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ABSTRACT

Telecomvendors now suddenly find themselves to be the hand that controls and
maintains business equilibrium when the world has shut down. With great power
comes great responsibility. And the responsibility that telcos have to bear is
providing smooth, efficient, quality customer experience where they not only meet
expectations but go much further. This white paper takes along hard look at the
current global scenario and why customer experience management is the key to
success and longevity for telecom vendors.
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INTROBDUCTION

Oliver Wymanrecently published areport with
eye-openinginsightsonthe telecomindustry
duringthe COVID-19 pandemicandthe
subsequentlockdown. It hasbeen mission-
critical forthe telecomindustry since the rush
hour"hasbeenextended because of longer
hours of confinement. With most countriesin
lockdown and remote working numbers spiking
exponentially, telecom operatorsare burdened
with keeping the economyrunning, apartfrom
keeping people out of social isolation virtually.

Thereport made aninterestinginsight. It
identified the COVID pandemic asthe best
opportunity fortelcos for strengthening their
relationship with customersand society. Telco
companies canimprove customer experience by
adopting customer-centricrelief measures like
relaxationin bill payments, extension of data
limits, and free entertainment services. This
white paperfeaturesservice providerswho have
already done this proactively.

While telcos have always been essential service
providers, the worldwide socialisolation and
quarantine have made the publicappreciate this

factmuch more. They now provide critical

servicesthatensure business continuity
through virtual collaboration.

However, beinginthe thick of allthe action
comeswithitsownissues. Forone, any
breakdownincommunication, evenforafew
seconds, canbeviewedas asignificant
deficiency. This hasbecome especially truein
the currentscenario, where virtual
communication hasbecome the primary mode
of connectingwith each other.

Inthis context, the role of Customer Experience
Management(CEM)hasbecome crucial. Since
mostvendorsare capable of offering the same
scaleandvariety of operationstoconsumers,
the differentiating factorhas boiled downto the
quality of experience that the customer gets.

Customer preferencesand perspectives have
changedalotinthelastdecade. Inkeepingwith
thiscontinuous evolution, one can expect that
typicalserviceswillnolonger sufficeinensuring
anydifferentiationand telecom operatorswill
havetobe proactive tostayontop.




1. SEAMLESS CUSTOMER EXPERIENCE: THE

NEW NORMAL

Telecom market observersforecast that by 2030,
around 50 billion loT devices willbe inuse,
connectingeverythinginourtechnological
universe -from smartphones tosecurity
camerasandrefrigerators. The telecom
industry’s massive infrastructureisat the
center of thisuniverse, enabling communication
betweeneach individualcomponent.

Thisindustry, compared tootherservice
industries, boasts of an extremelylarge
customer base. InthelIntelligence Report by
ResearchAndMarkets.com, the statistics
offered are staggering. In the beginning of 2020,
there were around 7.7 billion active broadband
subscriptions globally, anincrease of 3.3 billion
fromjustbyearsago.

Thiswas the prediction.

But COVID-19 might have changed all these
numbers.

Theresults of the Oliver Wymanreport, derived
fromanextensive survey of telecom operators
inEurope, North America, and Asia, show the
spike theindustry hasrecordedinthelastfew
months.

50% |

Globalreliance onthe telecomindustryis
enormous.

Inasectorasdynamicand volatile astelecom,
service providers cannot afford to stay behind
market trends. Let's take alook at the changing
market trends vis-a-vis customer experience
management.

Where once service providers competed against
each otherusing price warsand discount
bundles, in2020, painless customer experience
hasemerged as the key brand differentiator. The
samenessintheservices provided and the
market saturation were clearindicators of this
trendasearlyas 2013 when Walkerreleased its
study on customer experience in 2020.

Addedto this, the telecomindustry now carriesa
burden of itsown creation. The wide prevalence
and easy accessibility of telecom services have
ensuredsocialand economicinclusion,
especiallyingrowing economies, ascenario that
demandsadvancementsincustomer
experience management foraltruistic reasons.

4 times increase in traffic
in remote work platforms

5 times increase in instant
messaging platforms usage

More than 50% increase
in mobile voice usage

More than 40% increase
in fixed IP traffic

Figure 1: Increase in adoption pattern after the COVID crisis

TelecomToday / &



Gartnerreports thatin
2020, customers will
manage 85% of their
relationship with an
enterprise without
interacting with ahuman.

"67% of consumers cite
bad experienceasa
reason forchurn.”

Only Tout of 26 unhappy

customers complain. The
restchurn.
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1.1. Al-powered CEM

Now thatwe arein 2020, we can see this
predictionunfoldinginreal-time. What the
Walkerreport failed tonoteinits 2013 version
was therise of Al-powered consumer
engagement toolslike chatbots. Injustashort
time, chatbots have proliferatedintoallaspects
ofabrand’s customerengagement strategy.
Fromanswering quick queries on websites
aboutacertain product to conducting feedback
surveysforservices, chatbotshaveremoveda
significant chunk of human-to-human
interaction. Gartnerreportsthatin2020,
customerswillmanage 85% of their relationship
withan enterprise withoutinteractingwitha
human.

Theintroduction of social distancing has
increaseddigital needs, especiallyinareaslike
self-service. Itissafetoassumethat evenafter
the pandemicisdone and dusted, the digital
trends willbecome amainstay. Telecoms have
begunshuttingtheiroverseas customercare
operations, whichwere forcing themto provide
more with less. ABain & Company report says
thatthere willbe up to 40% reductionin
low-valueinteractions with digital self-service,
atrend which telecomoperators must prepare
themselvesforinamatter of months.

1.2. Omnichannel outreach

Animportant trend that has come to the
forefront due to the prevalence of social media
isomnichannel marketing. Companies with
strongomnichannel customer engagement
strategieswillretain more customers than those
with aweaker presence. The way customers
interact with service providershaschanged. A
survey conducted by an omnichannel marketing
consultant found that 86% of respondentsdon’t
mind paying 25% extraif it translatesintoa
bettercustomerexperience.

Acohesive and consistent omnichannel
customer experience must be the foundation of
allchannel-specific strategies. Adisconnected
omnichannellandscape willincrease customer
dissatisfaction, leading to customer churn.

1.3. Reducing churn

Thisisnotatrend persebutconcernedbythe

significant hitto the bottomline causedbya
highrate of churn, reducingithasnowbecomea
priority foralloperators.

Asignificant factorinreducing customerchurn
istokeepthemhappy. Inotherwords, customer
frustrationwilllead to churn. Esteban Kolsky,
the founder of the customer strategy consulting
firmthinkdJar, advises companiestoembrace
customer experience. According toanannual
survey done by Kolsky and histeam, “67% of
consumers cite bad experiencesasareason for
churn." Thisisanimportant statistic,
considering how the teamalso notes that:

“Only Tout of 26 unhappy customers complain.
Therestchurn. Alessonhereisthat companies
should not view absence of feedback as a sign of
satisfaction. The true enemy isindifference.”

1.4. Proactive approach

Inthe unexpectedandratherunprepared phase
the economy has currently entered, telecom
operatorsare now sustainingsociety’s
continued working. With this added
responsibility, thereliance on them has
increased multifold. Forexample, insome
Europeancountries, Vodafone hasrecordeda
50% increaseininternetusage, owingtowork
and educationmovingonline.Inthe UKalone,
datausagehasincreasedby30%. Thisisa
market trend Vodafone expectsto continue as
most of Europe still prefersto stayindoors.

Sensingtheincreaseduse of smartphones
throughout this period, Virgin Media in the UK
offered 10 GB datafor free foraround 3 million of
itscustomers. Italsoremovedthe 20 Mbps
usage cap fortens of thousands of customers. In
India, where prepaid phone servicesare still
mainstream on which roughly half the
populationrelyon, telecom operators have
introduced ad hoc policies to support their
customers. Airtel, forexample, added Rs. 10
talktime to low-income users, coveringaround
80 million subscribers. Vodafone has followed
suitto cover 100 millionlow-income subscribers.

Proactive approaches(like the ones mentioned
above)inturbulent times have agreatimpacton
positive customer experience. They cangoonto
becomethenormwhenthe dustsettles.



2. REVITALIZING YOUR CUSTOMER
EXPERIENCE MANAGEMENT STRATEGY

Modernconsumersare savvyand cannotbe
swayed by gimmicky features. They expect
services thatare convenientandadd value to
theirventures. The same expectation has
carried over tothe customer experience journey
aswell.

Telcosare looking at satisfying the requirements
of an extremelylarge customer base vis-a-vis
otherserviceindustries. Hyper-
competitivenessnotwithstanding, over the
years, telcos have managed to achieve high
penetrationinto thiswide base; they have been
driversof socialand economicinclusionin many
markets aswell. Adownside of thisis that there
isalow exit barrier for customerswhoare
unhappywiththe services provided. The answer
liesin providingaconsistent experience across
multiple and varied touchpoints thatisregulated

Starts with Complaint Management

Figure 2: Reactive customer experience

Marketing Experience

Call Center Experience

Ops & Tech Experience

to offer uniform Quality of Service(QoS)across
segments. Imbibing thisinto their BNA will be
the key differentiator.

The traditionalapproach to Customer
Experience Management(CEM)isreactivein
nature andfocuses oncomplaint management.
Acustomerreactstoabadexperience—a
defective product ordeficiencyinservice, for
example —byregisteringacomplaint with the
customer care or by going to the retail store.
This createsanegative disposition towards the
service providerinthe customer’smind. And
thisimage persists despite improvements made
by the service provider.

Theideal CEM should make the customer’slife
simple.

TelecomToday / 7



Inthe age of Big Dataand
Machine Learningwhere
service providerscan
obtainacrystal clearview
of the customer persona,
thereisnoexcuse fornot
anticipating and planning
forthe needsof the
customer.

Givenany typical customerlifecycle, CEM should
be able to segment customers based on their
usage and consumption of various services
offered by the service provider. This generates
insightsthatallow the service providerto
intelligently target the customer with relevant
offeringsandservicesusingavariety of
channelsand touchpoints.

Thisisthefirst step towards movingfroma
reactive toaproactive CEMstrateqgy.

Inthe continuously evolvingmarket, CEM can be
leveragedtogaindirect feedbackon:

« Existingservices

- Insightrelevanttoproduct management

« Datarelevanttodecision-makingonthe
product portfalio

« Verification of campaign successes

- |dentification of trendin usage behavior

» Inputforcustomersegmentationand
profiling

CEMcanprovide bothindividualand segmented
views on KPIsrelated to network, device, usage,

Starts with Customer Life-cycle Management

Network Quality Index

Service Quality Index

path

Customer Quality Index

Figure 3: Proactive customer experience
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subscribers, and customer perception.

Toaccomplishthis, there should be anew way of
addressingacustomer’schangingneeds and
services.

Telcosneed tomove from being tactical to taking
aholisticview oninitiativesaround QoS which
hastobe consistent, regardless of location,
device type, oractivity. Andtheseare the basic
tenets of aproactive customer experience
strategy.

2.1. The Modern approach to
CEM

Asmentionedbefare, being proactive to the
customer'srequirements works like magic for
seamless CEMin2020. Inthe age of Big Dataand
Machine Learning where service providers can
obtainacrystalclearview of the customer
persona, thereisnoexcuse fornotanticipating
and planning for the needs of the customer.

Goingforward, telecom providers willneed to
adoptamore practicalapproachtoprovidea
betterservice experience to customersby
combining the aspects of network, product and
customerservice which contribute equally to
the overall perception of the customer.

|
y Differentiate

‘ Best In Class ’




Here'saroadmap that service providers can use
toevolve their CEMintoamore proactive
approach:

« Today'scustomershave become more
self-reliantinfindinganswersto product
queriesor supportissues. Self-service
support makes it possible for customers

« Telcosaresittingonhuge amounts of tosolve theirsupportissues 24/7. It

customer data. They canleverage the significantly reducesthe costtoserve for

datausinganalyticstodrive useful the telco.
insights that will help them achieve
businessobjectivesinaleanandagile » Engagedcustomersareusually better
manner. advocatesof the brand and are more loyal
and more profitable. With so many

- Billingissuesaccountforalarge share of channels, simplifying the engagement

customer complaints. If the customer flows and maintaining consistency

feelsthat they've been billed forunused throughoutall channelsiswhat creates
servicesorevenoverchargedfora loyal customers. Anomnichannel

particularservice, it can seriously dent customer outreach with consistent

theimage of the service provider. messagingis the need of the hour.
Providing complete visibility of charged

services andregularupdates on cost « Ascustomersincreasingly opt for digital
management can positively impact channelstoacquire newservices, the

customer satisfaction. expectations fromthe buying experience

have grown. Consumer behavioral
« Droppedcalls, service disruptions, and insights drawn from product, channel,
security breaches can be significant and usage preference dataresiding with
sources of discontent. Disruptions due to customerservice providers can be used
infrastructure malfunction may be tosignificantly enhance the buying
unavoidable, but keeping the customerin experience.
theloop about the issue and updating

themontheresolutionETA can « Customersarenow facedwithaplethora

significantly boost their goodwill towards of options when it comes to making
telcos. Very few operators currently make contactwithabrand. They expectthese
the effortto be thisproactive. channelstobealwaysopentothem-even
24 hoursadayinsomecases-andthereis
« Anattractive productand service astrong expectation that their

portfolio strongly influences consumer interactions will be consistent in quality,

choices. Agood product caninduce no matterhoworwhentheychooseto

customerstoswitchallegiancesevenif initiate them.

theyare otherwise satisfied with their

existingservice provider.
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2.2. Oua“ty of service: A key operators tounderstand the customer better,

. . boostedbyanalytics, which willhelp themto be
differentiator oroactive.
The commonthreadinallmodern CEM practices

istheincreasedfocusonQoS. The flip side of 1. KeyPerformance Indicators(KPI):

Monitoring metricslike Average Return
perUser(ARPU), Subscriber Acquisition
Cost, Churn, and Network Operation
Costare fundamentaltoanalyzing the
performance.

thiscoinisabouthow service providersrespond
toissuesof QoS deficiencies.

Sinceallthe playersinthe telecom space have
more or lessequalaccesstoresourcesand
technologies, the only unique factoractually
differentiating themis the quality of service they

2. Network Quality Indicators(NQI): A
provide to theircustomers.

derivative of KPI, NQl provides a measure
of overallnetwork performance that

2 3 BOOSting proaCtiVity impacts the customer experience.
through ana|ytiCS 3. Service Quality Indicators(SQI): Thisis

anend-to-end performanceindicator of
various services offered by telcos —
voice, data, SMS, MMS, etc. —integrated
with fault management.

Beingable todelight customerswithaproactive
approachtoproblemidentificationandsolving,
and anticipating customers’future needs based
ontheirhistorical dataare prime motivating
factorsforcustomerstostickwithaservice
provider. Evenifyoucan provide subscribers
withall of these, if the quality of the promised
serviceisnotup to the mark, they will not think
twice before switching providers.

4. Customer Quality Indicators(COQl): This
involves monitoring performance at the
individual customerlevel.

Through continuous monitoring of all these
indicators, service providers canengage with
customersproactivelyand decrease churn.
Personalizing offerings as per the customer has
the cascadingeffect of increasing ARPU in the
age of decreasingrevenue streams for telcos.

Deloitte's predictions on telecom for 2025
suggest that enabled by technology, operators
willhave the chance to enhance customer
experience aswellasreduce operational costs.
Accesstotechnology empowerstelecom

10 / TelecomToday



2.4. The d|g|ta| route to self- other platforms, McKinsey says. Telecoms have

reduced millions of calls by investingindigital

care technologiesto help customersresolve their
Issueresolutionandinformationaccess have the issuesinafewclicks. Easyresolutionwith
potentialtobecome bottlenecksin customer minimum humaninteraction will also be the new
experience. Unfortunately, reactiveresponses normincomingyears. Acquired orinhouse Al
arestill part of the process, and customer tools like chatbots willbe worthwhile
retentionisdetermined by howmuchtimea investments, eventually helpingtelecomsreduce
customerlosesinresolution. their operational costs.

Telecoms have hugely benefited from digital
self-service optionslike Twitter, Facebookand
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CONCLUSION

A well-rounded CEM strategy will help telecom providers to:

Optimize and automate campaigns

Analyze customer behavior to identify the customers with the highest propensity to accept
offersand figure out the right packaging and incentive for each customer

Improve customer categorization
Finetune targeted ad support
Optimize market offers

Offer differentiated services

Ensure dynamic pricing

With QoS asanintegral part of the CEMjourney, telcos can truly differentiate and stand outin an
overcrowded and hyper-competitive market.

A CEM model that follows the above template is certain to give telcos a competitive advantage.
The age of one-upping competitorsis not exactly over. However, telcos can now clearly see that
offering next-geninfrastructure is pointless without smoothening the customer's experience
when using them. Achieving thisrequires the use of modern data analytics and Al-powered
solutions to learn and analyze customer behavior and predict rough patches ahead of time.

If there is one takeaway from this, it's this: quality of service will dictate which telco will get the
wallet and mind-share of the consumer.
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