are losing power
• Routers are dropping excess packets
• Links are growing congested
• Signalling is growing excessive
• Capacity is running low
Future predictive analytics will be able to tell:
• When and where changing weather conditions that
may affect the network
• If a virtual machine is beginning to fail and where
the most ideal location would be to spin up a new
one

▲

Although not necessarily considered automation,
planning tools are now capable of enabling templatebased site creation which eliminates or reduces the

chance for error in some processes. Also, these
templates can be used, in time, to automate the turnup process. The following are examples of where
automation can be applied to the small cell
implementation process without the need to broach
the subject of full SON:
• CSPs can incrementally experiment with more
advanced machine learning techniques that can
predict likely service degradation, as well as the
impact of applying dynamically generated
remedies.
• CSPs can also include dynamic optimisation, selfhealing and closed loop operations management.
• CSPs can adopt software-based radios and base
stations for virtual RAN environments.
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• An social event occurred somewhere and how the
increase in video traffic and inbound calls are likely
to affect the network
• A new application went viral and how to
accommodate it
• How a price increase or a dynamic discount will
affect traffic today or tomorrow
All instances are experience affecting. And few are
currently a part of most CEM strategies.

The burden falls to the network
Contrary to popular opinion, the lion’s share of data
produced and collected for analysis does not come
from billing systems. This perception may stem from
the early days of customer relationship management
(CRM), which did take most of its cues from billing and
customer data records. Network-facing systems
collect approximately five times the amount of data for
operational insights than are collected from billing
systems. Some CSPs are collecting and processing
more than 20 billion usage transactions per day for the
purpose of analysing monetisation, whereas they
process more than 100 billion transactions per day for
network operations analysis.
Also, while the smartphones, tablets and laptop
computers that launched the digital lifestyle contribute
so much to traffic volume, their impact on the
customer experience has been less than cloud-based
applications, entertainment services and usergenerated video. This is due in part because a less
than optimal performance for these services is more
obvious and less tolerable for customers.
Smartphones and tablets negatively impact the
customer experience primarily when users exceed
their allotted usage without prior notification or options
for extending their limit. This provides a good example
of how analytics for predicting usage patterns,
combined with an integrated service activation
platform and proactive messaging applications for
notifying customers in real time can turn a bad
experience into a good experience and drive some
revenue to boot.

Taking responsibility for the experience
When a CSP considers how the many different
applications and services running across its network
affect the customer experience, it has no choice but to
take responsibility for the quality of these apps.
Customer never think the app is at fault when it does
not work as expected; poor performance is almost
always presumed to be the fault of the network. The
figure below shows only a small portion of the activity
occurring on the network every minute of every day,
each of which contains the potential for causing a bad
experience and another black mark on the soul of the
service provider even when the service provider is not
Source: Qmee; Stratecast
at fault.

Figure 3: Global internet usage in 60 seconds
An interesting dichotomy emerges as CSPs try to
differentiate some of their services based on quality.
There is little a CSP can do for the applications and
transactions listed above that run over their networks
other than maintain an acceptable level of network
performance. However, one service, voice-over-LTE
(VoLTE) offers a chance to prove how a high standard
of quality, even for a traditional service like voice, can
be a differentiator.

▲

As 4G deployment spreads and the network advances
toward 5G, CSPs are looking to VoLTE to regain the
advantage of quality, which once drove voice services,
since commoditised and eroded by over-the-top
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providers. CSPs are banking on the quality of the user
experience with VoLTE to be a differentiator. And they
are going to great lengths to measure the difference.
Voice services were once thought unassailable, yet
OTT providers found a way to challenge the service
when Internet Protocol became the default transport
protocol. Now CSPs are fighting back with the
experience as their weapon of choice.
The VoLTE counterattack has not happened as fast as
perhaps it could. This is due somewhat to
interoperability issues and, until recently, handset
availability. However, some delays rolling out VoLTE
were intentional because CSPs, Verizon most publicly,
expressed a commitment that customers would not
see a degradation in their experience during the 3G to
4G conversion and the introduction of VoLTE.
The device challenges has largely been met. As of
October 2015, The GSA said 246 VoLTE-capable
devices, including 224 smartphones, had been
announced and that 111 operators were investing in
VoLTE service deployments, trials or studies in 52
countries. Forty of those operators had commercially
launched VoLTE-based HD voice service in 28
countries. Eight months ago, Bouygues Telecom in
France launched a pilot VoLTE service, involving 5,000
customers across 700 corporate clients. The company
began commercial rollout this February and will
continue into 2017. Mobile operator, U.S. Cellular, is
also conducting testing of VoLTE in three markets, but
has pushed its launch back to 2017.
Estimates range wildly as to the amount of revenue
CSPs have lost, and are continuing to lose, to overthe-top providers of voice services – mainly Skype and
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WhatsApp. However, the losses are safely in the range
of hundreds of millions of dollars – incentive enough to
do what is necessary to stem the tide.
The dichotomy for building a network robust enough
to deliver a gold-standard quality VoLTE service is that
the rising tide of network quality raises all boats. OTT
voice services will also be running over a better
network. However, OTT providers do not necessarily
have access to the performance data so CSPs will
have to measure and prove their performance. OTT
providers generally rely on survey data to measure
customers’ perceptions of quality.
In spite of the wide acceptance of cost and
convenience over quality, CSPs are banking on the
idea that there is still room for quality in mobile voice
communications. It is essential that CSPs get VoLTE
service correct from the start, but delivering a highquality, reliable service will not be easy. That is why
CSPs have chosen to employ the uncommon practice
– at least until now – of putting test, monitoring and
analysis tools in place prior to launching VoLTE, kind of
a pre-cursor to the continuous deployment/continuous
test cycles they are adopting in building their NFV and
SDN networks. The signalling traffic for VoLTE alone, is
of greater volume and complexity than other
applications running over the network. End-to-end
visibility takes on a new meaning when it must look
beyond mere latency, as with other IP-based network
traffic. VoLTE monitoring involves handovers not only
from cell site-to-cell site, which is difficult enough to
control and track, but also to non-CSP technologies
such as Wi-Fi. The service is complex; the monitoring
of the service is even more so. Without it, visibility to
the user experience of VoLTE goes out the window.
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Conclusion
CSPs need not only to understand their place in
the e-commerce universe, but also be willing to
exploit it. They exist at the centre of the
customer experience strategy for most other
industries. It is hard to think of more than a few
businesses that would not be well served by
incorporating an embedded mobility services
strategy. As industries and the businesses within
them engage with each other in business-tobusiness relationships, mobility can add to their
customers’ experience the same way CSPs
enhance their customers’ experience. It could be

by accessing location data, understanding user
profiles and preferences, or getting other
anonymised customer profile data. Businesses
also can use analytics to track their own
employees’ usage and behaviour.
Ultimately, CEM is first a corporate mindset that
becomes a strategic direction. It is then
supported by purpose-built analytics solutions,
some big data analysis, and a CEM platform for
correlation, measurement and assurance. Only
then does it become a public identity.

About Stratecast
Stratecast collaborates with our clients to reach smart business decisions in the rapidly evolving and
hyper-competitive Information and Communications Technology markets. Using a mix of actionoriented subscription research and customised consulting engagements, Stratecast delivers knowledge
and perspective that is only attainable through years of real-world experience in an industry where
customers are collaborators; today’s partners are tomorrow’s competitors; and agility and innovation
are essential elements for success. Contact your Stratecast account executive to engage our
experience to assist you in attaining your growth objectives.

About Frost & Sullivan
Frost & Sullivan works in collaboration with clients to utilise visionary innovation that addresses the
global challenges and related growth opportunities that will make or break today’s market participants.
For more than 50 years, we have been developing growth strategies for the Global 1000, emerging
businesses, the public sector and the investment community. Is your organisation prepared for the next
profound wave of industry convergence, disruptive technologies, increasing competitive intensity, Mega
Trends, breakthrough best practices, changing customer dynamics and emerging economies? For
more information about Frost & Sullivan’s Growth Partnership Services, visit www.frost.com.
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Company summary
Founded
HQ
Employees
Revenue
Customers

1999
Dublin, Ireland
Approximately 680
€96 million (2015)
Key customers include AT&T, A1 Telekom Austria,
Bell Canada, Charter Communications, CTBC,
Orange Group, Softbank, Sprint, Telus, Time
Warner Cable, T-Mobile, Verizon Wireless,
Videotron and Vodafone.
Partnerships
Partners with equipment vendors, system
integrators and solutions vendors
Financial Status Privately held

Customer experience management products
Policy Manager • Enables CSPs to dynamically control network
resources with real-time policies based on
service, subscriber or usage context. Policies
also enable new business models and innovative
new services.
Evolved
Charging

Convergent
Mediation

Interaction
Gateway

Big Data
Preparation
Engine

• Deployable as a standalone online charging
system or adjunct system, it supports real-time
alerts, dynamic pricing models, shared device
plans, and service bundling for fixed and mobile
family plans and dual persona enterprise plans.
• Collects network and usage data across a wide
range of networks to be used as the primary
source of customer usage for business
intelligence as well as support a wide range of
OSS/BSS functions, including charging, billing
and policy.
• Manages real-time interactions between smart
devices and BSS/OSS systems. Also enhances
customer engagement with dynamic up-sell of
services, and mobile self-care by exposing
real-time network functionality.

Company summary
Founded
HQ
Employees
Revenue
Customers

1983
Stockholm, Sweden
Approximately 170
Undisclosed
More than 110 CSP customers in more than 50
countries utilising analytics, CEM, managed
services, network monitoring, and service
assurance. Customers include Telia, Telenor,
Tele2, T-Mobile, Singtel, Telefonica, Belgacom,
Bell Canada, Three and others.
Partnerships
Polystar has an active and broad set of both OEM
and channel partners.
Financial status Privately held

Customer experience management products
Network
Performance
Insights
Solution

• Solutions under Network Performance Insights
include network, device, roaming, and
interconnect analytics as well as network
monitoring. Together they derive actionable
intelligence and create a visual understanding of
network and service performance across
domains and technologies.

Business
Insights
Solution

• Solutions under Business Insights include
subscriber, marketing and corporate/VIP
analytics. These solutions help CSPs
understand what services customers use, how
much they use them and whether they
experience problems using them.

Executive
Insights
Solution

• Solutions for c-level management help
company’s executives get an overview of the
usage, service level and performance of their
networks and services from the business
perspective.

KALIX

• Helps CSPs become more customer centric and
optimise network efficiency. It enables real-time
visualisation that identifies how users are
affected by network and service issues. Using a
common data source, users can define which
metrics are important to creating their particular
view of the customer.

OSIX

• The OSIX network monitoring probe extracts
information from the control and users planes,
then processes, consolidates and stores the
information for both real-time and historic
analysis and visualisation. The system maps the
end-to-end view of service performance to each
subscriber.

• Ensures the quality and speed of the data fed to
analytics platforms and provides the scale to
cope with the increasing volumes of big data.

Key differentiation and competitive pressures
Openet provides a complete solution for data management that
includes real-time data collection and analysis for both customer
experience and business management applications. Its data
management capabilities are configurable and so address multiple
mediation, rating and charging and policy needs. The company
remains on the cutting edge of data management, going so far as to
open its VNF Lifecycle Management solution to eh open source
community.

Key differentiation and competitive pressures
Flexibility and usability are key differentiating features of the Polystar
portfolio. Flexibility stems from all technology solutions originating
organically within Polystar, which eases interconnection and
interoperability. Solutions are also flexible for CSP users who can selfadapt the system to its particular needs without the need for
professional services. Usability is increased by the reliance on a
common, single source of data and a customer-programmable
dashboard and interface.
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Digital content revenues to hit
US$180bn in 2017 – How can CSPs
increase their share?
As communications service providers (CSPs) grapple with the challenges of becoming digital service providers (DSPs)
it doesn’t matter if their customers watch Game of Thrones or House of Cards – it’s all about personalised engagement
now, writes Barry Marron
happen next year. This approach focuses the mind and
action plans. In 2015 the global spend on digital content
was just under US$140bn. Juniper is forecasting a 30%
jump to US$180bn in 2017. According to the firm, the
majority of the rise in digital content services will be driven
by the migration to streamed video services.

▲

O

ne of the big problems with research figures is
that they often look too far ahead. We’ve all seen
the ‘by 2025 there will…’ headlines. However, the
rate of change in our industry is such that nobody
accurately knows what will happen in three years’
time, never mind nine. So it was good to see the recent
research from Juniper leading with what’s going to

IN ASSOCIATION WITH OPENET
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So as they transition into digital service providers, what
can CSPs do to take a larger chunk of the digital
content, and especially streaming video, spend that their
customers generate? Several CSPs are deploying their
own on-demand and IPTV offerings in order to get a
slice of this revenue. Many others are developing
partnerships with content providers to provide third party
content, usually as part of a bundle, to their customers.
But it’s not just a case of build it and they will come.
CSPs cannot use traditional telco-like methods of
customer engagement in order to get customers signing
up for and using their new content services.

optimal customer engagement experience. However, in
order to deliver business value and not sit stagnant in a
data lake, big data needs to be efficiently and effectively
used. This needs the data sets to be right-sized. This
means transforming the raw collected data into smart
data which provides instantaneously useful, holistic
views of the customer plus context.

The good news is that CSPs have many assets that they
can use and build upon in order to grow new revenue
streams from digital content. These include monetisation
systems and processes and service creation systems as
well as the network. It can be argued that the one main
asset a CSP has is its customer base. This represents
the quick win market opportunity for CSPs to get their
share of the digital content market.

This smart data is also available for action in minutes
rather than months. In order to enable this new
approach to getting value from big data, CSPs are
looking to big data preparation to collect, prepare and
manage data from many different sources, and make it
available to a wide range of systems that use this data –
ranging from data management systems to operational
systems. Big data preparation can manage the massive
volume and increased velocity of data that digital
transformation is driving, and enable CSPs to provide
the foundation for smarter customer engagement for
personalised, timely and relevant marketing to upsell
digital content services.

Digital content and smarter
customer engagement

Real-time, smart data
and contextual offers

As CSPs roll out new content services to sell to their
customer base, they need to move up to another level of
customer engagement. The old telco model of
engagement won’t work. They need to become more
like Netflix or Amazon in how they engage with their
customers. The good news is that CSPs are in a good
position to take this step. They already have the detailed
customer business intelligence and the existing
customer relationship. But how well do CSPs use these
to engage with customers? When compared with Netflix
and Amazon, the answer is probably not too well.
Engagement is not just a case of sending out generic
marketing emails that are relevant to a very small
majority, irrelevant to many and an irritant to some. They
need the ability to deliver personalised and relevant
engagement that will make the difference – delivered
over the channel that is most appropriate to each
customer.

Having real-time visibility into a customer’s behaviour,
provides real-time business intelligence and CSPs can
use this contextually aware intelligence as a trigger to
drive a personalised engagement – everything from a
CRM message to a specific upsell of a new offer, from a
real-time offer management system.

As CSPs move to become multi-play providers, the
biggest challenge they face in personalised and relevant
engagement is getting a holistic view of the customer
and understanding their context. This is crucial as CSPs
roll out digital content. CSPs need a joined up view of
customer activity if they’re going to provide effective and
personalised marketing and engagement. However, data
silos are still prevalent in many CSPs. This means that, in
many cases, CSPs are working with disjointed data that
does not provide the full customer view. The result
means that CSPs are missing out on the associated
value that integrated contextual data delivered in a timely
fashion can provide. This lack of a complete customer
view does not help when trying to upsell digital content
services and multi-play bundle upgrades.

Getting a holistic customer view
Providing a joined up approach to big data can enable
the holistic customer view that is needed to provide the
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The author, Barry Marron,
is group vice president of
marketing at Openet

As discussed above many CSPs are branching out into
providing TV services. The next step is for them to start
commissioning their own content as a differentiator.
We’ve already seen BT Sport in the UK and Optus in
Australia sign up deals for English Premiership football.
Now some leading CSPs are now looking to take a leaf
out of Netflix’s book and commission their own content.
This will add a new dimension into content related
marketing and making smart use of big data to drive
personalised offers.
There’s no point sending me a message telling me about
the new series of Game of Thrones. I’ve never watched
a single episode. But send a message about the release
of a new episode of House of Cards and it’ll get my
attention. CSPs have the data to know what customers
have watched in the past and what they’re watching in
real-time. They can take this usage based intelligence,
add in additional customer data, such as churn score,
life time value and other information, and they’ve got the
basis for personalised and relevant customer
engagement.
Marketing and selling digital content is a far cry from
selling the ability the make phone calls. Getting smart
data from the massive volume of big data that
customers will generate is the foundation on which
digital content marketing strategies can be built. From
this the right marketing and engagement tactics can be
put in place that will enable CSPs to get their share of
their customers’ digital spend.

www.openet.com
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CUSTOMER EXPERIENCE MANAGEMENT

Customers want the best
experience but where
does cost prohibit it?
How do you get the best possible compromise between the need to maximise both customer
experience and company profits? Is there a perfect intersection of the CEM and bottom line curves,
asks Nick Booth?
he difference between a network operator and a
communications service provider’s (CSP’s)
customer service challenges is like comparing a
railway operator with a retailer, two businesses
you can see juxtaposed on any train station. It will
take a fortune for CSPs to have the perfect connection
with their audience, with money back guarantees, so
where do they draw the line?

T
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You can only resolve customer experience issues quickly
if you have a radical re-organisation, says Eric Van
Haetsdaele, Astellia’s marketing director. Build a
centralised structure – a service operation centre – that
allows divisions such as marketing, customer service and
network operations to work closely together. “This requires
a significant mind-set change throughout the entire

As telecoms becomes data-centric, CSPs must change
the segmentation of their customer base. This is where
specialists like Astellia come in, through their
understanding of data, app and service usage. Retailers
have long used psychologists to study customers and
now CSPs need their own anthropologists to analyse
subscriber behaviour.
Don’t expect customer experience management (CEM)
systems to just fit in, warns Aman Brar, Openwave
Mobility’s global solutions vice president. You won’t get
the most out of them unless you can make improvements
in your workflow in order to align with the way the CEM

▲

Eric Van
Haetsdaele: Having
departments work
together requires a
significant mind-set
change throughout
the entire company

company and internal restructuring,” says Van
Haetsdaele.
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“deliver the bits and bytes in fastest
most efficient manner possible”

works. You may well have to spend some money on
improving your infrastructure. These are the hidden costs
of supporting and bedding in CEM.
Whether you are modernising the legacy infrastructure or
adding incremental capacities, each new increment of
investment will yield diminishing returns. So you need to
free yourself from that downward spiral of paying more
and more to get less back.
The main priority of a connectivity provider, says Brar, is to
“deliver the bits and bytes in fastest most efficient manner
possible” while a service provider has to do the same
with “services that give best possible user experience”.
This shift can only happen in a partnership with over the
top providers (OTTs). A CSP and video provider can still
create a great video streaming user experience in
congested environments, for example, by ensuring that
the OTT sends the lowest bit rate when the network is
congested without waiting for adaptive streaming
algorithms to decide which bitrate is best. If the network is
running late, OTTs can inform subscribers that the video
services cannot be delivered and stop customers wasting
time and money on failed downloads and data charges.
At its best CEM gives CSPs and OTT providers a
framework they can use to share information about the
subscriber and context in a protected and real-time
manner. Sharing subscriber network congestion levels
with OTTs is a case in point. It’s important to do this
without personally identifying the user.
CEM also makes it easier to exchange information
between CSPs and content providers, using HTTP2.0
standards. This smoothes the path of closer partnerships
with OTT providers. This is a much smarter way to
improve the customer experience. The alternative,
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throwing money at the networks, could go on infinitely.
Money can’t buy your customer’s love, says Martin
Morgan, the vice president of marketing at Openet.
Conversely, delivering the best customer experience
doesn’t need to cost a lot. The important discipline is to
understand that each customer is different, know what’s
important to them and use this insight as best they can to
create the ultimate experience, says Morgan. Create that
and the profits will come.
Sounds easy, but how? If the CSP can set up a system
that gives them instant feedback on the customer
experience they can pro-actively manage them,
automatically making them compensatory offers or giving
advice to improve the enjoyment of using the system.

Martin Morgan:
The important
discipline is to
understand that
each customer is
different

The CEM driven initiatives don’t have to be complicated.
A simple act of gallantry, such as an offer of free cinema
tickets when a rich client has been disappointed by their
video streaming service, can nip defections in the bud.
Streaming video is going to be associated with a lot of
CEM work and Netflix seems to be a key weapon in the
battle for customer loyalty. If a CSP can see that a
customer watches a lot of video, but isn’t on the plan that
includes six months free Netflix, there’s an opportunity,
according to Morgan. “A suggested upgrade to the
Netflix offer could improve the customer experience,
increase loyalty, customer tenure and, most importantly,
profits,” says Morgan.
If the customer is deemed low value and has a low churn
score, then the CSP might choose a less expensive gift,
such as a tip that they can get cheap off-peak rates for
video streaming.
Sounds brutal, but you have to draw the line somewhere.
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Why solving device interoperability
is critical to the success of VoLTE
VoLTE has already proven to be a success, at least in terms of market penetration, writes Robert
Eriksson. An ever-growing number of communications service provider (CSPs) have deployed VoLTE
as a voice service overlay for their LTE networks, offering enhanced service quality

T

he benefits of launching VoLTE are also becoming
clearer. At the recent IMS World Forum in
Amsterdam, for example, several CSPs reported
that VoLTE is having a positive impact on
subscribers, with some suggesting that it has
already helped to reduce churn, while others talked about
the enhanced service quality and experience it offers.

The importance of
device interoperability
The second issue is that VoLTE networks cannot exist as
islands. As more CSPs in the same country deploy
VoLTE networks, they will need to ensure that their
subscribers can enjoy the benefits of VoLTE when they
call subscribers on other networks. Although a high
volume of calls will be made to subscribers within the
same network – on-net, many more will likely be made to
subscribers of other CSPs – off-net. As such, achieving
interoperability with other CSPs is a mandatory next step.
All of this matters, because CSPs in different countries
are promoting strong marketing messages to support
their VoLTE rollouts. Many have positioned the service,
not as a premium offer, but as a superior one – that is,

▲

Having gone to great
lengths to implement
VoLTE in the first step,
CSPs need to justify the
hype they are building

However, there are several challenges ahead. First, there
is a growing number of VoLTE-capable devices, each of
which may be configured differently. The GSA reports
that there are now more than 400 VoLTE compatible
smartphones, with more arriving each month. Since users
gain their experience of VoLTE through their devices,
device performance is fundamental to its success.
Growing numbers of devices means that the issue of
device interoperability and performance cannot be
underestimated. Moreover, as an open market in VoLTEcapable devices develops, CSPs will have to ensure that
new devices can work seamlessly on their networks,

which means they must wrestle with the problem of both
approved and also new, unapproved devices.
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A deep knowledge of
devices and their
capabilities can enable
CSPs to target users of
specific VoLTE capable
devices with services
and features from which
they can benefit
one that offers better coverage, better indoor penetration
and, crucially, better quality not only in terms of audio but
also in terms of call establishment time. As such, they are
promising a better customer experience as an incentive
to migrate to the latest VoLTE compatible devices.
Having gone to great lengths to implement VoLTE in the
first step, they need to justify the hype they are building.
In this context, it has become more important than ever
to ensure that CSPs can deliver the promised
performance benefits. Put simply, if they do not deliver
the right level of customer experience, it’s likely that
disappointed customers will, instead of using VoLTE as a
native experience, simply default to alternative applications.
And that’s where things become tricky. Devices are the
medium through which users will experience VoLTE but
the highly fragmented device market means that keeping
control of the experience will become increasingly
difficult, especially as inter-network interoperability
becomes a reality. As a result, CSPs need to build a
device strategy that enables them to both manage device
performance within their network and also with network
partners. Worse, even though they may seek to maintain
approved device lists, this will become increasingly
difficult. A user that prefers to use his own device will
expect that it works. As such, managing subscriber
expectations while delivering the best experience will be a
critical task for CSPs.
This means that CSPs must address this problem today.
They will have to support parallel approaches. First, to
deal with interoperability issues within their networks.
Second, to manage device interoperability between their
networks and those of their peers. This will be a
continuous, ongoing task and one that will need a ready
supply of accurate, real-time and historic network data.
This data will be required to enable both troubleshooting
for customer issues, such as: “My new shiny device
drops calls, please fix it”, and also for ensuring that
interoperability performance is maintained as new devices
are launched. It’s going to be tough, but it’s now
possible, thanks to systems such as Polystar’s Device
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Insights which collects network data and presents it in an
intelligent manner.
The first step is to understand which devices are in use
and for which services. If user data can be correlated with
this, then an accurate picture of who is using which
device, when, where and for what purpose can be
obtained. In turn, this will allow CSPs to tune VoLTE
services according to the capabilities of different
devices – as well as enabling better customer service to
be offered. If customer service agents can understand
not only what a user is trying to do but also the context,
they can help them faster.
Similarly, device manufacturers regularly release updates,
which may impact VoLTE performance. Managing
software releases, identifying and tracking known and
emerging issues creates a significant overhead, unless
analytics information is used to track devices, their
software revision and the associated problems. Such
insight will allow CSPs to be proactive with new releases,
informing customers of known issues and providing tips
suggesting how to avoid them.

The author, Robert
Eriksson, is the
director of customer
experience
management at
Polystar

Of course, problem resolution and avoidance is only part
of the customer experience. A deep knowledge of
devices and their capabilities can enable CSPs to target
users of specific VoLTE capable devices with services
and features from which they can benefit. As new
capabilities related to VoLTE investments – for example,
video over LTE (ViLTE) or voice over Wi-Fi (VoWiFi) – are
launched, CSPs should target them to the existing
population of VoLTE users with the right versions of
supported devices.
VoLTE can only continue its success if CSPs pay close
attention to the devices in their networks. They must
know what devices are present, the software versions
they support, who is using them and how. Interoperability
between devices and between networks is critically linked
to this knowledge. If the superior capabilities of VoLTE
are to translate into a better customer experience, CSPs
need to deploy powerful analytics solutions that are
capable of collecting, processing and presenting this
information when and where it is needed.

www.polystar.com
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Exclusive interview with Vincent Rousselet, the vice president of market insight and
strategy at Amdocs, on how digital transformation isn’t a one-size-fits-all situation and
each CSP needs to create its own definition for its organisation

LEAD INTERVIEW

Digital transformation is both a
journey and a destination
Vincent Rousselet is vice president of market insight and strategy at Amdocs. Here, he tells George Malim that
communications service providers (CSPs) engaging in digital transformation must adopt a multi-dimensional approach.
Appointing a chief digital officer will also help CSPs accelerate their transformations, reap early rewards and maintain
focus both on the transformation journey and the ultimate destination

V

anillaPlus: In what ways are Generation
C consumers compelling organisations
and CSPs to transform?

Vincent Rousselet: We love this concept of
Generation C, which originally came from YouTube.
Generation C describes a non-age-specific group that
cares deeply about creation, curation, connection and
community. Generation C is very much focused on
the creation as well as consumption of content and
the great thing about it is that it isn’t directly related to
the age of the users. In recent research, we found that
35% of Generation C are more than 35 years old.
Having said that, Generation C is all about engaging
with visual and creative content and services and that
creates challenges for CSPs. This group is very keen
on a two-way relationship that requires the ability to
have a rich dialogue. When you start to see
applications such as augmented reality being used in
gaming, it is clearly a precursor to how people will
communicate and CSPs will need to build their
networks and services to support such demands.

Another implication for CSPs is around data analytics.
All this content is stored digitally and can be exploited
for the better understanding of consumer behaviour,
habits and what they will do next. The question is
whether CSPs in general have the skillset necessary

Add to that users’ willingness to adopt new
approaches and new devices and it’s clear that
transformation is both required and underway.
VP: What does digital transformation mean for
enterprises today?
VR: The typical management consultancies are
promoting their digital transformation services to
enterprises but there will be different approaches for
different sectors. For banks, for example, the talk is
about changing the channels through which
customers interact with them by having virtual
branches and shutting physical ones. There’s a
benefit for the consumer in doing that because
interactions can be faster and the banks benefit
because they save costs by closing physical sites.
For airlines, digital transformation is also about
customer interaction, mainly in terms of making it
more attractive to book flights, and about the
traveller’s experience. Air travel remains a physical
activity so it’s difficult to virtualise but surrounding
digital activities exist.
Transformation therefore varies from sector to sector
but I can’t think of any type of organisation that isn’t
transforming. It’s everywhere and it does change how
people think about their own businesses and how
they run them.
VP: Why is digital transformation critical for
CSPs?
VR: At Amdocs, we think of CSPs’ transformation for
the digital world as multi-dimensional, involving four

▲

CSPs are well positioned
to meet consumer
demands, yet even with
the technological
progress being made to
make networks more
efficient, they will still
face a huge transport
requirement

For CSPs, this rich content is heavier to transport
across the network and requires carrying both ways –
not just down from brand owner to consumer. Someone
has to provide a big enough pipe to support this and
address teenagers’ majority views that fast internet
access is a basic human right. CSPs are well positioned
to meet consumer demands, yet even with the
technological progress being made to make networks
more efficient, they will still face a huge transport
requirement for carrying services such as 3D video.

to analyse the data effectively. There’s a question of
what to do with the data and how to get the most
intelligence out of it.
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pillars. One pillar is the move to enabling omnichannel interactions
between customers and the CSP. Like the banks, it’s about how you
change the available channels.
Another pillar is the services you bring to customers. CSPs have more
flexibility here than others because they can credibly provide their
customers with lifestyle, devices and technologies. An airline can only
really provide air travel but a CSP can provide services close to their core
offering of voice and data connectivity such as television, music and
gaming. From there, they can spread to other areas such as workplace
software for business customers and on into the Internet of Things.
The next pillar is service agility. If you change your own business
internally to transform the processes, systems and IT as
well as your network efficiency, you can take that
to other businesses and partner with them
in different ways. In doing so, you
engage in new business models
that many digital services require
to become real.
A final pillar is data. This sits
alongside the other three pillars
but also cuts across them
because data insights need to
be applied everywhere. All this
data that Generation C
creates is digital and can be
used to benefit so many CSP
functions from network
planning to marketing.
It’s our view that these four
pillars, put together, make
the digital transformation
journey. That’s why it’s hard
to do; you have to take all
four together and transform
them in parallel.
VP: What role does the
chief digital officer
(CDO) play in taking the
vision of the
organisation forward and
in driving digital
transformation?

▲

VR: It’s clear that digital
transformation is difficult to
execute on. In recent research
by IDC 50% of respondents
said they expected it to take
more than five years and 12%
said they thought it would take

Vincent Rousselet: The digital
data Generation C creates can
be used to benefit so many CSP
functions
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The digital
transformation journey
is composed of
different modules

more than ten years. The question then becomes who
drives this journey? It could well be the chief digital
officer, there’s certainly space for a CDO in telecoms.
The research found that almost 90% of respondents
said they needed a CDO but less than 30% had one
in place.

currently weak signals, but with potential, such as
artificial intelligence and virtual reality, to establish
where the market might go.

The most important role for a CDO is in creating
strategy; the research found that about 46% of CSPs
don’t think they have a clear strategy for digital today.
They are doing things to become more digital but they
don’t have a strategy. A CDO has a mandate to
create the strategy and get it approved and funded
within the organisation. It’s very easy to appoint a
CDO but if they’re not given the budget to get things
done, the CDO runs the risk of becoming a minister
without portfolio.

VR: When you look at the basic substance of CSP
interactions with customers today, most of it can be
copied. If you leave it as a technical space, there will
always be a better device or a faster network so you
can’t compete on this basis alone. Consumers value
interaction around the customer experience. In the
past, this was a call centre interaction but this is
increasingly moving into a multi-dimensional world
where ease of use of applications is important.

VP: What are the key ingredients for
successful digital transformation?
VR: First of all, this isn’t a one-size-fits-all situation.
You have to think of creating and adopting a definition
of what digital transformation means for your
organisation. Part of that involves thinking of
transformation as both a journey and destination. The
journey is composed of different modules, some of
which will take just a few months, others will be much
longer. It’s important to be able to experiment so
CSPs can choose to run transformation projects in
smaller markets where they can move quickly and
typically have lower risk if something goes wrong. That
contributes to the ability to make something happen.
When it’s successful you can scale up to the next tier
of segments or countries and ultimately take the
project company-wide. The trick is to fail fast and
cheaply and maintain momentum for the
transformation journey so it can get to the destination.
If the journey will take five years, a good CDO could
be able to accelerate that to three or three and a half
years and the benefits of such an acceleration are
substantial.
You can achieve cost savings earlier by rolling out
omnichannel customer interactions for example, or
generate revenues faster by having the capability to
launch ten new services a year. Six quarters of new
revenues are a good thing to have.

www.amdocs.com

It’s also important to keep focused on the destination,
which, in a long project, will alter as consumers’
habits and preferences change. Regularly adjust the
course to take account of that and look at the

VP: Why should customer experience be the
primary driver of business?

One CSP told me they used to take one million calls
per week through their call centre six years ago. By
adding a mobile app and an online self-care tool, the
volume of calls has dropped by half and interactions
with the alternatives have grown tremendously. The
user has a choice and the experience is simple. After
all, that’s what we all want.
For us, at Amdocs, we believe that customer
experience is the only long-term way to compete in
the market. The basis of competition is no longer ‘is
my device working?’ or ‘is my network fast enough?’.
VP: What are the powerful tools and
technologies aimed at improving customer
experience?
VR: Again, a key factor is data analytics. If you take
the example of a network outage or even planned
maintenance, you can inform your different channels
of what’s going to happen and get them ready with a
script. It’s really about being able to predict what is
going to happen and then using multiple channels to
touch customers proactively.
I do not believe a technology-only answer is going to
work. It’s about keeping your people with you as well.
This is difficult because transformation will challenge
your existing skills base within your business which
therefore has to change with the transformation.
There are a lot of things that have to come together
into a heady mix to enable digital transformation to
occur successfully. The good news is many of the
tools are there and the processes and experience of
organisations like Amdocs that can support you in
your transformation are continually being added to as
the industry transforms.
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DIGITAL TRANSFORMATION FOR CSPS

What does a digital
transformation mean for a CSP?
Though digitisation gives communications service providers (CSPs) the armoury they need to
hold their ground, it’s the people and processes will convert them into a truly digital service
provider, writes Nick Booth

N

ever criticise anyone until you’ve walked a mile in
their shoes, goes the old Chinese proverb. By the
same taken, we should avoid giving mobile
operators glib advice about their difficult transition
from communications to digital service providers (DSPs).
The journey from CSP to DSP involves more than
changing the equipment and the vehicles, it’s about
creating a new culture within the company too. Everything
from systems to services, people to processes, networks
to business models has to be re-engineered and yet still
modeled into a cohesive whole. Surely it would be easier
to scrap the company and start again, if it wasn’t for the
customers, shareholders and staff.
Being a DSP might be about using technology, but the
process and people are much more important, says
Avaya’s digital engagement lead Greg Widdowson.
People tend to forget that and think the technology is a
silver bullet. “Technology is a means to an end, it isn’t the
end itself,” he says.
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The catalyst for conversion from CSP to DSP was LTE
services. As these came alongside existing 3G services
they created an appetite for mass data consumption
which, in turn, caused CSPs to re-evaluate their role in
the value chain. Now they want more of the money from
the over the top (OTT) content, but in order to do that
they’ve got to become a digital first provider. This involves
a change in mindset among staff, since the technology
may be digital but the culture at many CSPs is distinctly
analogue, according to Widdowson.

Jennifer Kyriakakis:
The DSP must
embody the user
customers grew up
with on the web

In the transition from operator to CSP to DSP a company
infrastructure goes from big dumb inflexible pipe to a
complete supple, sensitive organism that can change
shape and interconnect every facet of its being, such as
the cells in its networks and the pools of information on
its servers. But to create agility, you still need a strong

▲

So how do you manage the conversion and what are the
priorities?

You need to define your terms, according to Widdowson.
A DSP is any company that distributes media online.
Telecoms operators connected people, a CSP offered
communications services, but a DSP can bring everything
– mobile broadband access, services, content and apps
– directly to devices.
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spine, and that flexible backbone comes from a new way
of operating. Instead of setting up connections externally,
the DSP must integrate every aspect of its internal
elements, such as video streams and billing and
management information. The sheer scale and level of
detail makes this infinitely more complex. To make the
challenge harder, everything has to be harmonised
instantly.
Vincent Rousselet:
There are serious
concerns that
telecoms will be
swiftly outpaced by
other industries

The most influential consumers – the young – are inclined
to get what they want, whenever they want it, says
Jennifer Kyriakakis, a founder of Matrixx. “The
experience they expect from their service provider must
embody the one they grew up with on the web,” says
Kyriakakis, who describes the desired quantities as
“interactive, personal, engaging and instantly gratifying”.
The benchmarks of digitisation that CSPs should emulate
are Uber, Domino’s and Amazon.
To live up to these standards they’ll need flexible, cloudbased infrastructure to deal with the abundance of
interactions they receive each day. Most CSPs’
technology was designed for voice and SMS and not
optimised for the millions of instant transactions or digital
services.
CSPs should start the digital transformation by deciding
what customer lifecycle they want, which keeps
customers satisfied at every stage in the customer
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journey. Traditionally this took up to three years but in the
digital economy a service provider only has a few months
of opportunity before the fickle Millennial app buyers
might start chasing another fashion.
So the latest digital commerce platforms are a must as
you need to set up and run services that can be in the
sales channels within weeks. The new IT stacks and
digital ecosystems will fast track the transition.
The first step in this journey would be to get a strategy in
place, says Vincent Rousselet, the vice president of
market insight and strategy at Amdocs. The CSPs had
better hurry up and get their plans in place because
transformation can take at least five years. According to
Rousselet’s intelligence sources – IDC research, half the
service providers don’t have plan to make the most of
their investments. “There are serious concerns that
telecoms will be swiftly outpaced by other industries,”
says Rousselet, “this would leave a big gap for over-thetop players or other brands to move in.” The connected
car market is a case in point.
What makes a successful, swift digital transformation? A
clear and agreed strategy, with third party help factored in
from the start rather than brought in at the last minute. “It
needs to be viewed as a process that must be supported
in the right way, rather than a result that must be
achieved at any cost,” says Rousselet.
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Freedom to Transform

AsiaInfo enables digital transformation
for the world’s largest operators
www.asiainfo.com

EXPERT
OPINION

How today’s CSPs can become
tomorrow’s digital heroes
For communications service providers (CSPs) looking to drive increasing revenues from their business and consumer
customers, short term initiatives can be useful but they don’t solve the problem. Solutions need to not only be
sustainable, they should also hold out the promise of further growth, writes Andy Tiller

S

Google recently released a guide to what it called
micro-moments. These refer to the times consumers
are looking for information or services – moments
Google described as being loaded with “intent,
context and immediacy”. Interesting stuff, and Google
– along with Amazon, Facebook and Apple – really
knows how to take advantage of those opportunities.

▲

o what’s a CSP to do if they have any desire to
be more than just a communications service
provider – for instance if they are seeking to
become a digital services provider? To do that,
they are going to need more than just a tariff
scheme that seeks to lock customers into a one or
two-year contract.

IN ASSOCIATION WITH ASIAINFO
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The challenge for mobile operators is: Can they get
access to, analyse and take action on the same
information and data as those Large Internet Players
(LIPs) in the same timeframe?
We asked 50 CSPs that question, and their answer
could be summed up as – we think so, if the regulator
will let us and if you give us two years to catch up with
the big data analysis skills.
Two-thirds of the group we spoke to placed high
importance on acquiring this ability – but as Justin van
der Lande of Analysys Mason, who carried out the
research, said: “This survey has laid bare the chasm
that exists between the operators’ new business
ambitions and their readiness to compete.”
Many of the CSPs also highlighted that the data
required was often held in different silos across the
organisation and that there would be some internal
barriers to overcome. They all acknowledged the
information was there, but as van der Lande
observed: “In technical terms, operators still have a
long way to go before the can make use of the
abundant customer data they possess.”
One problem for the CSP community of course has
been the rise of the over-the-top (OTT) player, many
of which are expert at attracting the value-added
revenues that are currently eluding the CSP. But taking
issue with the OTT not only ignores the point they prove
– consumers will pay for innovative digital services –
but also the partnership opportunity they present.
However, in order to attract those companies into
partnerships, CSPs need to offer more than just the
cloak of credibility of a trusted brand – after all, these
guys are known as OTT players because they have
done a pretty good job of by-passing the CSPs so far.
Our view is that to really attract a wide selection of
OTT partners, CSPs need to work on two basic
issues. First, how to add value to the partner’s service
beyond simply providing data connectivity; and second,
how to actually deliver that value without costly IT and
network customisation. Addressing those issues
could unlock some serious revenues today.
Take the IT integration aspects. When we surveyed
European mobile operators about their revenues from
partnerships with OTT players, we identified a €160m
market accessible in a three year-period. But that was
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based on the existing CSP business model of a caseby-case integration of a small number of partner
services.
Automating partner collaboration, IT integration and
settlement through a more open-systems approach
had the potential to dramatically change the picture. In
fact, we calculated the potential for an eye-catching
15-fold increase in gross profits to somewhere in the
region of €2.2bn.
That’s obviously good news for the CSP. But
partnerships are two-way, so what’s the incentive for
the OTT player, other than just access to the pipe and
the trusted brand. One answer is to offer mash-up
products – for example, including mobile data for the
OTT partner’s service in a single subscription, or
creating a day pass offer to target prepaid
subscribers. These create value for consumers which
the partner cannot deliver alone as an OTT provider.

The author,
Dr Andy Tiller,
is vice president for
product marketing
at AsiaInfo

Another answer is to tap into those customer insights,
after all the most successful businesses of the digital
era, the LIPs we referred to earlier, have built their
giant global empires based on monetising customer
insights, whether through advertising or e-commerce.
And if the CSPs today don’t have all the tools required
to collect the data, analyse it, design new service
offerings and present them in a timely fashion; maybe
carefully opening up some of those data streams to
partners can enable them to move more quickly – to
shorten that two year cycle and make some money in
the process.
CSPs are sitting on a mountain of data that can give
them, and their partners, a much wider view of
customer preferences than is available to any single
OTT player. If they want to accelerate their
transformation from a communications service
provider to a digital services provider, we suggest they
first take a look at themselves.

CSPs are sitting on a
mountain of data
that can give them,
and their partners, a
much wider view of
customer
preferences than is
available to any
single OTT player

How quickly can they access, analyse and use
customer data to add value to their OTT partners, and
how quickly can they create more value by integrating
partner services with charging, mobile data, QoS and
other value-added capabilities of their IT systems?
Successfully answering those questions, and creating
the IT environment to deliver the answers, is the best
pathway to the digital transformation goal.

www.asiainfo.com
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5G:
ADVANCING
CONNECTIVITY IN
THE MOBILE-FIRST
CONNECTED WORLD
5G is in the media daily, but what does 5G mean and, more importantly, how will you benefit?
While many understand that 5G will mean faster speeds, it will also offer lower latency and be
the key to connecting our Internet of Things-enabled devices – everything from autonomous
vehicles, to telemedicine and smart utilities, writes Heather Lee Landers
o make 5G a reality for the US, we need to fully
utilise the high band spectrum, or bands above
6 GHz. Then, wireless companies will need to
be able to deploy small cells and small cell
backhaul so that our wirelessly connected
machines and devices can communicate. Unlike
traditional towers and antennas for mobile, small cells
can be hidden in lampposts or bus stops. Given the
smaller impact of small cells, wireless companies need
local, state and federal policymakers to streamline and
expedite tower siting processes so that high band
spectrum can be used for our 5G devices.

T

It may seem like 5G is years away, but several wireless
companies have already started trials across America
with some saying we’ll start seeing use cases as early
as 2017.
The author,
Heather Lee
Landers,
is show director and
assistant vice
president of
conventions at CTIA

www.ctiasupermobility2016.com
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Is your company ready for 5G? Do you know how to
maximise your company’s 5G opportunities?
While white papers – such as the one our engineers
recently released (visit www.citia.org and search the
document library for the ‘5G High Band White Paper’)
– are helpful, given the complexities of 5G, it’s
important to have face-to-face conversations and
access real life learning opportunities to make sure
you’re taking full advantage of 5G. That’s why no
matter if you’re an expert or a novice on 5G, you need
to attend CTIA Super Mobility 2016.The conference
will convene more than 30,000 professionals to
explore the latest advances and key challenges facing
the wireless industry today and help set the vision of
how wireless connectivity will shape the future.
Attendees will have the opportunity to attend the CTIA

Mobile Intelligence Conference and acquire vital
information on new technologies, issues and
practices. The CTIA Mobile Intelligence Conference is
an open-dialogue programme designed to push the
wireless industry forward.
CTIA Mobile Intelligence Conference’s ‘Everything
Intelligent: Taking Networks To 5G’ track will provide
technologists, entrepreneurs and business insiders an
opportunity to discuss the latest trends in network
densification, efforts to extend the utility of 4G,
developments in millimeter wave (mmWave)
technologies and the global race to identify additional
spectrum bands to support 5G use cases.
Engineers, radio frequency experts, network design
and integration specialists, technologists and analysts
who are leading the evolution from 4G to 5G network
infrastructures will benefit from the educational
sessions that explore how SDN, NFV and network
slicing are being developed and deployed as well as
the kinds of efficiencies and cost savings these
solutions can enable.
In addition to educational sessions, you’ll be able to
see and experience next-generation solutions and use
cases for 5G at the 5G Launchpad, a Smart
Experience on the show floor. In fact, the entire show
floor will replicate a Smart City, showcasing the latest
smart technology in augmented and virtual reality,
retail, car and home.
Don’t miss the opportunity to directly connect with the
technology, people and ideas driving the rapidly
evolving wireless landscape – join us for CTIA Super
Mobility 2016 from 7-9 September in Las Vegas.
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Upcoming events
Telco Data Analytics
USA 2016
7-8 September, 2016

BSS & OSS Latin America
20-21 September, 2016
Rio de Janeiro, Brazil
Organiser Informa
www.informagroup.br/bss-oss

Las Vegas, USA
Organiser: Informa
tmt.knect365.com/telco-dataanalytics-usa

Self Organising Networks
Conference
18-19 October, 2016
London, UK
Organiser: Informa
tmt.knect365.com/self-organisingnetworks

Telco Data Analytics Europe
25-26 October, 2016
Madrid, Spain
Organiser: Informa
tmt.knect365.com/telco-dataanalytics-europe

CTIA Super Mobility
Week 2016
7-9 September, 2016

Broadband World
Forum 2016
18-20 October, 2016

Las Vegas, USA
Organiser: CTIA
www.ctiasupermobility2016.com

London, UK
Organiser: Informa
tmt.knect365.com/bbwf
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CLOCKING OFF!

Money can’t buy you customer
experience – or love
It’s not about your money or your fancy infrastructure. Router size doesn’t matter. It’s the thought, care and
attention you invest that creates a good customer experience, writes Nick Booth
o you remember the golden age of women’s
magazines? At one time they were a mixture
of news and current affairs, campaigning
journalism and soft pornography. They had
the most over-promising cover lines in the
business but the sauce never lived up to the label. I
speak as a regular victim of this mis-selling. But, like
the ‘women who love too much’ I kept going back
for more.

D

I was particularly fond of the ‘How to’ style features,
that promised to give instructions on everything from
writing a best seller to starting a successful business
or just plain gene splicing. They made it all sound
so easy.
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Nick Booth,
is a contributor to
VanillaPlus and a
technology journalist

You, too, could become a successful author, the
magazines would tell their readers, in what was meant
to be an exercise in empowerment. William from
Stratford wrote plays, sonnets and poems, while
working from home, with just a quill, a pot of ink and
some parchment. You can too. Just do some
research, discover some insights into the human
condition and work these into a narrative. Put simply,
you must create a zeitgeisty but enduring work, with
universal appeal that both channels the spirit of the
age and stands the test of time. The hard bit is finding
a good accountant.
It seems I’m not the only person who has been
influenced by the culture of Cosmopolitan magazine.
The technology industry seems to be full of people
dishing out rather glib advice that’s lacking in the
essential details.
Here’s some of my favourite frequently oversimplified
questions. Publishers, apparently, can only survive in
this competitive environment, if they can produce

compelling content. The ranks of experts dishing out
this advice are swelling by the minute and there are
already millions. They don’t actually go into details
about what they mean by content but it seems to be
everything from pornography to prose to plays to
poetry. They’re all lumped in together. In fact,
someone’s probably giving a seminar as we speak
about 4P Content.
The people who install and integrate technology are
constantly being lectured, by others who’ve got no
idea how difficult that job is, that they must embrace
change and adopt a service culture. How do you
embrace change? What is a service culture? They
don’t say.
Surely the people dishing out this advice need to
expand on their arguments. Sadly, few are asked to
and never really have to give it further thought. Test
this for yourself. Next time you meet someone who
says they work for a solutions provider ask them what
problems they solve. In my experience, few people
can answer the question.
That’s one of the problems we often encounter while
seeking expert advice on issues that matter to our
readers. For example, it’s widely accepted that mobile
operators need to change from being connectivity
providers to service providers. Not everyone who
offers this advice can actually explain what this entails.
The same goes for digital transformation. Luckily, we
found some experts who could offer some practical
pointers in this issue’s Digital Transformation
supplement but you’d be amazed how many people
offer unsupported advice.
Personally, if I was a technology reseller who was
used to getting my money up front when the
installation job was done, I wouldn’t be tempted by
the ethereal delights of the cloud, with its slow drip
feed of subscriber revenue. Similarly, a digital
transformation sounds like a very painful operation.
It’s not about the physicality, it’s about the mindset, I
suspect.
In customer experience management, it’s not about
how big your infrastructure is. The audience is not
impressed by that. Router size doesn’t matter. Endlessly
spending cash on your machinery doesn’t work either.
The only way to get the customers on your side is
being thoughtful and attentive. Occasionally you might
want to give them extra things – nothing fancy mind –
just to let them know you are thinking of them but
ultimately, money can’t buy you love.
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