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INTRODUCTION

The telecoms marketplace has evolved massively in
recent years. Some changes are technology based
– including 5G, Cloud, open-standards and software
application orchestration.
Other changes are commercial – including how customers need to be engaged and served,
what and how they will pay for, and the competitive landscape. These changes are significant
and are changing the fundamental business models for all the telecoms eco-system players.
Having a superior digital strategy is essential to be a winner in the new markets of 2020 and
beyond. This paper discusses the elements and keys aspects of a digital strategy.
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W H AT I S D I G I TA L?

•
•
•
•

What does being digital really mean for us?
How can we become digital?
How can we offer more digital services?
How digitally mature do we consider ourselves?

These are important strategic questions that communications service providers service
provider are asking themselves. Being ‘digital’ is about focusing on the customer and offering
a customer experience that incorporates convenience, relevance and hyper engagement. In
other words, providing a digital engagement. Digital engagement is a relatively new way
of growing business and developing competitive differentiation. This is an advance from
the traditional telecommunications way of doing business that focused almost totally on
excellent quality of service, service availability and tailored pricing offers. In the digital
world, these traditional elements are important but are “hygiene factors” – i.e. taken for
granted and are not considered a competitive advantage.
In a digital engagement, communication is not the only (or sometimes not even the primary)
service being provided to the end customer. Communication service providers are becoming
digital service providers who supply a wide range of services that customers use on number
of different devices. These services can include everything from entertainment, to home
security to banking. This presents a tremendous opportunity for service providers to
get a larger share of their customers spend on a large number of services, and not just
communications.
This has some profound implications for service providers, specifically in relation to:
•

Market segments – B2C, B2B, B2B2X (including IOT)

•

Internet-like convenience (always on, real-time, 24x7, proactive, automatic)

•

How they measure, manage and monetise digital services
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W H AT I S D I G I TA L?

The competitive value propositions for these
different market segments are independent of
each other, are fast changing and dynamic and
are continuously evolving. Each segment requires
specific tailored engagements in order to generate
new revenue streams effectively. This means
changes for the service provider in terms of clarity
of who the customers are, what they value and how
they want to to interact with the service provider.
It means service providers must focus less on billing and more on partnerships, alliances
and customer experience management. The network needs to be understood as, managed
as and used as a means of connectivity on which service providers can deliver their own
and partners’ services rather than a system to provide just communications. Each customer
segment is different and needs to be addressed according to what the segment values.
Customers in each market segment require a non-traditional engagement experience with
the service provider. Customers will value convenience, automation, immediate responses,
self-service, profile-based, tailored and relevant suggestions and hyper-communications
for their specific experiences. They also want opt-in and opt-out capabilities and other
experiences which they have become used to from the largest and best service providers
that leverage the internet (e.g. Amazon, WeChat, Google, Facebook, Grab). Customers
want to be connected and, up to a point, do not care what manner of technology provides
this connectivity. So converged service offerings – whereby connectivity may be cellular
including 5G plus also fibre, satellite, cable and WiFi – is something service providers should
look to include in their offering where possible.
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D I G I TA L C U LT U R E : D I G I TA L M I N D S E T

Success in becoming ‘digital’ depends on a change in the traditional culture of a service provider –
spanning marketing, sales, technology and leadership. Experience and service design, measurement
of success criteria and the implementation and constant evolution of experiences tailored to
distinct market segments requires a different mindset. This contrasts with traditional networks,
where coverage, quality of service, offline customer care and complex billing were pre-eminent
competitive advantages.
Processes, technology systems, measurement tools, AI and analytics, chatbots, community-based
care systems and self-service account management are now massively important. The new mindset
needs to embrace a lot of flexibility, a different and more collaborative vendor-partnership and the
use of automation tools to make service trials and deployments much faster. The implications of
implementing a “design thinking” environment and a focus on new key performance indicators can
be difficult and needs consideration prior to any technology decisions being made.

W H Y T H E N E E D T O G O D I G I TA L

‘Going digital’ is not a question of being digital or not digital, it is a question of how best to grow and
defend your business in order to insulate it against a new competitive reality. How have the fundamentals
of the marketplace changed? It is no longer about merely fighting off the traditional competition but
instead contending with new, hyper-agile 2nd brand disruptors at a local level (potentially including
MVNO capabilities) as well as the online service players at a global level.
While companies like Google and Facebook are making strides to provide digital services offerings
for the mobility market, disruptor brands like WeChat are at the same time springing up across all
markets. This creates an intimidating landscape in which to stay relevant, while also creating new
opportunities to not just compete but dominate. Large-scale transformation initiatives have proven
to be an ineffective course of action with 54% saying that previous transformation attempts have
failed. Instead service providers who are succeeding at becoming digital look to compartmentalise
their digital journey, realising incremental successes at far less risk to the business.
In this paper, we look at examples of digital rollouts for B2C, B2B and IoT / B2B2X, what digital strategies
are being deployed, the role of digital KPIs and options for digital transformation of BSS.
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D I G I TA L M AT U R I T Y - S E T T I N G YO U R D I G I TA L
AMBITION

Transforming into a digital business is not easy.
Figure 1 illustrates the different phases of reaching
digital maturity. Setting out expectations early and
understanding the primary motivators around the
digitisation of the business is key. New revenues from
the launch of new digital services require a certain
level of digital maturity, whereas the introduction of
operational cost savings can be realised across the
early stages of the digital journey.
Figure 1: Stages in Digital Maturity
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D I G I TA L M AT U R I T Y - S E T T I N G YO U R D I G I TA L
AMBITION

While commercial growth remains the primary
reason to invest in business transformation,
there are many other influencing factors
weighing on the choice to embrace digital
including cost savings in multiple areas of the
organisation by means of reducing legacy system
operating costs and cost-structures.
Delivering on both the digital enablement of internal operations and the digital experience
promise for the end customer in tandem has proven challenging for service providers to
achieve. Many have elected to prioritise assembling the building blocks to digitise internal
processes to introduce embedded automation in order to realise OPEX savings early on
in their transformation journey. This fuels the way and the budget for the rollout of new
digital services at a later date. This modernisation of legacy systems and technology
allows a controlled renovation of systems and quick wins.
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MEASURING, MANAGING AND MONETISING
D I G I TA L S E R V I C E S : T H E O P P O R T U N I T I E S F O R
S E R V I C E P R OV I D E R S
Service providers are being forced to rapidly redefine their offerings, moving away from simple
voice, SMS and data services to a focus on providing a range of digital services and creating
engaging experiences. Providing experiences changes the game altogether for service providers
as they need to truly live the customer lifecycle, influence it, and enhance it in every way possible.
Over-the-top players like WeChat and existing innovators such as Google are coming in fast,
dictating market demand by doing exactly that, living the customer lifecycle.

Figure 2: Customer digital lifecycle
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MEASURING, MANAGING AND MONETISING
D I G I TA L S E R V I C E S : T H E O P P O R T U N I T I E S F O R
S E R V I C E P R OV I D E R S

For many service providers, the transformation to
become a digital service provider involves managing
and delivering as many digital experiences/
engagements with their customers as possible.
The ultimate goal could be developing a super app where the service provider could become
(effectively) an app-store or one-stop-shop within an app on all user devices. From here they can do
everything they want to do in the digital/internet world – conveniently and at any time, with realtime impact. For example, for a consumer this might include all of the usual communications with
additional service capabilities such as applying for insurance, paying for groceries, banking, health
checks and many other things all from a single app-front.
WeChat is a strong example of a fully digital app-based platform strategy. From the WeChat app you can
access an ecosystem of services to do everything from book a doctor’s appointment, transfer money,
share content, pay utility bills and order food. Another example is how businesses or consumers
might purchase connectivity. They order online a 5G router that can be delivered within hours for
immediate use and can deliver connectivity only previously available from fibre. The business are
then able to configure the service level by means of a software-configurable service to manage costs.
Such a service could be billed as a subscription service and perhaps be prepaid.
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MEASURING, MANAGING AND MONETISING
D I G I TA L S E R V I C E S : T H E O P P O R T U N I T I E S F O R
S E RV I C E P ROV I D E R S

Successfully rolling out a super app (such as WeChat
type apps) may be very ambitious for many service
providers. However the reality is that there is a huge
opportunity for service providers to sell, manage
and charge for a wide range of digital services that
are provided by 3rd parties (these can range from
entertainment to insurance to esports).
Service providers already have brands that are trusted and the customer perception is that
they are credible to play this role for their customers. In 2019 Sapio Research surveyed over
1620 consumers to get their views on the ‘digital readiness’ of their mobile service providers.
The results, as illustrated in figure 3, showed that 70% of consumers feel that their mobile
service providers are digital first companies. This augers well for service providers looking
to sell a range of digital services to their existing customer bases.
Figure 3: Research results: Do consumers consider service providers to be ‘digital first’?

If service providers fill this role, the digital engagement will allow them unparalleled insights
to the habits, preferences and financial performance of their customers. This in turn would
allow for a further broadening of the services being offered to them – for example, into
leisure, security or financial services.
This pure digital future state will only be achievable for those who elect to digitise the core
and become a digital connectivity platform. While this represents a fully digital end state,
there is also the tactical approach where a service provider is simply looking to defend their
market share by launching a full digital 2nd brand on parallel infrastructure to their core
business targeted at specific market segments. This parallel architecture is also sometimes
considered to refresh or modernise service offerings or launch new services in new exciting
ways. This is a fast and effective way to contend with the pace of digital change within a
local market.
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M E A S U R I N G D I G I TA L S U C C E S S – T H E N E W
W O R L D O F D I G I TA L K P I S

The digital world is evolving at a high speed, and
this means that service providers can no longer
think that the same traditonal KPIs alone will be
enough to manage and optimise their organisation
during this digital evolution.
Traditional KPIs must continue to be tracked, but also augmented with new digital KPIs
so the service provider captures timely, accurate and complete relevant informaion for
decision making and value maximisation.
Market place conditions are very dynamic and market offers need to be numerous and
launched in very short timelines to be relevant. And even when launched these offers
often need to be updated and evolved at a very fast pace. The ability to move fast is a
critical component of success. Measuring Key Performance Indicators (KPI’s) in long terms
alone is no longer an option. New, more meaningful digital KPIs must emerge to enable
the tracking of success in short term. Service providers need to react to these measures
and modify, change and continually adapt as they move along their transformation path.
The challenge in establishing and measuring digtial KPIs is that they are new and different.
What creates real value from those KPIs is both the correct timeliness factor in gathering
such results and, importantly, the deciphering of all the data collected into meaningful
values that enables and arms the executives for fast decision making.
At a high level there are two categories of Digital KPI’s that are most relevant. These
measure their engagement and monitor the effectiveness and success of a service
provider’s digital strategy. These measure their engagement and relationships with its
customers and its internal ability to deploy targeted services that customers will want to
have access to. In each category, monitoring success and effectiveness in being digital
requires new measurements and targets, different from the ones that would traditionally
be used operationally by service providers. New Digital KPIs must constantly evaluate
the service provider’s digital maturity and efficiency capabilities to determine how much
digital value they are providing to their customers, while trying to find ways to move up
the digital maturity scale.
1.

The Digital Experience KPIs – for customer engagement, value and profitability

2. The Digital Effectiveness KPIs – for measuring the operational effectiveness and
success of being a digital service provider
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EXPERIENCE KPIS

Examples of the first category are largely customer/
externally driven and include customer usage metrics
that reflect the convenience, value and frequency of
services being used.
It reflects customer satisfaction and requires comparison to alternatives available to the customer.
It also reflects the profitability and growth of the service provider’s digital capability and channels.
It also reports on the service availability and other quality metrics that support the 24x7, instantly
responsive, social and community engagement and online characteristics of the digital service.

Figure 4: KPIs measuring time spent on customer interactions

Chat
KPI:
Time spent using chat
Increased customer experience with
AI-driven big data analysis

Social media engagement
KPI:
Leveraging & nurturing social networks
Time spent interacting
Volume of data exchange

Self care
KPI:
Managing customer accounts
Response time to queries
Download time for information requested
Time spend using self care

Purchasing
KPI:
Time spent browsing and
volume of purchases made

Gamification experience
KPI:
Time spent playing games and
data volumes recorded

Gifting & rewards
KPI:
Increased loyalty management
Volume of gifts received and sent
Volume of rewards received and shared

Voice and text over IP
KPI:
Time spent talking and volume
of text messages

Media streaming/downloads
KPI:
Volume of media content downloaded
(music, video, TV, other)
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EXPERIENCE KPIS

KPIs such as Net Promoter Score (NPS), Customer Satisfaction Scores (CSAT), Average Response
Time (ART) & First Contact Resolution (FCR) are common for service providers to evaluate their
performance in their customers experiences provided. Notwithstanding, service providers are
now enabling the use of data to make these standard KPIs more relevant to their business. For
example, measuring churn rate as a measure of the number of individuals or items moving out of
a collective group over a specific period. By definition, if a business is tracking churn rate, it means
customers have left. It appears the business is tracking the problem after it happened and there
is nothing they can do about it.
Instead of tracking churn rate, service providers have now engaged in using machine learning to
predict churn by understanding and influencing the customers lifecycle. Service providers have
now the opportunity to avoid churn all together. Instead of tracking churn, which is the present
negative final result. Service providers should be focused on tracking their positive future, which
is influencing the customer lifecycle so they are able to provide a far better customer experience
that is worth their customers staying in the business for.
Using analytics and machine learning to enhance KPIs for influencing the customer lifecycle is
becoming normal with many digitally mature service providers, especially to improve to improve
its customer service by using virtual assistants and chatbots.
Machine learning is only as good as the data it uses to learn from and this is driving many service
providers to look at how data collection and management needs to be handled for digital and
5G services. There’s a move to data management solutions that perform massive real-time
processing and refinement of data and are built on microservices, open source technology upon
which standard, supported and road mapped data management applications and solutions can be
created or modernised. New real-time data solutions are used to “prime the pump” to provide the
data for machine learning algorithms like TOBI to help in the decision-making process and provide
responses with accuracy and in real-time.
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E F F ECT I V E N ESS K P I S

The second category of KPIs are more internally focused – and are often a simpler set of cross
departmental/organisational KPIs that reflect the service provider’s capabilities to identify,
target and deploy attractive services. Typically, these are simple measures reflecting:
•

Effectiveness of customer education and customer habituation (end result of digital
engagement)

•

Trial conversion rates, including customer investment (investment from customer in trying
service/experience)

•

Improved predictive analytics to foresee market changes and customer demands

The key metrics that matter for the future of service providers can be driven by real-time
exposure of the data, both customer and network, focusing on the customer engagement and
the operational efficiency of the network.

Figure 5: Sample effectiveness KPIs

Measuring Usage per Service Type:
a.

Measure of upload/downloads of service type per day

b.

Measure of uploads/downloads of service type per month

The metrics that matter

Digital Service Frequency of Engagement (per service type)
a.

Daily Active User: DAU measures the number of users who use
digital service (i.e social media) at least once a day

b.

Monthly Active User: MAU measures the number of users who use
digital service (i.e social media) at least once a month

Digital Service Intensity:
a.

Time between interactions per service type: (Daily
Active Users/ Monthly Active users) x 100

b.

Average Daily sessions per Daily Active User (DAU) per service type: Average
Daily Sessions Per DAU = Number of Daily Sessions / Number of DAU

Length of Digital Engagements:
a.

Average Service Session Length: Time spent using a particular digital service per session

b.

Average time spent on Service per day (ATD)

c.

Average time spent using Digital Service per month (ATM)

Campaign/Search & Browser activity – monitoring ROI on Campaign investment

Service Types
(examples)
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O P E N , A G I L E A N D C L O U D - N AT I V E –
T H E FO U N D AT I O N FO R D I G I TA L B S S

Faced by the challenges to rapidly become
‘digital first, agile’ organisations, service
providers are now looking towards vendors that
can provide full end to end solution with best in
class business support systems.
Digital businesses have agility and speed of operation at heart. The service heavy approach
of large legacy system companies is falling out of favour due to high cost to serve and long
deployment timescales. For service providers undergoing digital transformation a best of
breed approach to OSS / BSS is now becoming the favoured options for many service providers
as they want to tailor the digital journeys and experiences for their customers.
Industry advances like TMF’s Open Digital APIs and Open Digital Architecture provide the
blueprints to ensure integration and interoperability of OSS / BSS solutions. This means quicker
end to end implementation at a lower cost. In many cases service providers are deploying best
of breed suites to cater for new advances such as digitalisation and 5G and they’re working
with system integrators to lead the transformation projects.
These solutions have been scoped on providing service providers with top digital value, focusing
on customer experience, digital engagement and leading-edge technology enablement.
Setting the priority on the customer, Digital BSS must offer self-control and empowerment,
user journeys to support every action and fulfil every requirement they need. In addition BSS
needs to provide the tools that enable loyalty and rewards to reduce churn, increase customer
satisfaction and stickiness, while obtaining valuable data insights to determine the customer
trends for better decision making.
Figure 6: High level requirements of Digital BSS

Digital BSS needs to provide a full digital engagement layer that supports service providers
in making their work more enjoyable and focused on what really matters - understanding
their customers’ data through digital KPIs dashboards that provide valuable insight. Service
providers need open systems that avoid any vendor lock-in that enable fast time to market and
agility by giving complete control of their configuration to services providers.
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O P E N , A G I L E A N D C L O U D - N AT I V E –
T H E F O U N D AT I O N F O R D I G I TA L B S S

Figure 7: Digital BSS - Fundamentals

Digital BSS must be open and agile by design and vendors must embrace a vendor-agnostic
approach that is now integral to 5G and its application of new generation business models.
Digital BSS needs to be are built on cloud native technology with containerised loosely coupled
microservices to support low latency by design.

Figure 8: Digital BSS - Foundations
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I T T R A N S F O R M AT I O N S T R AT E G I E S : T H E N E E D
FO R C H O I C E W H E N U P G RA D I N G A N D R E P L AC I N G
L E G A C Y SYS T E M S

Today, all service providers have already engaged
in some form of digital transformation. What this
means is that all service providers have had to, as a
result of commercial pressures in the market, adopt
both tactical measures and strategic plans to adapt
how they do business with their customer segments.
The competitive advantage that the service providers can derive from these changes is
linked to how much they balance tactical moves and longer-term plans. In other words,
the outcome of these transformational programs is defined by the value they bring to the
business across short, medium and long timelines. While achieving short term goals is
important, the winning service providers only implement changes under the umbrella of a
wider overarching inclusive digital plan/strategy.
It is widely accepted that ‘big bang’ digital transformation projects are not effective in
delivering business success quickly or effectively – as has been evidenced by some highprofile project failures in the past. The main reason is that time remains the critical factor.
Traditional telco project timelines don’t apply to digital services and any BSS transformation
project that uses tradional legacy processes will probably fail.
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I T T R A N S F O R M AT I O N S T R AT E G I E S : T H E N E E D
FO R C H O I C E W H E N U P G RA D I N G A N D R E P L AC I N G
L E G A C Y SYS T E M S

When it comes to BSS transformation there are some basic questions that need to be asked
at the onset. These include:
1.

Should key systems be replaced, or updated – and at what cost for either option

2. What is the business case and risks for doing nothing, or upgrading to new systems
3.

Is the pain of change worthwhile and what can be done to minimise any risk in BSS
transformation

Every service provider is different and when it comes to upgrading their BSS to cater for
digital as well as 5G, There will be no-one size fits all change strategy that guarantees
success.
The key is for service providers to be a lot more agile and be able to try out new services
and business models, without massive up-front capital investment which increases the risk.
In order to turn telecoms change strategies into business realities, the change must be as
easy as possible and the risks and pain for change minimised. This involves giving people a
choice and using open and cost effective technology to provide the foundation for change.
In the digital and 5G BSS world we know that not all service providers are the same so there
are different options for implementation of systems. The key here is to make the change as
risk and pain free as possible. These options include:
Co-development: For some larger service providers who may have unique requirements
there is the co-development option where vendors provide development teams to work
alongside the service provider’s IT development teams. Using DevOps in a CI /CD (continuous
integration / continuous development) environment the team use a library of core product
microservices as the foundation for development.
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I T T R A N S F O R M AT I O N S T R AT E G I E S : T H E N E E D
FO R C H O I C E W H E N U P G RA D I N G A N D R E P L AC I N G
L E G A C Y SYS T E M S

New digital stack: There’s an emergence of digital first, sub brands being launched by
service providers. These are set up an separate divisions of the service provider and will
implement a new end to end digital business platform (OSS/ BSS) on a greenfield site.
Using Open APIs vendors can work with partners to provide a full end to end digital suite
covering all functions from charging to billing and policy to web based CRM and experience
management. With no legacy integration or data migration these end to end digital stacks
have been implemented in less than 100 days.
Strategic extension / Adjunct systems: Often a service provider knows they must change
their BSS but the thoughts (and cost) of a billing system migration delays the necessary
action. What has worked very well in many projects is adjuncting digital and 5G systems
onto legacy BSS. A good example of this is overlaying an existing legacy billing system with
a real-time charging system. All traffic is collected and rated in real-time by the charging
system, and then rated CDRs are sent to the legacy billing system for billing.
Replacement systems: Some service providers are running systems that are facing end
of life, or just aren’t designed to cope with digital and 5G services and these need to be
swapped out. This involves data migration, so having the automated toolsets to enable this
and the track record of delivering successful migration projects is key here.

Figure 9: Four strategies to transform legacy to digital BSS
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I T T R A N S F O R M AT I O N S T R AT E G I E S : T H E N E E D
FO R C H O I C E W H E N U P G RA D I N G A N D R E P L AC I N G
L E G A C Y SYS T E M S
In order to ease change for BSS, using any of the four options listed above, it’s important
that digital and 5G BSS are cloud-native, use open APIs and are microservices based.
These are basic building blocks for digital and 5G BSS, and are important to enable the
change that all major service providers are implementing in 2020. New guidelines and
standards such as the TM Forum’s Open Digital Architecture and Digital APIs are invaluable
for providing guiding principles for upgrading from legacy systems to digital BSS.
Below are two cases studies of how leading service providers embarked on a strategy of
becoming a digital service provider. The first case study examines how the largest mobile
operation in Indonesia, Telkomsel, built a new digital brand and implemented a full stack
Digital BSS on a greenfield site.
The second case study looks at a different approach. Here the largest mobile service
provider in the Philippines, Globe, took the strategic extension / adjunct systems approach
and implemented real-time charging to cater for all data and content services, enabling
them to grow their digital business and enjoy increased levels of system agility.

D I G I TA L L E A D E R S A N D I N N OVAT O R S –
CASE STUDIES

TELKOMSEL - LAUNCHING A FULL DIGITAL MOBILE SERVICE
IN 18 WEEKS
Telkomsel is one of world’s biggest mobile operators with a customer base of 163 million.* The
company has a strategic goal of transforming Telkomsel into a Digital Telco Company and the leader
in Mobile Digital Business.
As part of this digital transformation Telkomsel launched digital mobile service called by.U which
was developed specifically for the Gen Z (millennial) segment (15-24 years) which is around 44
million people in Indonesia. In serving these Gen Z customers who live digital lifestyles, Telkomsel
needed to set new standards in speed to service, cost to serve and agility to serve this digital native
generation. To deliver this innovative digital mobile service, Telkomsel needed a Digital BSS partner
who would deliver – on time and on budget.
*Telkomsel 2018 annual report
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D I G I TA L L E A D E R S A N D I N N OVAT O R S CASE STUDIES

TELKOMSEL - LAUNCHING A FULL DIGITAL MOBILE SERVICE
IN 18 WEEKS
Solution:
Openet provided its Digital Business Platform to Telkomsel to provide an end to end Digital BSS
suite. This includes:
•

Openet Policy Manager – to ensure network control and deliver the best Quality of Service.

•

Openet Evolved Charging – enabling support for new pricing models, real-time charging,
rules based rating, rules based self-configurable offer catalog enabling faster time to
market.

•

Openet Digital API Gateway – enabling fast interface with any 3rd party solutions.

•

Openet Data Fabric – real-time collection and management of data.

•

Openet’s partner systems – in Telkomsel Openet worked with 6D who supplied complimentary
solutions (e.g. CRM) to enable the end to end Digital BSS to be provided.
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D I G I TA L L E A D E R S A N D I N N OVAT O R S CASE STUDIES

TELKOMSEL - LAUNCHING A FULL DIGITAL MOBILE SERVICE
IN 18 WEEKS
Results:
Telkomsel launched their digital mobile service, by.U, which delivers an end-to-end digital experience.
Taking this digital approach eliminates system complexity, and offers a simpler process both for
customers and in internal business process.
Telkomsel were able to the take the vision of a new digital service and turn it into reality in record time.
Openet worked with partners in this project including NTT Group, McKinsey and 6D Technologies
to implement this digital vision, built on Openet’s charging and policy systems alongside a suite of
other digital enabling tools, in 18 weeks.

Edward Ying, Telkomsel’s Director of Planning & Transformation:
“by. U as the first digital prepaid cellular service in Indonesia is a real evidence of Telkomsel’s
Transformation as the leading digital telco company, which prioritises customer centricity in
developing quality digital products and services for customers. We need to collaborate with a partner
who shares the same ambition so we can provide a full end-to-end digital experience in customer
journey. We wanted a support system that could easily be configured to allow us to quickly roll out
a range of new attractive offers for our digital native customers and enable us to stand out in one
of the most competitive mobile markets in the world. With this collaboration, we certainly hope
that Openet’s Digital BSS has the agility that we need, and also that Openet as a company has the
partnership-focused attitude to ensure success.”
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D I G I TA L L E A D E R S A N D I N N OVAT O R S CASE STUDIES

HELPING GLOBE TURN THE PHILIPPINES INTO THE DIGITAL
CAPITAL OF THE WORLD
Globe runs Openet’s Evolved Charging suite to monetise its data services. The Openet charging
system went live in 2018 for mobile data services and home broadband was added in 2019. The
agility delivered from Openet charging is enabling Globe to become the preferred brand for
Filipinos’ digital lifestyle choices. Globe has been very successful in driving digital service usage
as can be seen from their 2019 results where they reported that data revenues accounted for
71% of total service revenues. Mobile data revenues grew by 41% year on year and home
broadband revenues enjoyed a 12% increase. These results drove an overall 12% year on year
increase in service revenues and a 17% increase in EBITDA. As reported in their results Globe
now has a base of 96.2M subscribers, which is a 27% increase for mobile subscribers and a
25% increase for home broadband.*
Globe has rolled out many digital services to cater for their customers’ digital lifestyles. These
include collaborative partnerships with many of the giants in the content and esports world.
These include 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.

Solution:
•

Openet’s Evolved Charging Suite delivers a range of use cases to enable Globe to quickly
build, launch and monetise new offers. There include:

•

Content based pricing – e.g. low cost pricing per video to remove barriers to usage.

•

Add-on bundles – enabling customers to add on content services to existing bundles - e.g.
GoWatch which has a separate data allocation only for streaming on popular platforms
offered by Globe including Netflix, YouTube, Tribe, HOOQ, NBA, Cartoon Network, and
Disney Channel Apps.

•

Tiered bundles – providing additional content at higher end bundles to provide a richer
content experience for customers.

•

App specific bundles and offers – e.g. a gaming bundle aimed at gamers.

*figures from Globe Telecom’s 4Q/2019 Analyst Briefing
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D I G I TA L L E A D E R S A N D I N N OVAT O R S CASE STUDIES

HELPING GLOBE TURN THE PHILIPPINES INTO THE DIGITAL
CAPITAL OF THE WORLD

Results:
Openet supplied their charging system as an adjunct to the existing Globe BSS. This enabled the
project to start small with minimum risk. The scope of the project grew over time and today Openet’s
Evolved Charging System caters for monetisation of Globe’s data services. The offer catalog in the
Openet charging system enables Globe to quickly build and amend offers so that they can launch
new data and content offers with flexible pricing / usage options that will ensure optimum use and
adoption. Time to market is key to a successful digital strategy and the Openet charging system
has enabled Globe to reduce its time to market by 40%. As can be seen from the sample uses of
charging functions Globe are extremely innovative in how they use charging systems.
Globe will continue to enrich its line-up of content partners to cater to its customers’ evolving
digital lifestyles which will solidify the need for BSS agility. Globe also launched 5G in 2019 which
will open up many new opportunities for Globe to turn The Philippines into the Digital Capital of
the World.
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W H AT D O E S D I G I TA L L O O K L I K E T O YO U R
CU STO M E R S?

For consumers digital means all interactions are app
based. From on-boarding new customers, to changing
plans, sharing data and content or even accepting
sponsored content and care – all should be done
through the app – in real-time.
There are many different customer journeys that a
service provider’s app, connected in real-time to BSS
can support. Here’s three examples:
ON-BOARDING: PASSPORT SCANNING & SELFIE ID (KNOW YOUR
CUSTOMER)
As part of the on-boarding journey some countries require an identity document to be uploaded
and veriﬁed in order to activate the SIM on the network. This has typically been done in a service
provider’s retail store but many new service providers in particular won’t have this retail presence.
Back office identity document veriﬁcation is also resource intensive for a service provider, not to
mention extremely mundane for the back office staff involved. Having a Know Your Customer (KYC)
solution in place as part of the onboarding journey on the app is an essential part of reducing sign-up
friction and lead times.
Customers can scan their passport or
national ID via their smartphone camera,
take a selﬁe and the images are clashed
for veracity. If the images are a match
the customer is veriﬁed, if not they are
asked to retake the image, or the pictures
are sent to the back office to administer.
This automates a very manual process
for a service provider and speeds up onboarding for the subscriber.

Figure 10: Use of selfie ID and passport
scanning as part of on-boarding process
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W H AT D O E S D I G I TA L L O O K L I K E T O YO U R
CU STO M E R S?

DATA GIFTING
Many subscribers ﬁnish the month without having used their entire data allocation. Data gifting
allows a subscriber to gift their already purchased data allowance with another subscriber on the
same network.
Enabling data gifting for subscribers improves customer satisfaction, value for money perception and
NPS as subscribers are utilising all of their data. It also gives them that all important reason to check
back in on their self-care app, ensuring service provider relevance in a crowded digital marketplace.

Figure 11: Data gifting in service providers’ app
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W H AT D O E S D I G I TA L L O O K L I K E T O YO U R
CU STO M E R S?

SPONSORED DATA
A Syniverse report in 2018 showed that 62% of consumers in Asia are willing to accept branded
content and advertising in return for free data access. Having the ability to promote this type of
service to a potential subscriber helps to drive up net subscriber additions. Wholesale models which
allow partners or sponsors to pay for data usage is an innovative way of growing overall mobile
revenue.
These models ensure that the beneﬁts derived are not just the preserve of the service provider. The
content provider drives up usage of their website or app and consumers do not have that usage
counted toward their monthly data caps. Controlling this journey via the service provider self-care
app is an excellent way of ensuring regular app usage and improving overall subscriber engagement.
Sponsored data services will ensure that a service provider’s app will stay relevant and top of
customers mind each day.

Figure 12: Sponsored offers on service providers’ app
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A D D I N G 5 G T O YO U R D I G I TA L S T R AT E GY
Service providers have a great opportunity ahead of them to increase revenues, enter new markets
and offer many, many more digital services to their customers. The introduction of 5G will drive even
more opportunities for service providers to enter new markets and provide a wider range of digital
services to their customers. In order to turn these opportunities into revenues service providers are
changing. One major change that is happening is IT systems are being modernised. A TeleManagement
Forum survey in 2019 stated that beyond the initial 5G use cases of Fixed Wireless Access (FWA) and
enhanced Mobile Broadband (eMBB), 67% of total 5G use case revenue is dependent on OSS/BSS
transformation.
This need to upgrade existing BSS was also raised by world leading analyst firm Ovum. In their paper,
IT Investment Essentials for 5G Monetisation (January 2020), makes the following recommendation
to service providers:
“Replace legacy charging systems with 5G-ready convergent charging. CSPs need to invest in new
5G-ready convergent charging systems. The ability to charge for 5G services is the single most
important factor when it comes to monetising 5G. However, existing charging systems are not up
to par and must be upgraded to convergent, 5G-ready charging systems. A 5G-ready convergent
charging solution should include a network charging function that connects directly to the 5G
network; it should also be capable of charging based on the following network functions: session
management function (SMF) for 5G data connectivity charging, the short message service function
(SMSF) for SMS charging, and the policy control function (PCF) for spending-limit control.”
The diagram below shows the main differences between 4G and 5G. Any service provider who is
upgrading their BSS to be digital ready must ensure that the systems are also 5G compliant and can
support all the requirements illustrated in the diagram below for both 4G and 5G.
Figure 13: The main differences between 4G and 5G

Human–Human
Device - Device
Anytime
Anywhere

4G

Human–Human
Device - Device
Anytime
Anywhere
Anything

Streaming video, live tv
voice+multimedia+internet
over IP based traffic

Internet of Things
Ultra-high resolution video calls
Virtual reality
Smart devices

Latency 10ms
Data traffic 7.2 Exabytes/month
Peak data rates 1GB/sec
Available spectrum 3GHz
Connection density 100k
connections/Km2

Latency < 1ms
Data traffic 50 Exabytes/month
Peak data rates 20GB/s
Available spectrum 30GHz
Connection density 1 million
connections/Km2

On premise
Cloud-enabled
Macro and small cells
Het Net
CDMA
Standard digital performance
Metrics
(Churn, CSAT, NPS)
Analytics

Cloud native
Plug and play
Micro cells
Het Net
OFDM, BDMA
New digital performance metrics
Customer engagement
Network service assurance
Artificial Intelligence

5G
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CO N C LU S I O N

Digital transformation is a continuous process and the main change is now the rate of acceleration of
change. Time to market is becoming shorter, customers expect instant service and for services just
to work as expected. New business models and competition will appear out of no-where and service
providers need to be able to meet these opportunities and challenges head on.
In order to do this service providers need a digital strategy, built on a business and system foundation
that consists of the following elements:
a. Culture, organisational design and digital-mindset to do things differently
b. Processes and practices inside the service provider to support a digital way of doing things quickly
c. Brand and ambition
d. Tools and technology to be digital:
•

Front end GUI and interface systems to deliver the experience

•

Middleware applications to offer the experience

•

Intelligent, real-time, agile, back-end software support systems to shape, manage,
monetise and deliver the experience

e. Strategic long-term plan and tactical short-term deliverables to refine the digital execution.
All of these elements are required to build and implement a successful Digital Strategy.
The good news is that becoming digital is now more attainable than ever before. In the BSS arena
open, cloud-native and agile systems are giving real choice to service providers in how they transform
their IT stacks to support their strategic drive to become digital service providers.

ABOUT OPENET:

OPENET PRODUCTS:

Openet, an Amdocs company, is a
leading software and services provider to
communications companies. Our deep domain
expertise & understanding of complex systems,
underpinned by the tenacity and determination
of our people, enable us to radically transform
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in class digital and 5G business support systems.

Openet Charging:
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of the engine) has evolved to be the best
vendor-partner to drive the enablement of
5G innovation to become commercial reality
and help change the industry. We combine
agile, cloud-native IT with the power of the 5G
network to enable new opportunities for service
providers, open new markets and develop new
business models. Beyond the vision for software
products, Amdocs has expanded its delivery,
support and operations models that are most
suitable for our customers’ needs. 5G is driving
change in our societies and economies, and
offers huge opportunities for our customers.

Openet Policy:
Network policy control for next
gen fixed, mobile and converged
networks
Openet Data:
Data management, data
processing and data governance
solution designed to collect and
manage data at 5G volumes in
real-time
Openet Digital Platform:
End to end Digital BSS/OSS
stack containing Openet & our
partners’ products
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