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INTRODUCTION
At Openet we are obsessed with solving problems for our customers. These problems come 
down to a number of key areas, such as how do I get my customers to use more data, spend 
more and stay longer. To really delve into these areas in depth, we have created a guidebook 
with 101 use cases. These include examples from some of the world’s most innovative fixed 
and mobile operators, with many new ideas that have not yet been deployed in an operator 
environment. We hope that among them you will find new ideas to stimulate growth in your 
business. 

This guidebook also addresses key challenges for operators in the areas of digital transformation, 
content partnerships and whether or not to deploy a second brand strategy. We also have a 
chapter related to 5G use cases and the impact they will have on both digital service providers 
and subscribers alike.
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1.1: Free Data Gifts
Offering customers bundles of free data is a great 
way to publicise a new service launch, celebrate 
an anniversary or just engender great customer 
loyalty. Etisalat UAE used this to great effect in 
December 2018 by giving all customers 47GB of data 
to celebrate the 47th national UAE day. Although 
the data was only valid for 2 days, customers raved 
about the freebie on social media. Sign up was easy 
via short code, web interface or via the mobile app. 
Etisalat had some post-paid and prepaid subscriber 
losses in Q3 2018 with the total base shrinking by 
240k versus Q2 2018. These type of generous gifts 
will give subscribers an extra incentive to stick 
around into 2019. 

1.2: Loyalty Data Offer
All customers love a freebie as we saw in the 
previous 47GB Etisalat example. We all want to 
get something for nothing, but rather than a carte-
blanche giveaway of mobile data, why not link this to 
the subscriber’s ‘mobile birthday’? When customers 
hit their first year of tenure, their service provider 
could give them a 1GB bonus in the next month - 
making sure the customer feels the love when they 
are perhaps nearing the end of a 12 month contract. 
If an operator is lucky enough to have a subscriber 
for two years, trigger a 2GB data bonus on the 
second birthday, 3GB on the third and so on. KDDI’s 
mobile brand au in Japan has this offer in place and 
it looks like a winner.

Only a few things are certain in this 
world; death, taxes and telecoms 
churn. Even a slight reduction in 
monthly churn brings enormous 
financial benefits for the operator and 
an increase in the lifetime value (LTV) 
of their customers. The average LTV of 
an AT&T or Verizon customer in the US 
is circa $3,000 over a 4 year lifetime. 
With over 100m customers in their 
base this is big business. This chapter 
seeks to provide ways to reduce churn 
and drive up LTV.

Reducing 
Churn and 
Growing 
Lifetime 
Value:
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1.3: Pay on Time = Rewards
Mobile operators who are seeking to boost the 
number of customers who pay their bills on time can 
reward on-time payers with bonus data. This will not 
only reduce an operator’s bad debt bill, it will make 
sure customers stick around longer and consistently 
pay their bills on time. Boost Mobile (a sub brand 
of Sprint in the US) have instituted this with great 
success. For a low direct cost, they reduce their 
churn and improve cash flow. 

1.4:  Monthly Refund Based on 
Unused Data
Using billing as a differentiator and a way to reduce 
churn may not seem very sexy but if anyone can pull 
it off, its Google. Project Fi is Google’s Wi-Fi first 
MVNO. One of the most innovative and churn busting 
elements of the offering is the way it bills you for 
the service. Project Fi differentiates itself in billing 
primarily with data refunds and no extra overage 
charges. For example if you paid $40 for 4GB of data 
in a month, but only used 2.5GB, you’ll be refunded 
$15 for the 1.5GB you didn’t use. That $15 comes 
up as a direct credit on your next bill as the top line 
item. This may seem a little like Rollover Data but its 
dollars and cents to the customer rather than MB in 
their pocket. This approach is also highlighted in the 
Second Brand chapter where Smarty in the UK have 
enabled this type of model. 

1.5: Rollover Data – EE Brings Home 
the Bacon
Rollover Data is a concept that allows 
a customer to take the data they 
don’t use in a given month and roll 
it over onto the next month. As part 
of its rollover proposition launch in 
Australia, Virgin Mobile conducted 
research into 1,000 consumers with 
the following findings: 
• 94% of Australians think it’s unfair that something 

they have paid for is taken away with no second 
chance to use it

• 95% wish they could hold onto their unused data
• 93% said that having the ability to roll over data 

would be of value to them
In July 2018, EE in the UK got in on the Rollover 
Data act by launching the proposition to their new 
and existing subscribers on prepaid and post-paid 
plans. This constant innovation has helped them 
grow mobile revenue 
by 1% YoY, keep churn 
and ARPU stable while 
also improving NPS. 
Overall NPS for the BT 
group increased by 5 
points in 2018, no doubt 
much of this down to its 
well-loved, Kevin Bacon 
inspired, EE Mobile arm 
of the group. 
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1.7: Vodafone Italy – Petrol Power
In this chapter we have seen many different examples 
of how operators try to reduce the likelihood of a 
subscriber moving to another network. Vodafone 
Italy have had a busy 2018 launching their Ho second 
brand to combat the rise of Iliad but they have also 
had time to launch a unique existing customer offer. 
They are offering a €5 discount at all Eni petrol 
stations for customer who have signed up to its 
Vodafone Happy scheme. The criteria is that the 
customer needs to at least fill the petrol tank with 
Euro 30 and make payment using Eni Station+ app 
on their smartphones. As this offer is only available 
on the MyVodafone app, it drives up the relevance 
and need for subscribers to download and engage 
with the app on a regular basis. Subscribers who use 
an operator app are more engaged, spend more and 
stay longer with an operator. 

1.8: Vodafone Australia Bundle & Save
Vodafone has announced new bundle discounts for 
customers on the Vodafone mobile network, with 
a sliding scale of cost savings depending on how 
many plans you have with the carrier. “We looked 
at what other markets around the world were 
doing to reward their customers and realised that 
Australia was lagging behind. We wanted to be the 
telco to challenge the status quo,” said Vodafone 
Chief Commercial Officer Ben McIntosh. Customers 
will be offered a sliding scale of discounts starting 
from 5 per cent for two services and up to 20 per 
cent for five services. As highlighted by Telecoms 
Pricing, Vodafone Australia’s results in the past year 
have been very impressive. The mobile base grew by 
5.4% in 2018 up to nearly 6 million subscribers. This 
bundle and save plan aim to make sure these new 
customers stick around for the foreseeable future. 

1.6: Roll-Under Data
If you take a winning consumer 
proposition and turn it upside down, 
does it still make sense? In the case 
of Roll-Under Data it absolutely 
does. As with all great propositions, its genius is 
in its simplicity. Not only can you rollover unused 
data into next month you can also borrow data from 
next month if you exceed 
your limit. As highlighted 
by Tefficient, this was 
launched in South Korea 
by KT Telecom and they 
called it ‘Data Push and 
Pull’. Since launch it has 
been a runaway success, 
not only will it reduce 
churn it is also driven by 
net subscriber additions. 
2 months after launch it 
had attracted over 1.5 
million subscribers. The 
only surprising aspect of 
this proposition is that it 
has not been replicated 
with vigour the world 
over. The complexity 
of trying to deploy this 
proposition with existing 
BSS systems appears too 
large a hurdle for most! 
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1.10: How Much Roaming Data Can I 
Give Away?
In the space of 2 
years data roaming 
for operators has 
migrated from its 
biggest cash cow to one of the primary ways to lock 
in high spending customers. Operators are tripping 
over each other adding new destinations to roam 
like home plans and bumping up the amount of 
data that a subscriber can use abroad. Free Mobile 
in France has not surprisingly led the charge here. 
Subscribers on their unlimited plan can use up to 
25GB of data in the EU and beyond. They have added 
many far flung destinations to the EU roaming plan, 
Argentina, USA, New Zealand and many others. This 
trend is spreading to other regions also and Ooredoo 
Kuwait have created a new 30GB roaming bundle 
that includes 11 gulf countries including Saudi Arabia 
and the UAE. Individual country passes can also be 
purchased directly from the subscriber improving 
customer experience and operator revenues. Watch 
for this trend to gather pace in 2019.

1.9: Vivacell Armenia – Data Trading

In the 2018 version of the 101 use cases we outlined 
a use case whereby a customer could trade fixed 
line gigabyte allowance for mobile ones. Vivacell in 
Armenia has launched a mobile only version of this 
idea. They allow their customers to swap 1 minute 
of airtime in exchange for 2 Mb’s of data. This use 
case shows great innovation from Vivacell, and they 
have updated their android and iOS apps to allow a 
subscriber to make the changes directly on the app 
itself. Many operators will deploy use cases such as 
this via SMS or USSD short codes without investing 
in the app development to really drive mass market 
adoption. 
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Boosting 
Data Usage  
& Data ARPU: 

2.1: Time of Day Passes 

Offering specific data passes for different parts of 
the day can be used to drive network utilisation at 
quiet periods, but it can be a solid data revenue 
driver also. T-Mobile Austria using Openet’s Evolved 
Charging solution launched an unlimited night boost 
plan allowing a subscriber access to unlimited data 
between 10pm and 8am each night.  

This is a creative way to tap into the night owl segment 
of their base and generate additional revenue from a 
high value portion of their subscriber pool. In a very 
price sensitive market T-Mobile Austria have been 
able to keep data ARPU’s steady with clever use of 
unlimited plans and targeted add-ons

Operators in developed markets 
have written off Voice and SMS as future drivers 
for growth and put all their chips on data as 
the future of mobile revenue. However, some 
operators are starting to see a slowdown in the 
rate of monetised mobile data growth. Aside from 
China and a number of developing markets, 100% 
growth rates in mobile data consumption seem to 
be a thing of the past. Key markets like China, India 
& Mexico are growing strongly but most European 
countries show sluggish growth. So how can operators 
boost data usage growth and consequently data ARPU? 
This chapter outlines the best tools to use.

2
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2.3: Lifestyle App Bundle
An interesting approach to mobile data bundling 
has been instituted by Globe Philippines. They 
are moving more towards matching their mobile 
data plans to their customers’ lifestyles and have 
launched a wide range of bundles across different 
lifestyle segments. 

The bundles are split by categories such as 
Navigation, Chat, Photo, Work, etc. and include a 
range of services in each bundle, all zero rated for 
that period. For example, Navigation includes zero 
rated AccuWeather, GrabTaxi and Google Maps 
among others. This is a really innovative way of giving 
customers what they need while boosting ARPU. As 
we highlighted in the think outside chapter of this 
book, Globe are seeking to make the Philippines the 
Digital Capital of the World. Data related services 
now account for 59% of total revenue due in no small 
part to lifestyle app bundles and new partnerships 
with Amazon Prime. 

2.4: Turbo Boosts for Faster  Downloads
Most multi-play operators use a combination of 
speed and volume as the basic building blocks 
when developing tiered services. However, when a 
household has many devices connected all at once, 
customer experience can degrade especially when 
a customer is downloading a large file such as a 
movie. With more customers downloading bigger 
files and more devices in a household competing 
for available bandwidth, operators want to provide 
solutions to this problem that can help differentiate 
their offers. Some operators are now offering turbo 
boosts, so that a customer can select a speed 
boost to a particular device for a given time. For 
example, a customer could select a speed boost to 
a particular device that is registered on their app. 
Then by clicking the turbo boost button on their 
app, they get increased speed to that device for a 
given amount of time, so they could, say, download 
and enjoy a movie in a much shorter time. Vodafone 
UK have instituted this as part of their self-care app.

2.2: Shared Data Family Plans
Shared data plans swept through North America in 
2012 with significant success. Verizon changed their 
reporting terminology from ARPU (average revenue 
per user) to ARPA (average revenue per account) 
in order to take a broader view of actual revenue 
performance. Shared Data plans and data pooling 
was relatively slow to take hold in EMEA and APAC 
due to the significant BSS costs and complexity of 
delivering these type of plans. As operators turn 
to more agile vendors who can get these plans to 
market faster, we expect propositions like Shared 
Data to show renewed growth in 2019. Optus in 
Australia features this heavily as part of their data 
plan promotion and it is paying off. NPS for Optus 
mobile customers is up by 10 points in 2018 and 
data revenue now accounts for 79% of total mobile 
revenue.

8
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2.5: Data Gifting
Although many customers exceed their data limit 
on a monthly basis, many others consume less than 
50% of their allowance. 

This presents an opportunity for the provider to 
offer data gifting to its subscribers. In January 2015, 
Etisalat in the UAE introduced a world first, a data 
gifting service that let its mobile customers send a 
data bundle to anyone on the same network. This 
innovative use case has the dual benefit of increasing 
customer satisfaction of the ‘gifter’ and encouraging 
data usage for the ‘giftee’. EE in the UK launched this 
for their subscribers in the summer of 2018 and it 
had a significant impact on subscriber satisfaction. 
As we highlighted in our churn reduction chapter, EE 
NPS went up by 5 points in 2018. 

2.6: Bite Size Mobile Data Plans
Many operators are missing out on basic data 
revenues, as cost-sensitive subscribers use free 
Wi-Fi as their primary means of mobile data 
communications. Some operators are offering 
low cost, micro-level service passes in order to 
encourage people to use cellular data instead of Wi-
Fi. Subscribers are enticed by the convenience of not 
having to seek out free public Wi-Fi, as well as the 
low cost of the service passes. Vodafone have 161m 
subscribers in the Middle East and Africa but only 
78m of these are active data users. * 

MTN South Africa provides 1 day, 
1 week, 1 month plans aimed at 
subscribers who want to use a set 
amount of data within a short period. 
The service passes range in quota 
allowance and cost to meet the 

varying needs of their subscriber base. According to 
the MTN CEO, the 1 week plan is the most popular as 
most people are paid their salaries on a weekly basis 
in South Africa. Another nice example of subscriber 
insight driving ARPU. 

*: Vodafone Group H1 2018 Investor Relations Report. 

2.7: Prepaid Credit Instead of Change
Throughout this document we stress that innovation 
is a necessity rather than an option in low ARPU 
markets. Below is a fantastic example of innovation in 
practice. It was highlighted by the McKinsey group at 
LTE Asia Singapore and details how Vodafone Egypt’s 
Fakka concept allows small ‘mom & pop’ stores to 
give prepaid vouchers instead of small change to 
consumers for their daily purchases. Fakka means 
small change in Arabic and it happens to be a big 
issue in Egypt with very little of it in circulation. The 
agency JWT entrusted with creating the campaign 
have an excellent case study on this initiative. 
Results: 
• Fakka revenues exceeded the client’s original 

target by 510%
• It increased average revenue per Vodafone user by 7%
• There has been a steady 10% increase in the 

distribution of Fakka across the country
• Vodafone got the biggest distribution channel: 

over 46,000 non-telco outlets
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2.9: Quint Play and Beyond
What is the upper limit on bundle configurations? 
Both KDDI and Softbank include electricity supply 
in their bundles alongside fibre and fixed & mobile 
voice and broadband, making ‘quint play’ a reality. 
This new vertical in the telecom product set is an 
interesting example of where things could go. As we 
highlighted in the Smart Home chapter, Telefonica, 
Vodafone and Telstra have all launched bundles with 
security and other smart devices. We have already 
seen Orange France diversify into mobile banking 
and U Mobile in Malaysia now offers life insurance, 
payable via the mobile subscription. What’s next? 
Bundled home insurance, health insurance, gas 
heating perhaps, and who will be the first operator 
in the world to hit the octuple or decuple bundle? 

2.10: OleOle - Celcom eGifting Platform
The name of this use case may conjure up thoughts 
of music and football stadium chants but Celcom 
Malaysia are doing something a little different to 
generate more revenue per subscriber. Celcom is 
making it easier to purchase and send digital gifts 
to your friends and loved ones with OleOle, a digital 
gifting platform. If you’re a prepaid user, you can 
purchase e-gifts using your prepaid credit, while 
post-paid users can have it charged through their 
monthly bill. It is built into the post-paid and prepaid 
self-care apps and allows subscribers to send gifts of 
data, and other goods from fashion, jewellery and 
gift sites. The gift costs the gift-er roughly €0.10 and 
its free for the person on the receiving end of their 
generosity. 

QUINT
PLAY

2.8: On Demand Gaming
Gaming deserves special mention due to the sheer 
size of the market and relentless demand for faster 
speeds, higher quality of video and lower latency. 
Mobile gaming is widely recognised as the fastest 
growing segment of the $100bn+ gaming industry. 
If Pokemon Go and subsequently Fortnite proved 
anything, it was the potential for gaming to become 
more truly mass-market because of its mobile and 
live dimensions. This was borne out recently, where 
Epic, the creators of Fortnite, held a virtual concert 
that was attended by over 10m people online. In 
our Digital Transformation and Content Partnerships 
chapter, we highlighted the Vodafone gaming pass 
and our 5G chapter included reference to the 
importance of 5G for live gaming on the go. 

We see this as a clear opportunity for operators to 
take a sharp approach to specific segmentation with 
a view to overall churn reduction. Exclusive bundling 
of devices, data and content all represent a more 
focused opportunity. It’s no surprise that the Asian 
market, especially Japan, China and South Korea, is 
driving developments. Japanese operator Softbank 
is so committed to the gaming industry there that 
it has invested 
in games 
d e v e l o p m e n t 
including titles 
such as “Clash 
of the Clans”.

OPENET 101 USE CASES
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Growing Your 
Subscriber Base:  
In saturated markets, gaining new subscribers is not 
only difficult, it is also very expensive! Some operators are 
spending one quarter of their total mobile revenue on subscriber 
acquisition. Much of this can be attributed to device subsidies and 
marketing costs but the drain on operators’ resources is substantial. In 
this chapter, we’ve picked some of the top use cases that will continue to 
efficiently drive subscriber acquisition.

3
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3.2: Truly Unlimited Data 
In anticipation of 5G launches, Korean operators 
have been offering truly unlimited data plans to their 
subscribers. SK Telecom & KT both offer unlimited 
data without fair usage restrictions but their 
customers will pay for that privilege. 100,000 Korean 
won is almost €80 per month or more than twice 
the average ARPU in that market. A Korean industry 
analyst expects 5G plans to cost between €7 and €11 
extra per month at launch. T-Mobile US announced 
in their most recent quarterly investor call that they 
don’t expect their 5G service to cost more than LTE 
which is a worrying sign for data monetisation bulls 
the world over. 

5G costs aside, the lack of ambiguity on fair usage 
restrictions in the Korean example is a refreshing 
break from the multitude of ‘unlimited’ plans that dot 
the worldwide mobile landscape. This type of crystal 
clear positioning will have a positive impact on net 
subscriber additions, particularly if an operator uses 
this approach to call out fake unlimited plans with 
multiple restrictions. 

3.1: ‘Unlimited’ Data
We are truly in 
the age of limited 
unlimited data. 
Verizon in the US launched 3 new unlimited plans 
in June 2018. The catch is that none of them are 
truly unlimited. Not even the ‘aboveunlimited’ plan! 
Subscribers who hit 75GB of usage on this plan can 
be throttled thereafter. Similar plans and structures 
are in place in all of their main competitors AT&T, 
T-Mobile and Sprint. What we do know is that 
positioning unlimited data to your subscribers will 
drive demand, particularly if that operator is first 
to market. T-Mobile Netherlands saw a huge spike 
in subscriber additions after their unlimited data 
launch in 2017. 

3.3: Combine Data Tiers  
with Unlimited Data
Earlier in this chapter 
we mentioned that the 
majority of operators have 
moved away from offering 
genuinely unlimited mobile 
access. But what if there 
was a way to have the 
monetisation benefit of a 
tiered data structure plus the bonus of unlimited 
data messaging above the line? It turns out there is 
and it is extremely successful. Bite in Latvia has a 
very innovative tiered data structure.

In its baseline tiers, they have zero-rated access to 
Facebook, Twitter and WhatsApp amongst other 
services and the volume allotment for the tiers 
ranges from 100MB up to 10GB. With the unlimited 
tier of service which is their most expensive at 
€22.50 per month (more than quadruple the average 
ARPU in Latvia), they offer unlimited data. This does 
a number of things: it allows Bite to advertise an 
unlimited data positioning, providing differentiation 
versus their competitors, boost net additions whilst 
encouraging existing customers on lower or middle 
tiers to upgrade.

OPENET 101 USE CASES
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3.4: Allowing Device Tethering 
Assuming an operator has proper 
data usage tracking, notifications 
and bill shock control in place 
there is no realistic case to block 
device tethering. Operators who 
have genuinely unlimited plans in 
place may want to block device 
tethering to avoid abuse but such 
plans are now uncommon. It is more effective to 
monetise tethering via smartphone per- MB charges 
than it is via dedicated plans for tethering, as the 
price or revenue-per-MB ratio will typically be 
higher on smartphone data plans. Customers who 
utilise their entire data bundle give the operator 
a chance to upsell additional data passes and thus 
boost revenue. In October 2018, Three in the UK 
announced that the 30GB restriction on tethering 
data on their all-you-can-eat plans had been lifted. 
Customers absolutely love unlimited data even if 
they don’t use all that much of it. Three is onto a 
subscriber boost winner with this approach!  

3.5:  BOGOF
Although at first glance it may sound like an insult, 
BOGOF or ‘buy one, get one free’ offers are as old 
as marketing itself. More often used in the grocery 
sector, BOGOF’s have also been used by service 
providers to drive demand. In January 2019, to 
celebrate subscribers getting access to free Apple 
music on high end unlimited plans, Verizon launched 
a buy one get one free offer for nearly every device 
they sell, including high cost items like the iPhone XR 
and Samsung Galaxy S9. The offer is not without its 
terms and conditions, as highlighted by bgr ‘devices 
have to be purchased on a device payment plan, 
with credits offered over 24 months. Meaning both 
devices have to be financed over the 24-month plan. 
It still is a very good deal and should mean a strong 
quarter for subscriber net additions in Q1 2019 for 
Verizon. 

3.6: RelianceJio: Big Budgets=Big Results
In September 2016, Jio in India launched their 
4G service and immediately began growing their 
subscriber base at a rate never seen before around 
the world. The launch was predicated on subscribers 
getting 3 months of free calls, text and data. This 
massive giveaway coupled with an enormous 
investment in a nationwide 4G network has started 
a runaway train of growth that is showing no signs 
of slowing down. Jio now boasts 280m subscribers 
with an average data usage per subscriber of 11GB 
per month. This usage number dwarfs those of 
their competitors as we can see from the H1 2018 
data report from Tefficient. Giveaways and a great 
network can gain an operator subscribers in the 
short term, but Jio have been continually innovating 
since their launch 30 months ago. They launched a 
connected feature phone called JioPhone costing 
less than $20 which has sold more than 40 million 
units. In February 2019, they launched a follow up 
device called JioPhone 2. It is certainly the most 
compelling story in telecoms and should be watched 
by operators and industry analysts all over the world.

13
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3.7: Complete Wi-Fi
In November 2018 BT launched their ‘Complete Wi-
Fi’ product. It figures to be compelling from a churn 
reduction point of view but also as a differentiator 
when it comes to growing their broadband base. 
Subscribers to the Complete Wi-Fi solution are sent 
the new BT Wi-Fi hub plus a Wi-Fi disc which form a 
mesh network. BT have estimated that an average 4 
bedroom house will see an increase of 25% in their 
Wi-Fi speeds. They also offer a guarantee that if 
signal is not achieved in every room of the house 
after installation, BT will send their customers an 
additional 2 discs and a rebate of £20.  As highlighted 
by Analysys Mason ‘Many service providers report a 
high proportion (30% or so) of call-centre calls related 
to poor in-home connectivity’. This will have a long 
term cost reduction benefit for BT while at the same 
time boosting overall 
in home experience. 
KPN have launched a 
similar promise in the 
Dutch market. They are 
guaranteeing 20Mbps 
per second in every 
room of the house. I 
expect the pendulum 
of momentum to swing 
the way of both BT and 
KPN when it comes to 
subscriber additions in 
the next quarter. 

3.8: eSIM Early Adoption
Apple caused a stir in Q3 of 2018 
when they announced that the Apple 
XS and XR phones would have a dual 
SIM structure allowing for a physical 
SIM and an eSIM in one. Apple put 
the spotlight on eSIM technology when they put an 
eSIM into the Apple Watch 3. This type of connected 
device deployment will ensure the growth of eSIM. 
However, we could be some way off a scenario 
where a subscriber purchases a handset, direct from 
the manufacturer and picks and chooses from the 
best value network from an app based interface. An 
operator who is willing to embrace the technology 
would be able to steal a march on the competition 
as more and more new handsets support eSIM. 

eSIM will see strong growth for mobile device and 
IOT areas in the next few years but IHS Market 
research does not expect physical SIM’s to die off in 
the medium term. Physical SIM’s accounted for 98% 
of total SIM’s in 2016 (5.4billion shipped). Physical 
SIM’s are projected to account for 84% of the 
market in 2021.  Tele2 in Sweden have announced 
support for eSIM recently so it’s an area we will be 
keeping an eye on. Widespread churn is the key 
reason that operators wouldn’t want to see this 
proliferate and in April 2018 
it was reported, that the 
Department of Justice in 
the USA was investigating 
operators who they felt, 
were trying to impede the 
launch of eSIM’s.  

3.9: Magic Box
In the US market in particular, network coverage 
and data speeds have long been the crucial factor 
in driving up subscriber net additions. Much of the 
comparative advertising features competitors like 
Verizon, AT&T, T-Mobile and Sprint taking shots at 
each other’s network speeds. Sprint has been the 
laggard in data speeds for some time but they are 
taking steps to address this and consequently drive 
up post-paid additions. In September, they launched 
a new ‘Magic Box’ which helps to boost coverage in 
the vicinity of the device. According to Sprint, the 
Magic Box is an ‘LTE Advanced-capable device which 
uses 4x4 MIMO, higher order modulation (256QAM) 
and three-carrier aggregation within Sprint’s licensed 
spectrum for a reliable, sustainable experience’. 
The first iteration of the box was launched in May 
2017 and Sprint have now distributed over 280,000 
of them to boost coverage all around the US. It is 
certainly having an impact, with average speeds, 
as measured by Ookla, increasing from 15Mbps in 
December 2016 to 29Mpbs in December 2018. It 
has also helped them to hit their subscriber addition 
targets in the post-paid space for 6 quarters in a row. 

OPENET 101 USE CASES
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3.10: ‘People Hate Telcos’
Starhub in Singapore got a lot of people talking in 
December 2018 when they ran a campaign with a 
banner headlined ‘People Hate Telcos’. As highlighted 
by our friends in Disruptive Asia, Starhub have 
decided to come out and say what a lot of people 
are thinking. People do not rate telco’s very highly 
and they consistently come out bottom of industry 
comparison, NPS and customer experience scores. 
This mea culpa by Starhub should see the beginning 
of a shift in how they position their offering to 
subscribers. They have started by simplifying their 
postpaid mobile plans down to 3 simple options, no 
minimum contract or lock in and subscribers have the 
option to purchase add-ons if required. Not exactly 
ground-breaking stuff but if executed correctly could 
have a big impact on their market perception. As this 
initiative was just announced in December 2018, we 
haven’t seen what kind of impact it will have on the 
market but our guess is that it will be a net positive. 
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Think 
Outside 
the Box.  

4.1: Vodafone Egypt 
Vodafone Egypt have a massive sponsorship deal 
with Egyptian soccer hero, Mo Salah. In March 
2018, they began a campaign that would give every 
customer 11 minutes of talk time every time he 
scored until the end of the season. The coverage 
and buzz for this customer freebie was enormous. 
Many of the articles focused on the potential cost 
of this to Vodafone Egypt but in reality they are the 
ones who are gaining market share based on the 
perk. According to the latest statistics published by 
the Egyptian telecoms regulator, Vodafone attracted 
227,800 new customers in the last quarter, the only 
operator that gained new customers, it now has 43.1 
million subscribers. 

4.2: Anything You Can du I Can du Better
Continuing the football theme, Du have launched 
a ‘dufansclub’ to coincide with the Asian Cup 2019. 
Subscribers can sign up to the fan club via short 
code SMS or via an app, select their favourite team 
in the tournament and every time that team wins, 
they receive 1GB of bonus 
data, valid for 24 hours. All 
subscribers in the fan club 
receive a bonus whenever 
the UAE wins a game. This is a 
winning strategy in a country 
like the UAE where 81% of 
the population are ex-pats, with the bulk of these 
coming from Asian countries. The video campaign to 
support the campaign is really slick too.

At Openet we love mobile operators 
who, like us, think a little differently, 
who like to change the game and the 
conversation that they have with their 
customers. In this chapter, you will see 
some of the most leftfield innovative 
propositions that operators are bringing 
to market the world over.  Some are more 
easily emulated than others but all give 
massive food for innovative thought. 
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4.4: Halebop
Train travel during 
the Christmas holiday 
season in any country 
is fraught with difficulty. Delays due to overcrowding 
and weather conditions in Sweden are common 
occurrences. The Telia sub brand Halebop in 
December 2017 ran a campaign that gave customers 
1GB of data if your train home for the holidays was 
delayed by more than 15 minutes. You texted the 
train and train number to an SMS short code to 
get your free data. This is a great way of engaging 
customers and driving relevance at Christmas time 
for a very small cost to the operator. It’s no surprise 
that Halehop have the happiest customers in 
Sweden. 

4.5: Gigaswipe from Vodafone 
Germany
Customers are looking for offer 
more flexible options in their 
mobile plans as their usage can 
change from month to month. A 
number of operators offer flexi 
products which include x flexi units which can 
then be used for voice, SMS or data. The swapping 
of minutes for Mbytes has been announced by a 
number of operators either as a promotion or a 
permanent offer. Vodafone in Germany has launched 
its GigaSwipe service for the youth market. It can be 
difficult to get the data, sms and voice balance right 
in a proposition. A data only pack may alienate some 
of the addressable base. This type of functionality 
allows a customer to tailor their plan specifically to 
their needs. It also ensures that they are engaging 
with the My Vodafone app which immediately makes 
them less susceptible to churn. 

4.3: Proximus
   
Proximus in Belgium provides unlimited data for a 
user’s favourite App in Belgium and within the EU. 
The user can select the App after activating the 
subscription in MyProximus. 

You can change your favourite each month choosing 
from Facebook, Snapchat, Instagram, Twitter etc. to 
give customers maximum control. This drives up self-
care penetration and overall customer satisfaction 
for a low opportunity cost to the operator. The 
Belgian operators largesse has been rewarded with 
a net growth YoY of 18,000 high value postpaid 
subscriber in Q3 2018. Overall blended ARPU across 
the base increased by 0.6% in this period also which 
is a tremendous performance in a very competitive 
European market. 
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4.6: It’s Music Time 
MTN in South Africa launched 
a ‘world first’ music streaming 
service named MusicTime which is 
time-based with 120 minutes for 
ZAR 5 (USD 0.36) and 300 minutes 
for ZAR 10 and having a validity of 
7 days. Jacqui O’Sullivan, Executive 
for Corporate Affairs at MTN SA, said MusicTime will 
let their customers be among the first to listen to 
premium local and international tracks from the 
latest albums as they launch globally for only R5, 
with data included. This is yet another example on 
an operator trying something different and ensuring 
that their subscribers use more digital services on 
their networks. 

4.7: From Cradle
Vodacom in South Africa offer various non telecom 
related value added services to their customers. 
One of the more interesting of these is their ‘mum 
and baby’ online community where people on the 
‘Siyahka’ prepaid plan get free access to learn about 
pregnancy and their baby’s health. Customers get 
daily updates with articles and helpful videos, the 
data usage for which is all zero rated. This type of 
content enhances Vodacom’s perception as a caring 
brand and creates a real connection with subscribers. 

4.8: To Grave
Most operators are focused on the telecoms lifecycle 
of a customer which is typically around 3 years, but 
not many are focused on a customer’s lifecycle from 
cradle to grave. In the previous example we saw how 
Vodacom offer a Mum & Baby information service 
for their Siyahka customers. They also offer free 
funeral cover as part of this plan. These propositions 
should help them increase customer lifetime value, 
whether these customers last a lifetime without 
churning is probably too much to expect. 
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4.10. All Aboard the Telco Train
Singtel announced the 
launch of its new tourist card 
called hi!Tourist EZ-Link SIM 
Card, which is a service that 
combines a prepaid SIM as well as a value travel card 
for use on public transport in Singapore. This new 
card costs SGD 18 (USD 13), available at SingTel shops 
and other retailers including at the airport, valid for 
3 days and includes: 100 GB data, unlimited access 
to social media networks and SGD 3 (USD 2.18) 
credit for use of the public trains and buses. It also 
includes a free cable car ride to the popular island 
of Sentosa, really using the best of local attractions 
while enhancing revenue from inbound tourists. 

4.11. Inbound Roamers
Continuing the theme of innovation for Inbound 
Roamers, NTT Docomo signed a pan-asian 
agreement with KT in South Korea and China 
Mobile for subscribers of their networks to receive 
discounts and offers when they roam on the NTT 
Docomo network while on holiday in Japan. Inbound 
roamers receive offers and discounts for a wide 
range of retailers and shopping centres in Japan. 
Additional features include offering specialised 
information useful to foreigners during their stays in 
Japan, language support through mobile-translation 
technologies and further marketing initiatives 
supported with big data.
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4.9: PayPay Pays Off 
The tech billionaire and 
SoftBank Group Corp. founder, 
Masayoshi Son triggered a 
shopping frenzy by promising 
to give away 10 billion yen ($88 
million) in rebates to users of 
PayPay, a new digital payment 
app released by a subsidiary of the telecoms giant. 
The campaign offers 20 percent off purchases 
at select retailers, while SoftBank subscribers 
get another 1-in-10 chance to receive the whole 
amount back. Discounts are capped at 100,000 yen 
per transaction. It shows that if you want to reach 
critical mass in the payments space you need to buy 
the love of users. PayPal in it’s early days gave all 
new users and their referee’s a $10 sign up bonus, 
effectively meaning each new customer cost $20. 
They spent upwards of $70m on this acquisition 
campaign but it’s bearing fruit now more than 10 
years later. Speculate to accumulate in the telecoms 
and payments game! 
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4.12: Can Blockchain Put a DENT in 
Telecoms Revenues?
The Blockchain based DENT app pioneered the 
concept of a cryptocurrency as a currency for mobile 
data. They have created an open marketplace for 
the buying and selling of mobile data. Their aim is to 
liberate the mobile data that people pay for and do 
not use every month. Think of it as a lifeline for your 
unused data that you can trade for cryptocurrency. 
Although the price of bitcoin and the hype cycle 
for Blockchain has flattened out, what DENT have 
proved since launch is that there is a relatively 
large worldwide market for this type of product. 
Over 6.8m people have downloaded the app with 
significant traction in South East Asia in particular. 
This is a service that operators, market observers 
and subscribers should keep a close eye on.

4.13: Apples and Oranges:
As reported by our friends in 
Telecoms.com Orange France 
have stepped further into the 
convergence game by adding a 
home tele surveillance service to 
their offering. They have set up 
a joint venture with Groupama 
the market leader in home security systems, called 
Protectline. Orange have been very proactive in 
adding additional services to their portfolio like 
Orange Bank which is also covered in this paper. 
The venture will be 51% owned by Orange with the 
remainder being owned by Groupama. This allows 
Orange to scale up the business by leveraging their 
enormous base of customers while leveraging the 
technical expertise of their new partner. Expect to 
see many more of these joint ventures in France and 
beyond in 2019.  

4.14: Sprint-ing to Better  
Customer Loyalty:
To kick off 2019 Sprint have 
launched a ‘My Sprint Rewards’ 
program to engender greater 
loyalty in their customer base. Perks like discounted 
movie tickets and free pizza are some of the rewards 
that Sprint customers can avail of. One suspects 
that the launch of the rewards program was in 
haste due to increase in post-paid churn from 1.63% 
per month in Q2 2018 to 1.78% per month in Q3 
2018.  The rewards program was launched as a 
distinct standalone app rather than including the 
functionality in the ‘My Sprint’ app. This may turn 
out to be a missed opportunity as there are over 1 
million downloads of the My Sprint app for Android 
and it is relatively well received with an app store 
rating of 4.1. 
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4.16: KakaoBank Scaling  
at the Speed of an OTT
In July 2017, KakaoTalk the OTT messaging app from 
Korea launched a brand new digital only banking 
services. Within a fortnight, it surpassed two 
million customers, amassing ₩1 trillion (US$930m) 
in savings and providing ₩770 billion (US$701m) 
in loans. Today, it is well on the way to having 10 
million customers. So how did KakaoBank scale up 
this business so quickly? They constantly asked ‘what 
is the purpose of a banking business’? By constantly 
thinking in a digital first way they are scaling up 
their business in similar trajectory to the RelianceJio 
mobile operator in India. Traditional banks spend up 
to 60% of their outgoings on branch operations and 
back office, KakaoBank stripped this away and gave 
the benefit back to customers. They also reduced 
onboarding time from 30 minutes in traditional 
banks to 7 minutes on their service.

4.17: Orange Bank Scaling  
at the Speed of Telco
Orange launched their Orange 
Bank service in November 2017 
with a target of adding 2m 
subscribers within 10 years. This 
is in a country with 67m people. 
As of January 2019, they have 
200,000 subscribers and are already said to be mulling 
a change in strategy. This launch is symptomatic of 
the broader telco vs. OTT’s and their inherent ability 
to scale. KakaoBank have almost 7m subscribers in 
a similar launch timeframe. They achieved this by 
simplifying the digital onboarding process which 
enabled the subscriber growth snowball effect to 
kick in. Orange have said that 60% of the account 
sign-ups that they achieved were in their retail 
stores, harking back to a model of sign-up that has 
been around for decades. In order for a service 
like this to grow, the operator, in this case Orange, 
needs to abandon the physical store approach and 
go digital only. 

4.15: Telenor Partner with Google to 
Manage Data Through Android Devices
Hot of the presses in January 2019, Telenor Group 
announced they are working closely with Google to 
make it easier for Telenor’s subscribers to manage 
their mobile data usage and price plans. Through 
the new Mobile Data Plan functionality in Android, 
Telenor subscribers can manage their mobile data 
plans and receive relevant alerts when the users 
balances runs low. The real benefit for subscribers 
is that they can access account controls, purchase 
new offers, receive notifications without having to 
download an additional app. This reduces the effort 
level for subscribers in terms of sign-up to new apps 
and the difficulties that subscribers may encounter 
while doing this. Telenor Group companies dtac in 
Thailand and Digi in Malaysia are the first telcos in 
the world to launch the feature. Google announced 
in 2016 that they had built a new API to allow 
operators to access these controls. 
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4.18: Think Inside the Cabinet
The theme of this chapter is for fixed and mobile 
operators to think outside the box. Well, Virgin 
Media, in the UK have decided to do the opposite 
of that in a surprisingly innovative way. Virgin Media 
who are part of the Liberty Global group are testing 
a secondary use for their broadband cabinets to 
harness the infrastructure for electric vehicle 
charging. 

Should the concept prove successful, the 
approximately 40,000 street cabinets across the 
UK could offer a major boost for EV charging 
opportunities in the United Kingdom. One suspects 
that the idea was lifted from Deutsche Telekom in 
Germany who are progressing a similar project 
in their fibre cabinet infrastructure. They do say 
imitation is the sincerest form of flattery.

4.19: Legere Takes it to the Bank
John Legere the 
T-Mobile USA CEO 
has a knack for launching innovative propositions 
that change the game for mobile customers. In 
November 2018 he launched T-Mobile Money, a 
mobile banking service. The operator says that it 
will give a 4 per cent annual percentage yield (APY) 
on balances of up to USD 3000, for people putting 
at least USD 200 per month in their account.  Non 
T-Mobile wireless customers can join the banking 
service but their APY will be just 1%. For any non 
TMUS customers that sign up, that 3% additional 
shove to make the move to T-Mobile. In keeping 
with their core brand principles there are no 
account fees, no overdraft fees and no ATM fees. 
The Android app is rated as 3.5 out of 5 on the 
Google Play store with some subscriber teething 
issues. These will need to be ironed out quickly to 
stay in lockstep with the customer perception of 
T-Mobile as an easy to deal with company. Currently 
just north of 10,000 customers have downloaded 
the Google Play store app. 

4.20: Cell C Betting on SportPesa
Cell C in South Africa 
has made a deal with 
SportPesa, a sports betting 
platform which will allow 
its customers to access its 
platform on their mobile phone through USSD at 
no cost. The USSD, SMS and Android application 
service is free to customers on the Cell C network. 
One would have to wonder if subscribers need a 
zero rated betting platform which will allow them to 
bet without any usable data allowance. If they don’t 
have the cash to top-up their phone, will they have 
money to bet with SportPesa?
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‘The killer app for 5G is probably, well, ‘faster 4G’. 
Over time, that will mean new Snapchats and New 
YouTubes - new ways to fill the pipe that wouldn’t 
work today, and new entrepreneurs we have never heard 
of’. Sage words from Benedict Evans, a respected industry 
analyst and former telecoms analyst back in the days of 2g to 
3g migrations. His view is supported by a recent piece of research 
by T-Mobile US and HarrisX who surveyed 5,000 actual subscribers 
about what they would like from 5G services. The answers were not 
that surprising but for operators very instructive, that they need to get 
the network basics right. Subscribers want faster, more reliable connections 
with broader coverage. Enterprises as opposed to consumers may see 5G as a 
broader ecosystem of opportunity. 

5
5G
Use Cases:
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The image from AT Kearney is an excellent sense check 
for 5G use cases, particularly highlighting areas that 
don’t necessarily need 5G connectivity to flourish. 
It also highlights how things like remote surgery, 
airborne taxi’s and holographic 3D calls need a lot 
more research and development before we will see 
widespread adoption. This image is worth keeping 
in mind when we highlight each of the use cases 
for 5G in this chapter. Openet have produced a very 
popular whitepaper on 
5G called ‘5G: From 
Hype to Reality’ which 
outlines why dynamic 
policy and charging 
controls, enabling new 
business models and 
analytics are crucial 
to the success of 5G 
networks for operators. 

The next set of use cases that we anticipate for 
5G will be tied to eMBB capabilities. We see this 
happening in the 2019 – 2022 timeframe. Initially, 
these may appear as just another “G” to the cynical 
eye but as eMBB matures and becomes widely 
adopted we expect it to have huge transformational 
potential for our day-to-day lives. The use cases that 
will be enabled by increased speeds and capacity as 
eMBB matures include:

5G Use Cases 5.1: Fixed Wireless – 5G to the Home
One of the top 5G use cases will be fixed wireless 
access. Some experts believe that mobile 5G will be 
several years out. Fixed wireless will provide Internet 
access to homes using wireless network technology 
rather than fixed lines. It will use 5G concepts 
such as millimetre wave (mmWave) spectrum and 
beamforming to bolster wireless broadband services. 
Consumers living in households without fibre access 
can be frustrated by slow broadband speeds. Many 
are willing to pay more for the smooth gaming, ultra-
high definition and 360 degree video streaming 
and delay-free access that fibre delivers, they just 
can’t get it. With 5G bringing fibre-like speeds to 
their doorsteps, they can join the ultra-broadband 
party including the world of Virtual and Augmented 
Reality. In certain parts of the world, such as the US, 
where the respective frequencies are available to the 
operators, fixed wireless access is one of the first 5G 
use cases to be deployed, enabling mobile operators 
to take on fixed and cable operators, and fixed line 
players to supplement their network coverage in 
a cost-efficient way. Verizon have launched this 
capability in 4 urban centres in the US, Houston, 
Indianapolis, Sacramento and Los Angeles. 
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5.2: Automotive Connectivity
Whether making the daily commute, or traveling for 
pleasure, public transport users with ultra-broadband 
connectivity can make more of their time. Watching 
streamed high-definition augmented reality or 
conducting business meetings via video calling, 
many passengers will welcome new experiences on 
the move, enabled by 5G. 

Back in 2014, Google launched Android Auto and 
Apple launched CarPlay to connect Android and 
iPhone devices, respectively, to car infotainment 
systems. 5G will enable the next iteration of in-
car gaming, music, video and 
conferencing technology. Apple 
and Android currently own the 
in-car space but one 
suspects Amazon will 
have a say in integrating 
Alexa into the cars of 
the future. 

5.3: Connected Healthcare - eHealth
Healthcare systems globally are under intense 
pressure as population’s age and economic limitations 
are applied. 5G can address the issues in many ways, 
such as enabling skilled surgeons to work remotely 
and through the application of intelligent robotics to 
provide basic care needs. It’s all about making more 
efficient use of limited resources to improve access 
to healthcare services for people wherever they are. 
I had wondered what patient would be volunteering 
to be the first person to be operated on remotely 
via 5G, but it seems the first 5G remote surgery has 
been completed in China. The lag time was said to 
be only 0.1 seconds between the control device of 
the doctor and the robot in the surgical room. 

5.4: Industry 4.0 Smart Manufacturing
There’s a new game in town for the world’s 
manufacturing industries. As part of the so-called 
fourth industrial revolution, smart factories will 
deploy greater automation, interconnecting all their 
areas and activities to vastly improve productivity, 
increase staff safety and become far more flexible 
to meet rapidly evolving market needs. This is 
already in progress in many respects with Amazon 
leading the way in terms of factory and warehouse 
automation. A factory in China, as highlighted by 
Business Insider published a video showing dozens 
of round orange Hikvision robots - each the size of 
a cushion - swivelling across the floor of the large 
warehouse in Hangzhou, China. The ultra-high 
density power of 5G will allow factory operators to 
make changes to the robot trajectories in real-time, 
speeding up package delivery and a whole host of 
other factory processes. 
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5.5: Personal AI Assistant
In 2022, the shipment of wearable devices will rise 
to 453m units up from 140m units in 2017. As these 
devices become more powerful from a computing 
point of view,    a huge range of new functionalities 
can be enabled. An interesting example of this is from 
X Labs where they created a helmet with multiple 
smart cameras embedded, giving a person with a 
visual impairment a wealth of information about 
their surroundings. This type of transformative 
innovation can have a massive impact on the lives of 
millions of people around the world. 

5.6: Autonomous Driving
The automotive industry, and especially autonomous 
driving, is the front-runner in global press reports 
about the most likely areas that will be boosted by 5G. 
What we are witnessing today in vehicles, is partially 
automated driving (level 2), where the system takes 
over multiple functions for the driver and we are 
on the verge of seeing conditional automation 
(level 3) becoming available. Highly automated 
driving (level 4), where the driver no longer needs 
to supervise the system permanently, is targeted by 
the industry from 2025 onwards and will eventually 
require more sensor data than an individual car 
can collect. Some forecasts estimate that by 2030, 
5 percent of cars will be highly automated and by 
2035 penetration could reach up to 15 percent in 
some countries. Driving a car will become a much 
less involved experience which opens up more in-
vehicle infotainment opportunities as outlined in the 
automotive connectivity use case detailed earlier. 

5.7: 5G Enabled Drones for Emergency 
Services
South Korean telco, KT has unveiled its 5G emergency 
network service called Skyship that uses airship 
drones to search for survivors in the aftermath of 
disasters. KT collaborated with a local drone maker 
to design the airship, which has an attached pod 
with propellant, network module, high-resolution 
camera, and a trunk that can deploy smaller drones 
to the ground. 
 

The airship will also scan for LTE and 5G mobile 
signals and sync it with the telco’s data to provide 
the name, age, and other personal information 
available to rescuers. At the launch, KT demonstrated 
SKYSHIP in real time through a disaster simulation. 
The platform facilitated a remote search and rescue 
where the survivor was identified by the Skyship. 
Further advancements are being planned in the area 
of remote surgical procedures for victims of natural 
disasters.
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5.8: Social Networks
The speed increments that we have experienced 
with previous generations have been a major in 
transforming industry sectors, e.g. 3G transformed 
how we share photos (Instagram) and 4G transformed 
how we share videos (YouTube, Snapchat). It is a 
safe assumption that 5G data rates will continue 
this pattern and we shall see certain industries 
emerge based on capabilities of consuming data at 
rates not previously possible. Autonomous driving, 
as outlined earlier, will mean that people will have 
more spare time as they travel to and from work or 
on other journeys. What do people do with their 
spare time? For most, it’s spent on social media 
meaning massive growth opportunities for existing 
and new social networks not even in existance.  

5.9: Augmented and Virtual Reality
Devices for augmented or mixed reality are likely 
to be a key driver for 5G, in a similar role that the 
iPhone played in the success of 4G from 2007. Today 
there are no “convenient” and “affordable” devices 
available that would allow mass market penetration. 
However, the large players such as Apple, Microsoft, 
Google, Facebook, and Samsung have all made 
investments in this space and many specialised 
companies are working on solutions.

While virtual reality (VR) is primarily used indoors for 
entertainment, business, and commercial purposes, 
augmented reality (AR), which provides additional 
line-of-sight information, and mixed reality (MR), 
which blends this additional information with what 
the person sees, will benefit from the mobility 
of 5G and the processing power of mobile edge 
computing, which puts processing power close to 
the base station.

5.10: How 5G Will Enhance the 
Gaming Experience
Nvidia made a splash at the recent AT&T Spark 
conference announcing how Nvidia’s GeForce New 
subscription service allows you to play purchased 
PC games on low-end machines, with the majority 
of the work offloaded to cloud-based processors. It 
requires a fairly fast internet download speed to run 
effectively, but with the advances of 5G on the way, 
Nvidia is confident it can open up the door for even 
more players to get the performance of an expensive 
PC without the cost. 

 

At the conference, an ordinary laptop was hooked 
up to a 5G base station and was able to achieve 60 
frames-per-second framerate with only 16ms of lag. 
Advances in cloud gaming owing to 5G deployments 
are all but guaranteed with Microsoft making a push 
in this direction also. Gaming innovation often leads 
the way for broader social phenomenon to take off. 
Not everyone who does the floss dance is an avid 
Fortnite gamer. Watch out for gaming to lead the 
way in technological and social innovations for years 
to come. 
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Have you reached Digital Transformation fatigue yet? It 
has fast become the most over overused term in many 
an industry, telecommunications in particular. The term 
has almost lost all meaning but I think the ‘Digital Vodafone’ 
initiative nails what’s it’s really all about from a telecoms point 
of view. It’s about moving from ‘mostly human to mostly digital’ 
interactions with your customers. This really captures the essence of 
what operators are trying to achieve from a digital customer management 
point of view. It is no surprise that Vodafone features heavily in this chapter. 
Read on to hear more about some digital wins, digital losses and some of the 
more recent content partnership successes achieved by mobile operators the 
world over. 

Digital 
Transformation 
and Content 
Partnerships:

6
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6.1: Digital Transformation Vodafone 
Germany Case Study

Most digital transformation projects will fail to 
deliver a real return and some industry watchers have 
claimed that the failure rate is 95%. However, that 
still leaves us with the 5% who succeed. Vodafone 
Germany published an excellent case study in their 
H1 2018 investor relations presentation. Here, they 
outlined how they have automated and boosted 
metrics at all stages of the fixed broadband customer 
journey. DSL calls are down by 30%, self-install rates 
now stand at 98%, eliminating costly truck rolls and 
20% of care contacts are now automated. This has 
reduced end to end process costs by 25% which is 
a massive reduction. In a follow up Q3 2018 report, 
Vodafone estimated that digital transformation 
projects will reduce net opex costs by €400m in 
2018. This is a significant group wide cost reduction 
which will make investors sit up and take notice. 

6.2: Turkish Digital Delight
Launching new digital services has provided a rocket 
boost to the Turkcell business and has been the 
engine for consistent mobile data usage and ARPU 
growth. Mobile APRU has grown as subscribers 
increase their use of operator owned music and TV 
services. Currently, the average Turkcell customer 
listens to 24 minutes of music, watches 57 minutes 
of TV and spends 31 minutes reading newspapers 
and magazines over Turkcell’s digital platforms. Their 
recent investor reports contain a new positioning 
for the brand, styling themselves as ‘The Digital 
Operator’. When you look at the results it is hard 
to disagree with them. Their BiP instant messaging 
platform has 2.7 million downloads in the last quarter 
across 6 countries, Paycell, their mobile payments 
service, has 4.8m users and 
their BiP and PlayCell gaming 
services boast over 9m active 
users per month. These 
results contrast starkly with 
Veon who we will cover later 
in this chapter. 

BiP)

Source: Feb 2019 Investor Report
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6.4: Vodafone - Turning Analogue 
Interactions Into Digital Ones
According to the Q1 2018 Vodafone 
report, roughly 1% of customer 
interactions are carried out via a 
chat bot in March 2018 but they 
expect this to rise to 60% by 2021. 
Their Tobi chat bot which they 
have launched in a number of markets is gaining 
traction and acceptance by subscribers. It handles 
805k interactions per month in the Italian customer 
base and resolves 70% of queries. This percentage 
will only rise as the technology behind the chat bot 
improves. In 2018, an average Vodafone customer 
will have 1.9 queries per year that require human 
agent intervention. Based on enhanced self-care 
penetration and chat bot advancements, they expect 
this to drop to 1.2 queries per year in 2021. Tobi the 
chat bot also won Vodafone a customer experience 
award at the Marketing Week Masters Awards in 
October 2018. While chat bots have their place, our 
next case study show the positive impact that call 
centres can have on an operators business. 

6.5: Digital Reformation – Reinventing 
Customer Service
If you heard that a mobile 
operator wanted to 
reinvent customer service, I am guessing that the first 
ideas that pop into your head would be Chatbots, 
Omni-channel journeys and zero touch interaction. 
Levi jeans and BBH, the advertising agency made 
famous the tagline “When the world zigs, zag”. 
The ‘Uncarrier’ from T-Mobile has embraced this 
philosophy with an initiative that puts the emphasis 
back on the call centre and not away from it. 

They have established a new model known as TEX 
or Team of Experts. This involves cross-functional 
groups of 47 people who serve a named set of 
customer accounts in a specific market. ‘The team 
members are collocated, but they may be hundreds 
of miles away from their clients. For instance, a team 
in Chattanooga is responsible for 120,000 customers 
in Detroit, and a team in Charleston serves a similar 
number of customers in Philadelphia’. The TEX model 
is brilliantly explained by Harvard Business Review 
and is well worth your time. What is most interesting 
are the results of the new TEX model which has led 
to satisfied customers and happier staff. 

6.3: Digital Capital of the World 
Globe Telecom the 
enormous mobile 
operator in the 
Philippines with 
65m subscribers has a noble vision. They want to turn 
the Philippines into ‘The Digital Capital of the World’. 
One look at their broad portfolio of digital services, 
it would be hard to bet against them achieving that 
distinction. Globe has rolled out many digital services 
to cater for their customers’ digital lifestyles. This 
included collaborative partnerships with many of the 
giants in the content world including Disney, Netflix, 
NBA, Spotify and Astro. Using Innovative real-time 
charging functions has helped foster take up of 
new digital and content services and thus increase 
revenues. In September 2018, Globe announced 
mobile data revenues accounted for more than 
50% of total mobile service revenues representing 
a 26% increase in mobile date revenues from 2017.
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6.6: Digital Defenestration
In the telecoms space, we are well 
accustomed to Digital Transformation 
messaging and brand new digital 
services that are going to allow 
operators compete in the coming 
years. Unfortunately for Veon, the 
exact opposite is true in their case. In January 2019, 
Veon announced that they would be shuttering 
their London office with the loss of 200 jobs, 
scrapping their digital platform in the process. The 
response from their customer base was not overly 
positive, with only 8.3m 
subscribers signing up 
out of a possible 240m. 
The app was designed to 
house content services 
with partners like 
Mastercard and Red Bull. 
Add this to a $1 billion 
BSS transformation that 
they announced with 
Ericsson in 2016, it has 
been a rough couple 
of years in the Digital 
Transformation space for 
the Russian operator. 

6.7: Telefonica & Netflix 
In May 2018 Telefonica announced, in a horrendously 
cringe worthy video package that they were teaming 
up with Netflix to integrate the streaming giants 

service onto their TV & Video Platforms. Awful 
launch videos aside, this partnership is a winner for 
both parties. Telefonica gets to flex its content and 
innovation credentials, helping reduce customer 
churn and Netflix can continue to grow their own 
subscriber base.  This is not the first partnership of its 
kind and Netflix have inked partnerships with KDDI 
in Japan, Comcast and T-Mobile in the United States, 
and Sky in the U.K. All of these launches will help to 
drive subscriber additions for Netflix and continue 
their domination of the content space.  Netflix now 
command 137m subscribers worldwide.

6.8: AT&T WatchTV
AT&T launched AT&T WatchTV at the end of June 
2018, the first proposition using content from its 
Warner Media subsidiary. It is free to subscribers 
of AT&T Unlimited & More wireless plans.  AT&T 
WatchTV includes 30 live TV channels (none of 
which are sports) including A&E, Animal Planet, BBC, 
Cartoon Network, CNN, Food Network, Hallmark 
Channel, HGTV, OWN, TBS and TNT. The service costs 
USD $15 per month and provides streaming from one 
device only. The proposition is certainly resonating 
in the market as AT&T have announced that they 
have 500,000 people signed up to the service. It does 
not break down which subscribers are accessing 
the service free as part of the Unlimited & More 
wireless plans and those paying $15 per month but it 
is certainly an encouraging start. Another reminder 
that content is king. 

31

OPENET 101 USE CASES



6.9: A1 for Content
A1 in Austria launched their mobile TV service A1 
Now in 2016. The service which costs Euro €4.90 per 
month, includes 40 TV channels (11 in HD), 7 days 
of TV catch up, access to the A1 NOW video library, 
selected football highlights and storage of 10 hours 
of TV or film highlights. For customers on their large 
24GB and XL 60GB plans, A1 Now is free of charge. 
This drives customers who want access to A1 Now 
for free onto the higher tiers of service. These type 
of propositions are common in all regions but what 
makes this one different is that the proposition has 
a tangible impact on the Telekom Austria Group 
bottom line. In Q3 2018, the postpaid subscriber 
base grew by 2.4% with a large number of them 
signing up for higher value plans where A1 Now is 
included. ARPU year on year also grew 2.5% which 
is a tremendous performance is a tough competitive 
market like Austria. 

6.10: Digital Binge
3 UK sub-brand, Smarty, is featured 
in our second brand chapter but 
the parent operator doesn’t slack 
on the innovation stakes either. 3 
UK offer a Go Binge option on SIM 
Only Advanced & Mobile Advanced 
plans of 12 GB per month mobile 
data and above. It provides 
unlimited access to Snapchat, Netflix, TVPlayer, 
Apple Music, Deezer & SoundCloud. 3 UK CEO Dave 
Dyson credited Go Binge with being the key driver in 
3 passing the 10 million subscriber mark in the UK. In 
Q1 2018, data consumption per customer grew 7% 
to 6.8GB per month, over 3.5 times the level of the 
average UK consumer.  
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Second Brands 
are Back in Fashion:
Some of the biggest telecom operators across the globe have launched an alternative brand to sell 
similar products and reach target segments that the principle brand finds hard to penetrate. In certain 
cases, they target high value markets (e.g., Toyota and Lexus in the car industry), although in the 
majority of markets they have been used to target lower value segments. Second brands are usually 
more prominent in negative economic markets or in markets with fierce competition. Openet published 
a whitepaper on this topic in April 2018. which is well worth your time. In this chapter, you will see a 
wide range of examples of operator second brands and how they seek to differentiate themselves. You 
will also see a contrarian view where operators are pulling back from brand diversification.  
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7.1: Tuenti is Plenty
Tuenti started off its life as social network founded 
in 2006 and become known as the ‘Spanish 
Facebook’ due its popularity in Spanish speaking 
countries. Having been bought by Telefonica in 2010 
they launched mobile service as a sub brand of the 
telecoms giant. Using its roots as a social network, 
it focuses on the low cost youth second brand. It 
is live in 5 countries in Latin America and has over 
1m subscribers. It seems the mobile subscription 
arm of the company is faring better than the social 
network. Tuenti as a social network was shuttered 
in 2016 but it remains a key part of the Telefonica 
growth strategy in countries like Argentina, Peru, 
Mexico, Ecuador and Guatemala. 

7.2: Giffgaff
Staying with Telefonica, 
one of the most 
successful sub brands in 
recent years has been Giffgaff in the UK. It launched in 
2009 with a disruptive viral marketing campaign and 
has since grown to over 2m members. The member 
distinction is important as the MVNO is styled as 
a ‘community’ where members act as customer 
service representatives, marketers, R&D advisors 
and even sales people. Community isn’t the heart of 
this business, it is the business. In their community 
forum, 95% of questions are answered within 1 
hour and the average question response time is 3 
minutes total. Many 
readers of this paper 
will have spent a lot 
longer than 3 minutes 
waiting to speak 
to a CSR. Giffgaff 
continually ranks as 
a leader in customer 
service and customer 
satisfaction. 

7.3: Vodafone Spain Lowi
Vodafone Spain launched their low 
cost second brand Lowi, gaining 
significant market share in the youth 
segment since its launch in 2014. Due 
to the success of this brand, Vodafone 
have taken the innovative step of 
launching a Fibre broadband offering, bundled with 
the mobile service. This type of sub brand extension 
is not often seen in telecoms but makes sense to try 
and take a chunk out of the low cost segment on both 
the fixed and mobile side of the market. In December, 
Lowi gave customers 25GB of free data to use before 
January 9th 2019. All a subscriber needed to do was 
download the Lowi app. This is a great way to boost 
app adoption by the subscriber base at a relatively low 
net cost to the operator. 
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7.4: Orange France Sosh
As with every mobile market 
move in France, the Sosh 
sub-brand was launched by 
Orange in 2011 as a defence 
mechanism to reduce 
market share losses to Free Mobile. Similarly to Lowi 
by Vodafone, they offer Fibre + mobile services to 
their subscribers and borrowing from the Giffgaff 
model, they also have a community forum for their 
subscribers. 

The approach is seeing some considerable success 
with Sosh now commanding a mobile base of 3.7m 
subscribers as of Q4 2018. In a move that muddies 
the water between parent and sub brand, they also 
offer the Orange Livebox + Sosh mobile, promising 
to boost connection speeds in all areas of the home. 

7.5: Red by SFR
Sticking with the French 
market, SFR launched the sub-
brand Red in 2011 for the same 
reasons that Orange launched 
Sosh, to combat Free. They 
offer Fibre broadband plus 
mobile subscriptions to the 
market. They have recently 
rebranded the operator to a pretty inexplicable 
green colour scheme which belies their naming, 
but I’m sure there is a branding company out there 
who can decode that reasoning for us. Most recently 
they have bundled in a Netflix subscription into 
one of their mobile plans and launched their own 
community. This gives customers another reason to 
join, apart from the confusing colour scheme that is. 

7.6: Belong by Telstra
Want ‘Telstra for cheap’? This was the question 
posed by Alex Choros from WhistleOut the Australian 
mobile comparison site at the time of launch for 
Belong in September 2017. Subscribers of Belong 
get a better price than Telstra consumers, have 
access to Rollover Data but are blocked from Telstra 
value added services like free Wi-Fi hotspots and 
data free music streaming from Apple. Telstra added 
342,000 new mobile subscribers in the financial year 
2018 and Belong accounted for 67,000 of these. This 
has pushed down overall ARPU’s by 3% as spend by 
Belong customers is lower than the Telstra mobile 
customers. This low level cannibalisation is much 
preferable than churn to Optus, Vodafone or TPG. 
Similarly on the fixed line broadband side, Telstra 
added 88,000 new broadband customers with 
Belong accounting for 55% of this total. Typically, 
the parent brand buries the sub brand in investor 
reports.  It seems that Telstra are very pleased with 
the performance of Belong as it is mentioned no 
fewer than 23 times in their most recent annual 
report. 
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7.7: Three UK – Smarty
Smarty by 3 UK was launched in August 2017 and 
describes itself as ‘Simple, Honest, Mobile’. Luckily 
for them, they have more strings to their bow than 
the typical parent brand minus 20% approach. The 
main pillar of their proposition is monthly monetary 
discounts on unused data which takes the rollover 
data concept a step further than most. For every 
1GB leftover at the end of the month the subscriber 
is refunded £1.25 on their next bill. No credit checks 
are required as the customer pays their first month 
upfront and there is no minimum contract. 

Customers can activate their SIM on the website but 
there is no app as of yet which reduces the digital 
first street cred. In a very busy UK mobile scene, it 
will be interesting to see what kind of impact it can 
have. 

7.8: Voxi by Vodafone
A marketing campaign based on live events and 
social media posts that will be created in partnership 
with “young people”. Nick Jeffery, CEO of Vodafone 
UK, said: “Vodafone has been working hard to 
understand the specific needs of our customers”. 

While nothing screams youth brand like a girl with hula 
hoops on her fingers, Voxi’s real youth credentials are 
in its unlimited social media proposition. Voxi offers 
contract free 30 day plans but like Smarty have not 
been able to muster up an app based customer care and 
sign up process. Leveraging network effects through 
app based sign up and eSIM is the path to scaling, 
particularly for a younger audience. As of the end of 
H1 2018, Voxi had generated 39,000 net additions for 
Vodafone. 
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7.9: Vodafone Italy Ho Mobile 
Ho Mobile owned by Vodafone offers 
integrated bundles with Mobile 
Data unlimited SMS, unlimited calls 
– and uses 4G download speeds. 
It was launched in June 2018 as a 
defensive strategy to Iliad’s launch 
in Italy. The recurring theme of the European sub-
brand seems to be that Iliad’s strikes fear into the 
heart of incumbent operators everywhere! However, 
Ho have had considerable success since launch with 
over 1m subscribers now signed up. Part of this 
success is down to the digital first approach it has 
taken with everything managed in the Ho app. It 
boasts an app store rating of 3.9 which in telecoms 
terms is excellent. It was highlighted by Vodafone in 
their most recent quarterly report and has helped 
reduce net port outs from 158,000 a year ago down 
to 5,000 in the last quarter. 

7.10: KPN – Retreat to the Village
The final sub-brand 
example in this chapter 
relates to KPN in the 
Netherlands. In times 
of recession, customers 
focus more on family values as spending power 
is reduced. This idea is known as a ‘retreat to the 
village’ mentality in marketing terms. Although no 
recession is present in the Dutch market, KPN are 
doing some retreating of their own, doubling down 
on the strength of their core brand. As announced 
in January 2019, over the course of the next 2 years 
they will discontinue their Telfort, Telfort Zakelijk, 
XS4ALL and Yes Telecom brands and subsume them 
under the KPN banner. It remains to be seen if this 
action will act as a bellwether for other telecoms 
companies or if second brand growth will continue 
apace. This brand simplification may be for other 
reasons as recent reports suggest that a buyout of 
KPN from an asset management company may be in 
the offing. 
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Smart
Devices:
This chapter looks at how operators big and small 
can boost their relevance in the smart home market 
and make sure that they get to ‘own the home’ rather than 
Amazon and Google. Operators with unlimited resources like 
Telefonica, Vodafone, & Deutsche Telekom are leading the way but 
there are opportunities for smaller providers to make a splash also. 
This chapter will also highlight some markets where operators are cashing 
in on the online gaming space, and ensuring that their 5G deployments are 
aligned with esports leagues and free gaming the world over. 
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How Digital Service Providers are 
Capitalising on the Smart Home & 
Gaming Trends
At the Ovum Digital Futures event in September 
2018, the rise of the smart home was highlighted as 
one of the key growth areas for telco’s up to 2022. 
As you can see from the graphic, the uptake of smart 
speakers, along with indoor and outdoor security 
systems is beginning to reach critical mass.
 

8.1: V-Home by Vodafone 
Across Europe, Vodafone have been rolling out 
V-Home by Vodafone. This includes a V-Home 
Safety Starter Kit of smart devices to help keep your 
home safe and secure. The Starter Kit comes with 
a Hub, Smart Camera, Multipurpose Sensor and 
a Siren. Vodafone inked an exclusive partnership 
with Samsung to provide the hardware and the 
software for this initiative. All of the hubs and 
smart home app to control the sensors, lighting 
and security aspects are provided by the Korean 
giant. The Samsung SmartThings app is compatible 
with a broad range of other connected devices and 
services like Amazon Alexa and Google Assistant to 
provide an integrated experience. Vodafone aren’t 
doing all of this integration work for the good of the 
customer only, the starter pack costs £99 in the UK 
and £14 per month thereafter, which will help drive 
household revenue higher and presumably reduce 
churn. 

8.2: Telefonica Aura
Openet attended the 
Ovum Digital Futures 
event in London in 
September 2018 and 
one of the highlights 
of the event was the 
presentation by the 
incomparable Chema 
Alonso, the Telefonica Global CTO. There, he outlined 
the strategy and architecture behind Telefonica 
Aura, their new digital assistant that powers their 
smart home device ‘Movistar Home’. He outlined 
that 81% of Aura Digital Assistant users don’t phone 
the call centre which has the potential to have a 
phenomenal impact on operator costs. They are 
constantly working to improve the service through 
active listening and seeing how their subscribers are 
interacting with the service. The engagement with 
the digital assistant improves as more colloquial 
language is understood. This shows that localisation 
will be very important for Digital Assistants and a one 
size fits all approach will not work. Next stage for 
them is to engender what he called ‘a sense of trust’ 
with the Digital Assistant. Also they are looking to 
make Aura more ethical. For example if a subscriber 
is racking up massive roaming fees, Aura can stop 
access, send them a notification and make sure they 
aren’t making a mistake.
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8.3: Alexa, What’s my Bill?
The voice-controlled 
Amazon Alexa digital 
assistant launched 
back in 2014, and 
can perform basic tasks like reading you the news 
or playing some music. But we’ve also seen a huge 
number of third-party firms building so-called ‘skills’ 
that allow Alexa to tie into their own services. 
The latest of these efforts comes courtesy of UK 
mobile network Vodafone, which has launched a 
number of new skills in the past few months. Once 
authentication is completed, the subscriber can ask 
Alexa questions like “How much is my bill” and “How 
can I check my voicemail?” Vodafone is promising 
continued improvements in this areas with new 
skills being launched all the time. 

8.4: Deutsche Telekom Smart Home
In a similar vein to Vodafone, 
Deutsche Telekom are 
positioning their Smart 
Home solution to their 
subscribers across multiple 
markets. Their solution is based on hardware 
developed by a company called Qivicon which 
was set-up in 2011 by DT themselves. The starter 
package includes a home base security system with 
a number of sensors for an upfront cost of €139. The 
monthly cost thereafter is €5 per month. The pricing 
strategy seems to be paying off as Magenta Smart 
Home has seen growth of 55% YoY up to Q3 2018. 
Total numbers increased from 211k subscribers up 
to 326k subscribers in Q3 2018. Although this is a 
small portion of their total base, it figures to be 
a strong revenue and churn 
reduction driver for DT in the 
coming years.

8.5: Smart Home Caveat Venditor
As we have outlined at the outset of this chapter, 
there is significant scope for growth for digital 
service providers in the smart home space. In the 
Second Brand chapter of this book, we highlighted 
the growth of second brands but also where 
operators like KPN are shying away from this trend. 
With this principle in mind we wanted to outline 
countries where smart home launches have not had 
any market impact. A study from Analysys Mason 
in August 2018 has shown that a number of smart 
home initiatives by operators have been shuttered. 
Launches by BT, O2 UK and Verizon have all been 
terminated in 2018. 
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8.6: SKT Smart home
SK Telecom is one 
of the world’s most 
innovative digital 
service providers. 
They are at the forefront of 5G development and 
launched their network in December 2018. Another 
area that they bring their innovation credentials to 
play is in their Smart Home offering. Their smart 
home suite of products and integrations is frankly 
staggering with the smart home having the ability 
to control remotely, things like kimchi refrigerators, 
electric rice cookers, dehumidifiers and many more 
as you can see from the graphic. The promotional 
video gives you a good sense of the range of 
possibilities and provides another timely reminder 
that operators need to look to markets like Korea, 
China and Japan to see the future in action. 

8.7: Telstra Smart Home
Unlike Vodafone and 
Deutsche Telekom who 
charge an upfront fee 
for the Smart Home Hardware, Telstra bundles the 
Smart Home kit and monthly cost into their high 
end bundles. For $124 a month subscribers can get 
a bundle of broadband, TV and Smart Home. When 
you drill down further you see that Telstra charge 
$25 a month for the smart home service, which is 
quite high but there is no upfront cost for the hub, 
plugs, indoor camera and alarms. 

No figures are included in Telstra reports as to the 
success of the proposition but download rates of the 
Smart Home app are just north of 10,000 in the Play 
Store, which doesn’t suggest mass market uptake! 

8.8: Etisalat Smart Living
Etisalat launched their Smart Living proposition 
at Gitex in October 2015. Etisalat’s customers can 
combine or add to their packages additional devices 
such as cameras, thermostats, sensors or wall plugs 
at an additional charge. Etisalat’s customers can 
choose to purchase their packages with a one-time 
payment or with instalments starting at Dh99 per 
month. From these beginnings in 2015, Etisalat 
has built up an enormous portfolio of smart home 
devices sold directly on their site and integrated 
into their Smart Living solution. Camera’s from Ring, 
Nest thermostats from Google, Xiaomi camera kits 
and Nuki Smart Locks are just some of the items that 
they have for purchase. 
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8.9: Elisa 5G Gaming for the Win
Elisa, device maker OnePlus and cloud gaming 
provider Hatch are teaming up to host the first ever 
5G eSports tour in cities across Finland in January and 
February 2019. “This is the first eSports tournament 
in Finland open to all that you 
can play over 5G,” says Mika 
Lepistö, responsible for sports 
and pay-tv at Elisa Viihde. 
“It’s a good idea to come and 
play at our locations onsite to 
experience all that 5G allows. 
The fastest 5G-enabled 
connections and ultra-low 
latency change the user 
experience for gamers completely.” 5G will provide 
the ultra-low latencies required for mobile gaming 
on the go which will see these types of partnerships 
only increase in the future. 

8.10: Vodafone Gaming Pass 
Vodafone Germany is offering a 
free gaming pass for its subscribers 
aged 28 and under. Popular games 
like Asphalt 9: Legends, Clash of 
Clans, Clash Royale and Dead Rivals 
among others are included in the 
plan. Anyone who signs up to the 
free pack can play these games on the go without 
using up their data allowance. Germany is an ultra-
competitive mobile market with many MVNO’s 
flooding the youth and budget segments, but 
this proposition has the potential to differentiate 
Vodafone from many of its peers. As it launched in 
February 2019, we will have to wait and see what 
kind of impact it has on the marketplace. 
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Machine Learning
and Data Insight:
This chapter outlines a number of different ways that machine learning can drive data insights for operators 
and consumers alike. The ability for machines to learn and perform independent decision making is an absolute 
requirement when managing the data volumes and complexity that come with 5G. Without machine learning, 
networks cannot predict changes in traffic demands, security risks and user behaviour. The use cases explored, 
highlight the mutual benefit afforded to both network performance and customer experience.  
 

9

43

OPENET 101 USE CASES



9.1: IoT Connected Car
With the move to 5G, the delivery of complex 
IoT propositions is becoming more achievable 
for operators. In this way, car manufacturers are 
developing smart car services together with a 
chosen prime operator partner.  This prime operator 
manages, amongst other things, global connectivity 
services.  Services to the end user or ‘driver’ include: 
vehicle health and maintenance, location, security 
and emergency services, in-vehicle Wi-Fi and push 
notifications to parents or insurance companies 
regarding speed limit violations.

 

The market leading operators in this space (so 
far) are priming the connected car business in 
conjunction with up to 500 other carriers globally, 
across 200 countries. Reconciling the inherent 
payment complexities requires a data management 
approach which guarantees 100% data completeness 
and timeliness. AT&T have been to the forefront in 
the connected car market from both an enterprise 
and consumer standpoint. AT&T customers can their 
connected car to a mobile share plan for $10 per 
month providing a win-win scenario for operator 
and consumer alike. 

9.3: Assuring Data Integrity for 
Virtualised Networks
Where networks are evolving from physical to 
virtualised infrastructures, the network becomes 
far more layered and complex. This makes analysis 
and reconciliation far more challenging. Data 
completeness becomes uncertain due to multiple 
network layers and there is increased risk to both 
customers and financials. This, in turn, requires a 
dynamic approach to managing data integrity, making 
sure that all data gets from A to B uncompromised.

More point-to-point checks are required as single 
end-to-end reconciliation is no longer reliable.  A 
large number of smaller sized servers processing 
data in parallel require multiple-to-multiple 
reconciliations. This is beyond what legacy assurance 
systems can support today. A broad data toolkit is 
what is required to meet the challenges of a virtual 
network.

9.2: Stemming Revenue Loss
Operator networks are changing how they deliver 
services to their customers. There is an increase 
in digitised content across new platforms, which 
fundamentally changes how the business of revenue 
assurance is conducted. This new environment 
requires greater visibility at a granular level of events 
on the network and real-time access to anomalies 
which impact customer experience and usage billing.
 
Operators are moving to commercial models where, 
they offer third party over-the-top (OTT) content, 
such as music and video streaming. There is an acute 
need to have robust measures in place to audit for 
partner revenue share agreements and agreed SLAs. 
The advent of dynamic pricing or provisioning across 
an omni-channel environment necessitates revenue 
assurance to expand its capability. 

Openet enabled a Tier 1 North American Operator 
to identify revenue leakage of $2 million a 
month due to legacy revenue assurance systems 
dropping unreconciled records.

TM

OPENET 101 USE CASES

44



9.4: Fraud Detection
As security landscapes and compliance requirements 
continue to adapt and evolve, so do the bad players 
who continue to attempt to defraud your business 
and your customers. Data-driven insights allow 
an operator to detect when and where fraudulent 
activity may have occurred, reducing the risk to data 
security for the customer and the operator. Such 
insights include time series analysis, data profiling 
and accuracy calculations, data standardisation, root 
cause analysis, breach detection, and fraud scoring.
 
This growing threat was made clear by the Fraud 
Control Association (CFCA) last year, reporting that 
the most common fraudulent activities amounted to 
almost $30 billion globally for telecoms providers. 
Hard revenue losses, such as external fraud, bad 
debt and internal fraud were estimated to total 
6.9% of global telecom revenue, equivalent to 
approximately $155 billion.

9.5: Performance Management
In the new network environment brought about 
by Network Functions Virtualisation and the move 
towards Software Defined Networks, it becomes far 
more difficult to know the performance status of all 
system at any given time.

Effectively monitoring the KPIs of a network 
environment in order to deliver a stable service, 
becomes impossible without the correct tooling 
in place. Traditional attempts to solve this have 
resulted in a vast waste of resources as services 
are over-provisioned to ensure stability and, where 
services are under-provisioned, it leads to system 
failure.

The ability to proactively monitor and predict 
the state, performance and utilisation of all 
network components, allows operators to achieve 
considerably higher utilisation rates. Network 
resources can be scaled up to meet variable demand 
in real-time. This enables the operator to run a more 
efficient network.

9.6: QoS Monitoring  
and Proactive Care
Various studies have shown that users have a strong 
preference for proactive care or proactive apology 
and resolution instead of any requirement to have 
to check with their service provider. A number of 
carriers in North America and the Middle East have 
enabled proactive notifications informing specific 
users about outages. In some cases they have also 
offered refunds or 
additional credit. 
With precise use 
of data this can be 
managed actively 
b e l o w - t h e - l i n e 
with minimal 
impact to public 
opinion and churn. 
Through being able 
to monitor and 
predict the quality 
of experience 
being delivered 
to customers, 
operators are able 
to identify and 
resolve issues that 
customers may be 
impacted by. 
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9.7: Small Cell Awareness
Small cells increase in importance with each new ‘G’ 
– Where for 3G, small cell deployments were largely 
used to deliver on rural coverage, 4G small cell 
deployments represented an opportunity to reduce 
CAPEX. In the move to 5G, small cells are set to play 
a role in optimising performance and capacity. If 
operators were to manage small cell deployments 
in an equivalent fashion to primary cell sites, the 
sheer number requiring maintenance would be too 
difficult to manage. 

Allowing operators to proactively monitor and 
predict instances of service degradation and cell 
outages, in real time is crucial to optimising network 
performance. This capability combined with the 
ability to localise any potential issues in small 
cells allows operators to prevent a fault cascade 
throughout the network. 

9.8: Churn Analytics
Churn remains a consistent and expensive obstacle 
for all operators. The current strategies employed to 
combat churn revolve around post-churn analysis. 
This is a resource heavy and ineffective means of 
retention. After a subscriber has already decided 
to leave, an operator attempts to convince the 
customer to stay through conventional offers which 
may not reflect or resolve the specific subscriber’s 
issue.

According to McKinsey companies that implement 
a comprehensive, analytics-based approach to base 
management can reduce their churn by as much as 
15%. By pre-emptively identifying customers who 
are likely to churn and the specific user experience 
issues which are driving them to leave, operators can 
proactively put measures in place to minimise churn. 
This not only protects current and future revenues, 
but also improves overall customer experience as 
issues specific to a subscriber are addressed at 
source.

9.9: Target & Context Aware Campaign 
Management
Marketing campaigns are generally created with 
limited tailoring to reflect individual customer 
preferences. Traditional campaigns also do not 
take into account the purchasing context in which 
marketing content is presented and lack the ability 
to measure campaign success. 

According to Sky as of November 2018, the success 
of sales of Sky Sports products are up 57% due to 
two changes. Firstly, putting the product in front of 
the customer at the right time, Saturday afternoon 
not Friday night for example, and, secondly, selling 
the product in the right way. If you know you are 
engaging a football fan, tell them about the football 
benefits not Formula One.

By combining the ability to capture customer 
preferences on an individual basis and targeting 
directly with a relevant offer at the moment the 
customer is most likely to engage, operators are in a 
strong position to drive ARPU. Source qualcomm 15%

reduction
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9.10: Customer Journey Analytics
Operators are unable to track and analyse how their 
customers engage with all service channels. These 
user touch points may include digital channels, such 
as website, customer care app or traditional call 
centres. This leads to an operator being unable to 
gain a holistic view of how their customers engage 
with their service. It also limits an operator’s ability to 
optimise the journey. Openet’s view of the ideal end 
to end customer journey can be seen on our website. 
Here you can see the visualisation of a subscriber on 
boarding process, their engagement with customer 
care and how they purchase additional services from 
an operator. 

With the ability to access an end-to-end view 
of customer engagement, operators are able to 
optimise all channels by identifying where barriers 
exist in their processes. For more information on the 
broader customer journey check out the eBook from 
Openet ‘Digital Journey to Digital Destination’.

9.11: Personalised Customer Experience 
in an Omni-Channel Environment
Customer touch points are designed to facilitate 
engagement with all customers but all subscribers 
engage in different ways. What might be a seamless 
user experience for one subscriber segment may 
prove to be a friction-filled one for another. The 
operator needs to have a 360 degree customer 
overview at all times, including client profile, social 
media, forum activity and network insight related 
to that subscriber. Using all of this data a specific 
set of preferences can be enabled for that customer. 
For example, a customer who has uninstalled an 
operator app due to sign-on issues may need an 
outbound call to rectify the poor experience. As 
highlighted by Ovum customer perception and 
operator perception of how easy or difficult it is 
to resolve an issue are poles apart. Using analytics 
to pinpoint the differences are crucial to keeping 
subscribers happy in the long term. 

Get It Right: Deliver the Omni-Channel Support 
Customers Want – Ovum

OPENET 101 USE CASES
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About Openet
 
 
Openet provides Digital BSS to enable service providers to create new revenues from digital 
services, improve customer engagement and be ready for the opportunities from 5G. Our 
solutions enable service providers to be more agile, innovative and enjoy a faster time to value.

From monetising content and data services over 4G to enabling innovative enterprise IoT offers 
over 5G, Openet’s Digital BSS offers a fast and agile alternative to the large legacy companies 
whose track record of over-charging and under delivering has resulted in high failure rates of 
large scale transformation projects. 

Since its foundation in 1999, Openet has been at the forefront of telecoms software development 
and innovation. Our success is personified by the many long-term relationships it has fostered 
with the largest, most progressive, and demanding operators across the globe. 
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