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The Digitisation of Customer Care
Looking at how operational efficiencies
can be introduced to surfacing of data
insights for customer care journey
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Putting RealTime in Context
Real-time data is important, but
must be considered in context
with diverse data sources to
truly understand the customer.
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The Importance of
Real-Time
Understanding the
significance of real-time
information when evaluating
needs and experience.
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Real-Time Data Driving Contextual
Marketing
Find out more about how real-time data can
enable personalised upsell opportunities specific
to the customer and their unique lifestyle.
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Actioning In Real-Time
Collecting data in real-time is not enough.
Real-time data must be combined with
a real-time response to effectively
optimise the customer care journey.
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Mapping Lifestyle to Experience
When we garner a new and richer view
of the customer, it is important to apply
these insights to create a personalised
experience specific to the individual.
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INTRODUCTION

Service providers and vendors alike have struggled
to digitally transform their businesses in recent
years. The operational savings promised were
motivation enough for service providers to commit
to monolithic 5 year transformation projects,
many of which ultimately failed leaving some
service providers rowing back plans. In many cases,
achieving efficiencies inefficiently became the norm
when referring to digital transformation in a realistic
sense.
This transformation headache, presented in tandem with cloud providers pushing the
envelope on customer experience and inspiring subscribers to require more from their mobile
experience, left service providers in a quandary of how best to compete in the Digital arena.
Pioneering cloud vendors were redefining the customer journey across industries by returning
to a Customer First approach - What’s good for the customer is good for business.
Today, as service providers face fierce price competition from new disruptive players with a
digitally-native service experience and new business models, revenue margins continue to
erode. This pressure results in the relative cost of traditional customer service and support
channels increasing as CLV or ‘Customer Lifetime Value’ decreases with subscribers ready to
jump ship at the first sign of a more aggressively priced proposition. Add to this the oncoming
of 5G and the need to invest in a massive infrastructural overhaul at the network level to
deliver the speed and service agility promised by 5G, service providers are left with no choice
but to forge ahead.
These challenges present the telco business with a difficult landscape in which to compete and
thrive. However, there is inherent opportunity should innovative service providers look to adapt
and capitalise on these shifts in the marketplace. Importantly, service providers remain defiant
as the largest revenue generators at the centre of the industry value chain. Relative to the
likes of the cloud players, service providers boast a broad bounty of direct relationships across
their customer base. This means they hold an influential and trusted role in the eyes of the
customer. They also have claim to extensive proprietary data sets, providing rich insight into
customer behaviour, preference, location and purchase history. These incumbent advantages
give service providers a significant opportunity to pivot their business and remain dominant,
particularly by driving efficiencies into the customer journey. For example, the introduction
of a comprehensive digital experience layer, such as Amdocs DigitalONE, for the end-to-end
management and optimisation of customer experience in real-time allows for quick and easy
configurability according to specific journeys. The ability to provide this kind of efficient and
relevant response delivers on the digital experience customers were always promised.
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T H E D I G I T I S AT I O N O F C U S TO M E R C A R E

Today across the industry, service providers are
powering ahead with extensive digitisation efforts
across their businesses. This is largely motivated by
new operational efficiencies in automation promising
cost savings and the hope of new competitive
differentiation around the customer journey.
As differentiation on service and cost have become muted through the extensive
commoditisation of connectivity, service providers are coming to truly appreciate the need
to compete on experience as a priority. When the customer is comparing like for like with
regard to price and perks from one provider to the next, the advocacy of a friend for a
particular experience is key in to differentiating today. Sensitivity to the nuances of the
customer care journey, for example, not only keeps customers on the books for longer but
expedites new customer acquisitions through positive word-of-mouth momentum. With
many service providers launching digitally-native 2nd brands, end users are becoming more
and more au fait with depending on digital channels to self-manage their service experience.
Service providers are, understandably, looking to strip out dependencies on traditional
customer care channels as they continue to represent a significant cost centre for the
business. However, this does not entirely remove the need to invest in digitising the handling
of customer care queries. As can be seen in Figure 1 below, the digitisation of customer care
functions can deliver significant improvements to customer satisfaction levels.
Figure 1: Digital and Traditional Customer Service Journeys

Channels

Customer Service Journey

1

Share of Transactions %

Customer Satisfaction %
2

Traditional
Traditional only

11%

Digital to traditional

41%

Traditional to digital
E-chat
Forum
FAQ
Digital only
Personal
account
Virtual assistant
Social media

33%

Phone
Vendor
Mail or Fax
E-mail
Click to call

Digital

15%

Digital only = +33% over traditional only
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T H E I M P O R TA N C E O F R E A L-T I M E

It is generally understood that fresh data is
better than stale data, as it carries greater value,
applicability and relevance to the wider business.
Real-time information is simply more ‘actionable’ when it comes to proactively managing
customer experience. The data points on which the information is drawn are current and
so any business insight gained is more valuable as it pertains to existing events as they
happen. That said, there is a need to also enrich current data with historical information to
better understand the data in context. For example, we want to know what the customer’s
experience has just been and if that negative experience is one event within a chain or a
persisting pattern. This means that powering data insights in real-time enables a business to
react proactively to resolve issues before the customer experience is negatively impacted.
The ability to collect data about customers in real-time and respond to it in real-time is
increasingly what separates prospering telcos from the rest. In this way care interactions are
transformed seamlessly into commerce opportunities.
Let’s look at a few ways in which introducing real-time response to business operations,
particularly customer service, can transform experience outcomes.

1

P U T T I N G R E A L-T I M E I N C O N T E X T

Sourcing data in real-time is the most important thing, but not the only consideration when
trying to understand the customer’s overall experience. Relying on a CEM powered with
real-time data means that you not only have a view of activity as it happens, but you also
have an understanding of each even in relation to the overall customer service journey.
Integrating the CEM with the backend BSS infrastructure allows for all customer and service
information to be accessed in real-time to truly deliver a holistic and timely view of the
customer’s experience.
For example, when a care agent is handling a complaint from a customer regarding a service
outage or an overage charge, it is important to not only have this information easily to hand
but also a view as to whether this particular customer has contacted customer care 4 times
in the last 90 days regarding the same issue.
This contextual information is critical to enabling care agents to appropriately respond to a
query where a customer is experiencing a sustained negative experience with the brand and
can, as a result, be qualified immediately by customer care as a high risk churner. Through
a contextually aware understanding of the overall experience for each customer, the care
agent is able to pivot their resolution approach and may choose to offer a complimentary
personalised service pass or add-on as a gesture of good will to retain the customer.
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A C T I O N I N G I N R E A L-T I M E

Collecting data in real-time is only the first step in achieving real-time response in customer care.
This data must also be analysed, interpreted and actioned in real-time. Traditionally, customer
care agents would often have relied on lengthy, complicated spreadsheets which they would be
required to mine for insights while also handling the customer’s in-call experience as best they
could. Understandably, this would result in the delivery of an even worse experience by the end of
the call with very little customer satisfaction restored.
Enabling an intelligent, data-driven CEM capability to the customer service journey allows for
accurate and relevant customer and service data to be sourced in real-time. Importantly, it also
allows for the real-time analysis and intuitive graphic presentation of the data through an insightful
portal view. This empowers service agents to efficiently locate the relevant customer information
required to understand and resolve the query as quickly as possible. This real-time response allows
the service provider to maintain an engagement which is relevant and valuable to the customer in
terms of eligibility and the compatibility of subsequent offers to the customer’s inventory and inmoment usage.
As digital channels are the first port of call for customers when they have an issue, the need to call
a care agent in and of itself represents a failure in the ability to self-care. As a result, customers are
often at the end of their tether by the time they have been taken off hold and are speaking with
the care agent. Furnishing the agent with the necessary data in real-time allows them to resolve in
real-time. This not only dramatically improves the customer’s experience, but also reduces the call
handling costs - win, win!
As can be seen in Figure 2, a care agent can advise a customer in real-time about specific consumption
activity across a shared Family Plan and provide immediate, personalised recommendations to
resolve the issue, improve the experience and retain the customer. As below, the care agent is
empowered to give options from a more fitting plan type, a complimentary service pass or the
ability to put usage controls on the account to limit access to Netflix.
Figure 2: Customer Service Journey: Real-Time Recommendation & Resolution
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individual
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Decide to move
to a shared
family plan
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the complaint
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data limit
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the charge
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accesses
detailed view of
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data-driven
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M A P P I N G L I F E S T Y L E TO E X P E R I E N C E

With a real-time view of the customer in context, service providers can gain a meaningful
understanding of a customer’s lifestyle and provide a consistent omni-channel experience with both
self-serve options as well as customer support working from the same real-time information. By
analysing customer usage and behaviour over time and discerning recurring patterns, it is possible
to reflect an understanding of a customer’s personal preferences in the engagement and experience
they are offered. In turn, this engenders deeper loyalty over time.
For example, a family on a shared plan may experience a peak in data consumed within a month.
Following an automated notification from their service provider, they may contact customer care
to better understand the spike in usage. The care agent would quickly be able to inform them what
service incurred the charge, in this case Netflix, and offer the family a Netflix add-on to their plan
or perhaps an alternative plan option which incorporates a higher data cap each month. In another
scenario, an individual may have incurred excessive overage charges due to travel internationally.
The care agent will be able to discern that this customer has travelled at least once a month for
the past 3 months. They will also be able to interpret the data to understand that this customer is a
churn risk due to the fact that they have contacted customer care 4 times within that past 90 days.
This informs the care agent that they may need to offer this high value customer a complimentary
data roaming pass for their next trip or recommend a more appropriate plan for their lifestyle.
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R E A L-T I M E DATA D R I V I N G C O N T E X T U A L M A R K E T I N G

Openet Data Fabric (ODF) correlates data from various sources in the network, along with data
collected from deep packet inspection to create detailed and meaningful insights. These insights
can range from application trends (usage of selected applications by type of customers) to data
consumption trends (usage of data by time and type of mobile data plans) and device trends (usage
by type of end devices).
The ODF correlates real-time data consumption with long-term trend analysis to create a deep
understanding of network behaviour, customer consumption patterns and the implication of
applications types on quality of experience, cost and revenue. Each of these data feeds are essential
to inform enterprise and business decision-making at all levels.

Figure 3: Real-Time Personalised Upsell

S

Real-Time Correlation

Customer has
triggered real time
interaction

Customer Profile
and Reference
Information

Offer recommendation

Multi-Layered Offers
Driving Maximum Value
Promotional Offer
Loyalty Offer
Data, bundle gift
Crossover Offer
Upsell Offer
Zero rated Offer

Real-Time Offer Management (RTOM) provides the ability to create contextually-aware marketing
initiatives based on a deep understanding of the customer through real-time data. Orchestration
flows and marketing workflows are initiated in response to various events. The events may take
the form of subscribers initiating ‘conversations’ to view available offers, data bundle balance,
threshold breaches or ‘patterns’ detected in a real-time event streams. In addition, these real-time
experience management capabilities can be integrated with Amdocs DigitalOne to provide end-toend commerce optimisation.
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R E A L-T I M E DATA D R I V I N G C O N T E X T U A L M A R K E T I N G

These ‘marketable’ events are converted into up-sell and/or cross-sell opportunities by offering
the subscriber products and/or services in real-time. Translation of a marketable event into an upsell and/or cross-sell opportunity is facilitated by RTOM. A typical orchestration flow would look as
follows:
1.

DETECTION of the orchestration (RTOM Marketing Flow) start trigger

2. RETRIEVAL of the subscriber profile associated with the subscriber identifier embedded in the
orchestration (Marketing Flow) start trigger
3. ENRICHMENT of the subscriber profile with information from various data sources (churn
scores, subscriber marking permissions, application based permissions, etc.)
4. EVALUATION of the appropriate offer options
5. OFFER presentation to customer

Figure 4: Enriched Real-Time Targeting
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R E A L-T I M E DATA D E L I V E R I N G S U C C E S S

Claro Puerto Rico
Offer uptake rates of up to 11%.
Resulted in a 14% increase in
profitability YoY and a churn
reduction from 3.6% to 2.4%
with the launch of new offers
reduced from months to days.

14%

Orange Egypt
Experienced an immediate
increase of 10% in offer uptake
amongst their 35m subscribers.
Subsequent offer refinement
led to a further uplift of 28% in
offer uptake QoQ.

28%
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Digital O N E - A M D O C S D I G I TA L E N A B L E M E N T P L AT FO R M

This white paper has discussed the impact on real-time data on certain customer experience
management functions such as customer care and real-time contextual marketing. These are just
two functions within customer experience management that can be enhanced with real-time data.
Many leading service providers use real-time data as the foundation on which customer experience
management is built. Amdocs DigitalONE is an example of a digital enablement platform that uses
real-time data to deliver the next level of customer experience management.
DigitalONE is designed for customer care, commerce and order management, spanning the entire
order lifecycle. It provides communications and media companies with the business agility to offer
new digital experiences types and at the pace of today’s now-economy:
1.

To ANY customer; existing or new, consumer or enterprise

2. To support ANY service and ANY bundle whether digital, OTT or hard goods, traditional
communication services or third-party enabled
3.

In ANY channel application, assisted or unassisted, existing or future

DigitalONE’s intelligence capabilities, based on AI and ML-driven analytics are used for proactive and
preemptive care; hyper-personalised commerce; contextual customer engagement and automated
agent and user actions to deliver a superior experience. DigitalONE allows service providers to offer
these experiences regardless of which back-end business support system they use.

Amdocs DigitalONE Platform
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Digital O N E - A M D O C S D I G I TA L E N A B L E M E N T P L AT FO R M

DigitalONE is comprised of three modular layers:
1.

Customer engagement channel-specific applications for assisted and unassisted channels such
as selfservice, retail, social, call centers and chatbots, all using a design-led thinking approach.
However, service providers can also choose to deploy their own channel-specific applications
on top of it.

2. Digital Experience360 layer includes the granular business logic components serving all
engagement channels (Widget Library) and Experience APIs holding the end-to-end functionality
for commerce and care flows led by a “build once – deploy many” approach, allowing reuse of
flows for a consistent omni-channel experience. Optionally, widgets may also provide visual web
presentations of care and commerce flows.
3.

Digital microservices layer incorporating all care and commerce flows spanning ordering and
product catalog processes, including the outstanding telco-grade Order Management offering
for automated order fulfillment serving any line of business and services.

DigitalONE is ready for ANY line of business and ANY technology and is expandable to any future
channel and open to innovative services and ready for new business models that may be required
by the introduction of new technologies and capabilities such as 5G, cloud, and so on. DigitalONE is
pre-integrated with CatalogONE, Amdocs’ cutting-edge, cloud-native catalog supporting a holistic
commerce experience from offering discovery and shopping cart to integrated bundles, cross-sell
and upsell. DigitalONE is also open to integrate with any other catalog.

O PENET W HI TE PAP ER
B UI LT FO R R EAL-TI ME

13

CO N C LU S I O N

As the immediacy and availability of connectivity becomes widespread with the dawn of Digital and
5G, subscribers rely on real-time response across the customer journey. Being able to know your
customer in a more dynamic way, rather than depending solely on static profile information, opens
up a far more meaningful relationship between the service provider and the subscriber. Real-time
awareness of customer activity, usage, behaviour and preference means customer experience can
be more adeptly managed and enriched thanks to a heightened understanding of the customer and
their lifestyle as it evolves over time.
At the same time, the readiness of real-time data allows service providers to introduce greater
operational efficiencies across the customer journey that not only service the customer, but also
drive down the cost of delivering that journey. As stated at the beginning of this paper - What’s good
for the customer is good for business. The customer is always real-time, so customer service must
match the pace to deliver a truly differentiated customer experience.

WHITEPAPER
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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
how our customers do business, providing best
in class digital and 5G business support systems.

Openet Charging:
Real-time convergent charging
for digital and 5G services

In an industry where the only constant is
change, our open and innovative technology
is built for change. For the last 20 years we
have helped the world’s most innovative
communications companies manage and
monetise their business and evolve from
communications companies to digital service
providers. This gives our customers the power
to enter new markets, open new revenue
streams and increase profitability.
Openet. Built for Change.

OPENET PRODUCT PORTFOLIO

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

DELIVERING BUSINESS VALUE:

40%
Reduction in time to market
for new offer creation

28%
Uplift in offer uptake

11%
Increase in mobile data ARPU

41%
Increase in mobile data revenues

Openet Forge:
The digital enablement toolkit
which contains Openet’s library
of microservices, upon which all
Openet products are built

OUR CUSTOMERS

CONTACT

BUILT FOR CHANGE

IRELAND

USA

MALAYSIA

BRAZIL

+353 1 620 4600

+1 703 480 1820

+60 3 2 289 8500

+55 11 2395 7200
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