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M&A, big data and CMO of the Year

With M&A fever continuing to grip the industry, we kick off this issue with two C-suite 
execs who have been through the regulatory mill. It’s a few years since Three bought 
out Orange in Austria but the current uncertainty over Three’s proposed acquisition of 
O2 in the UK makes it a good time to revisit the deal.

One of the European Commission’s fears about four-into-three mergers is that prices 
rise. Three Austria CEO Jan Trionow says time has shown that consolidation works. 
“There’s been a lot of noise, which hasn’t all been true. Yes, certain components 
increased in price, but that was a consequence of the tariff structure, where instead 
of charging extra for roaming or out-of-bundle texts, more value was put into basic 
packages,” he says. You can read the full interview on page 12.

Belgium’s Telenet has been involved in a much more recent acquisition. Following 
a 10-month regulatory review, the cableco’s acquisition of mobile operator BASE from 

defends the price his Liberty Global-owned company paid for BASE and reveals it is 
already sizing up other M&A targets. “Having control of our destiny in mobile, brings 
tremendous opportunities to create innovative content bundles and propositions, in 
a way we’ve never done before,” he says. “It’s not just that we have a very big mobile 
business now; it’s that we can manage and monetise our content in new ways.”

a big data business unit. He candidly admits that other departments within MTS felt 
“uncomfortable” about his plans: “They worried that things were being taken away 
from them and given to a new business area with more funding. So I did have to go 
and calm the whole thing down… make them aware [of what was happening].”

Alongside this exclusive interview we look at whether the appetite for monetising 
customer data is increasing and what telcos can do to better educate consumers 

the industry thinks operators need to acquire a big data-related business in order to 
succeed.

We round off the issue with the launch of our third annual CMO of the Year award. 
The 2016 trophy will, as usual, be presented at a gala dinner in October. You have until 
the end of the summer to get your nomination forms in and potentially follow in the 
footsteps of previous winners Ariane Marchant from Proximus, and Lars Thomsen from 

 
Enjoy the issue.

 Marc Smith, Editor
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Get all the latest news about telecoms 
in Europe at www.eurocomms.com

Vodafone’s FTTH 
network to power 
Portugal’s cash 
machines
Vodafone has revealed 
that its FTTH network in 
Portugal is being used to 
power over 7,000 cash 
machines belonging to 
fi nancial services fi rm 
Multibanco.

Telecom Italia hopes to get back on track as it makes 
Cattaneo CEO
Telecom Italia (TIM) has appointed high-speed train exec 
Flavio Cattaneo as its new Chief Executive Offi cer.

Deutsche Telekom 
launches public cloud 
service, bids to disrupt 
Amazon, Google
Deutsche Telekom has 
offi cially launched a 
public cloud service that it 
hopes will take the fi ght 
to Amazon and Google in 
Europe.

KPN rolls out smart 
home service using 
Deutsche Telekom’s 
Qivicon platform
KPN is using Deutsche 
Telekom’s Qivicon platform 
to offer smart home services 
to its customers, it has been 
revealed.

Vodafone unveils new 
enterprise-focused cyber 
security unit
Vodafone has created a 
new business unit dedicated 
to selling cyber security 
technologies and advisory 
services to enterprises.

Telefónica tasks IBM with back offi ce overhaul
Telefónica has signed up IBM to overhaul its human resources 
and fi nancial management processes in a 10-year deal.

BT unveils new FTTP plans
BT has announced new plans to deliver 
pure fi bre connectivity to homes and 
businesses in the UK.

Two Proximus employees injured in 
“cowardly” attacks
Two Proximus employees have suffered 
minor injuries in yesterday’s terrorist attack in 
Brussels, the operator has said.

Mitel acquires Polycom to create 
enterprise comms giant
Mitel and Polycom have announced a merger that will create 
a major player in the enterprise communications space.

Colt makes 
1GBps promise 
to European 
enterprises
Colt has a pledged 
to offer 1GBps fi xed 
broadband speeds 
as standard to 
businesses in 20 cities 
across Europe.



Feature
Vodafone IoT chief revels in new applications, predicts higher 
adoption rates
Erik Brenneis, Head of Vodafone IoT, says the sheer number of new 
applications shows the IoT market is really evolving this year.

Opinion
Telefónica has several options if the O2-Three UK deal fails
By Alastair Masson, Client Partner at NTT DATA

Q&A
Kevin Walsh, Director of Trends and Forecasting at GfK
The market research fi rm exec discusses key fi ndings from its end-of-
year smartphone tracker report
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Europe suffers as Asia, 
America continue to push on
Telco stocks in Asia and the US outperformed their 
counterparts in Europe in the fi rst three months of 2016

Verizon and AT&T managed to shrug off 

quarter of 2016 with their shares up by 

it nudged up over the quarter by 

TIM tumbles on twin setback

Telecom Italia, which rebranded as TIM in 
January, suffered a torrid fi rst three months 
of the year. The operator was the worst 
performing stock in our index, falling 19 
percent, after it was hit by twin setbacks.
First, it reported a 20 percent fall in 2015 
earnings due to a one-off charge of 1 
billion and continuing pressure in its 
Brazilian arm, where sales fell 25.8 percent. 
Revenues were down by two percent in its 
home market and fi ve percent overall.

TIM used the fi nancial update to unveil a 
new strategic plan in which it promised to 
spend 12 billion between now and 2018. 
The bulk of the money, 3.6 billion, will be 
spent on fi bre, with 1.2 billion earmarked 
for the LTE rollout.

However, the launch was overshadowed 
by rumours that its hand was forced by 
shareholder agitation. CEO Marco Patuano 
had to deny the new strategy – just 12 
months after another three-year investment 
plan – was in response to pressure from 
Vivendi, the France-based company that 
holds over 20 percent of TIM’s stock. Media 
reports claimed Vivendi wanted the Chief 
Exec to sell its Brazilian subsidiary

Just a few weeks later, the rumour mill 
was claiming Patuano, a TIM veteran of 25 
years, was on his way out. The operator 
confi rmed the story in March and shortly 
afterwards replaced him with Flavio 
Cattaneo, who joined from train operator 
Nuovo Trasporto Viaggiatori.

TIM said in a statement: “Flavio Cattaneo 
has been assigned responsibility for the 
overall management of the Company and 
the Group, including responsibility for 
defi ning, proposing to the Board of Directors 
and then implementing and developing the 
strategic, industrial and fi nancial plans and 
all the organisational responsibilities to 
ensure the management and development 
of business in Italy and South America.”

The pain could yet get worse. The spectre 
of increased competition in Italy remains, 
with the proposed merger of Three Italia 
and Wind at the mercy of the European 
Commission. It is due to report in August.

FINANCIAL DATA

2016 opens with strong start 
for US, Asian markets

8.8%
Asia-Pac

The Asia-Pac telecoms sector rose 
8.8 percent in Q1 according to 
data from the FTSE Group Index

14.6%
US

The US telecoms sector rose 14.6 
percent in Q1 according to data 
from the Dow Jones US Index
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4.5%
Europe

The European telecoms sector fell 4.5 
percent in Q1 according to data from 
the FTSE Group Index*

that it had to open its broadband 

FINANCIAL DATA
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Europe suffers Q1 setback as stocks tumble



Austria’s chief agitator 
finds newfound confidence 
following merger
Amid M&A fever in Europe, Three Austria CEO Jan Trionow tells James Blackman why his 
company’s purchase of Orange Austria has been good for everyone

have seen improvements in the entire 

together at the start of their affair in 

the past three seasons is even more 

FINANCIAL AND M&A
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Regulatory review

smartphone and feature phone users 

misrepresented the reports’ broader 

Looking forward as an agitator

“We are pushing hard in Austria for fair 

FINANCIAL AND M&A
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CMO of the Year

European Communications is delighted 
to announce the third annual CMO of 
the Year award.

As operators continue to turn 
themselves into customer centric 
organisations, the role of the CMO 
becomes ever more important. 

Launched in 2014 to recognise 
the leading Chief Marketing Offi cers 
at network operators across Europe, 

this year’s award begins here with 
the nominations process and ends 
in October when the winner will be 
announced at a celebratory dinner. 

We welcome nominations for CMOs, 
or those without the CMO job title but 
who are in charge of marketing, of 
network operators in Europe from now 
until the end of August. 

The nominated CMOs will then 

be pared down to a shortlist, with 
a winner chosen by a panel of 
independent industry experts who 
will assess the strengths of the 
nominations against a number of key 
criteria.

European Communications will 
be covering the award as it unfolds 
online, in print and across our social 
media platforms.

Rewarding the role marketers play in today’s hyper 
competitive telecoms market



THE AWARD
The winner will be chosen by an 

independent panel of judges and 

presented with the award at a 

celebratory dinner in London in October 

2016. Exclusive interviews will follow in 

European Communications magazine 

and on www.eurocomms.com  

NOMINATE
To nominate a CMO for the award, 

please head to 

www.eurocomms.com/cmoy 

and fi ll out the form

Ariane Marchant 
Proximus (2015)
“I’m so happy, what can 
I say?! It’s a big reward 
to be recognised by your 
peers… I’m very satisfi ed.”

Lars Thomsen 
Telenor Denmark (2014)
“Of course you are proud 
to win because it was a 
very tough competition.”

www.eurocomms.com/cmoy

Previous winners:

Nominees for the 2016 CMO of the 
Year award will be judged against their 
achievements in the following criteria:

Brand
How the company brand has been improved in terms 
of advocacy, awareness, context, value etc.

Customer experience
Strategies employed to improve the experience that 
customers receive and associated metrics

Customer retention/growth
Strategies employed to retain and grow the 
subscriber base

Products and services
Details of innovative new products and services 
launched

Financial
Impact on top and bottom line

The European Communications CMO 
of the Year award 2016 is kindly 

sponsored by Netcracker



Mind The Gap

The Power of Context

USING CONTEXT TO BRIDGE THE CUSTOMER ENGAGEMENT GAP

Don’t fret over the idea of consolidating decades of legacy systems. With the proper 
strategy in place, anything is possible. Learn more at the-digital-future.com.

Many companies miss opportunities to deliver on customer expectations. This is particularly challenging for 
Telcos, as over-the-top players emerge with strong online presence and personalized engagements.

What’s causing the engagement gap?

Context is a powerful device. It empowers 
companies to deliver the right products 
and services to the right customers at the 
right time. But massive roadblocks prevent 
many Telcos from understanding their 
customers’ needs.

WHAT CUSTOMERS

EXPECT

CONTEXT GAP

THE ENGAGEMENT GAP

WHAT COMPANIES

DELIVER

CUSTOMER SERVICE EXPECTATIONS VS. REALITY 



Sources: 
“Seamless Retail Study,” 2014, Accenture

“Annual Global CEO Survey,” 2014, PricewaterhouseCoopers

An Economy of Disengagement 
With engagement a scarce resource in 
today’s economy, Telcos must look to 
leaders from other industries to learn how 
to transform context into new revenue 
streams.

Bridge the Gap, Build Your Business
Companies are successfully closing the engagement gap with easy-to-navigate customer experiences—from proactive 
recommendations based on past purchase history to OTT partnership promotions to personalized deals based on 
location. 

switched from selling boxed 
products to SaaS and now 
monitors everything on its 
platform.

quickly became a major player 
in the sportswear business, 
with its aggressive acquisition 
strategy.

Receive too many 

executed many initiatives such 
as an OTT network, statistical 
analyses, and a leading digital 
customer experience.

became a legendary brand in 
the way it executes successful 
customer engagement 
initiatives. 

Without context, Telcos are less likely to understand the customer needs, resulting in engagement solutions 
that can overwhelm and disinterest consumers. 

Context is Key

Customer engagement solutions give Telco companies the insight and tools to create immersive and intuitive 
experiences that can:

What the Right Solutions Can Do

Say most promotions 

interest to them

Opt out or unsubscribe 
because they feel 
overwhelmed 

Delete most of the 
emails they receive 
without reading them

Ensure Telco companies 
understand, meet, and 
surpass customers’ 
expectations

Help stage content that 
addresses customers’ 
needs at the right 
moment

Drive results and delight 
customers across every 
touchpoint and channel

Build on customer 
intelligence, not just 
customer data

44% 40% 40% 37%





Telenet CSO targets 
further expansion 
thanks to solid BASE
With the ink barely dry on its acquisition of BASE, Telenet’s Chief Strategy Officer  
tells James Blackman the Belgian cableco won’t stop there

Dieter Nieuwdorp, Chief Strategy 

 

 

Control of our destiny 

FINANCIAL AND M&A
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Even so, there’s not much to say on 
the impact on human resources, for 

its hand in such transactions. To an 

Still, Telenet’s is a different exercise to 

as in the case of two national companies 

other markets, and we’re not required 

the deal last year, the company said the 

customers want to take multiple services 

different tariff plans, where, you know, 

The company reworked its Sports 
Play proposition last year, and claims 

its entertainment portfolio across new 
infrastructure. 

propositions, in a way we’ve never done 

it had already committed to its own 

investment will provide a third network to 
the level of those others, which will have 

 
known for superior connectivity and 

own network, then we’ll meet those 
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Integrated digital billing systems 
enable telcos to capitalise on the 
digital lifestyle trend

Frost & Sullivan), last year 

operations and monetization, they had 

services, rental companies and more, 

services and products.

to easily create, deliver and monetize 

party ecosystems.

also creates the opportunity to monetize 

of services is what telcos and other 

monetization. Telcos now have the 

telco’s monetization platform. 
The introduction of an ecosystem 

environment, Telcos can maximise 

such as increased speed-to-market and 

one, convenient platform.
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network operator to provide the platform 

in the modern car industry such as parcel 

car with petrol while the customer is at 

transport, property operators, and 

the services. The difference with an 

their services for sale to end consumers, 

invoice. This invoice, for example, could 

and monetize cloud services. The 

software applications so that they can 

eir, on the other hand, wanted to meet 
current as well as future customer and 

innovative new products with rapid  

value adds. 

easily achieve a wider variety of tasks 

to a car while at work, pay to park and 

or watch television, operate a personal 

comes from the one place. 

of suppliers, retailers and service 
wholesalers are equally exponential 
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      Learn more about CSG at TM Forum Live! 9 - 12 May, Nice, France
Visit CSG stand #308
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Survey: Industry thinks operators need to 
acquire big data businesses to succeed
Respondents to European Communications’ annual big data survey think M&A is needed as 
they continue to focus on improving customer experience

The European telecoms 

think an acquisition is unimportant, while 
17 percent say it is neither important nor 
unimportant.

percent thinks European operators are 
ahead of rivals elsewhere in the world, 

they are on a par.

SPECIAL REPORT: BIG DATA
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solutions to access/analyse/exploit data 

truth’, and a central approach to identify, 
develop and pilot technical platforms and 

presents operators with remains 

Fig.1  How important is it for operators to acquire a big  
data-related business in order to succeed?

Vital
45.67% 

    Relatively important 
    34.65% 

Neither important nor 
unimportant
17.32%

Unimportant
2.36% *All respondents



Fig.3  What do you think is the biggest barrier to operators  
successfully executing a big data strategy?

Not understanding the potential that big data presents 18.11%

Legacy systems/data remaining in silos 18.90%

Other 4.72%

Other, more important/competing strategic priorities 3.94% 

Regulation 3.94% 

Security/privacy concerns 4.72% 

Cost issues 4.72% 

Lack of qualified staff  9.45%

Lack of overarching strategy/leadership 16.54% 

Lack of required solutions to access/analyse/exploit data 14.96% 

*All respondents

the data. The reason for that is data 
quality, security and privacy issues and 

CTOs come to the fore

from third place last year to replace the 

as it is a cross-functional topic and 

SPECIAL REPORT: BIG DATA
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Fig.2  How would you describe European 
operators’ big data efforts currently?

On a par with 
international peers
52.76% 

Ahead of 
international peers 
5.51%

Lagging 
international peers
41.73% 

*All respondents





Fig.5  Who is in charge of the big data strategy in your organisation?

Other 19.15%

CTO 23.40%

CDO 4.26%

CCO 4.26% 

CSO 6.38% 

CEO 12.77%

CIO 14.89% 

CMO 14.89%

*Operator respondents

comes from business decisions/actions 
based on analysis of data and this 
innovation needs to be done close to the 
business functions. But again: there’s 
a need for central orchestration and 
governance.”

Fig.4  What do you regard as the biggest opportunity that 
big data presents operators with?

28.35% Improving the customer experience 

27.56% New revenue streams 

25.98% Improving existing revenue streams 

7.87% Differentiation from competitors

4.72% Other

3.94% Reducing churn

1.57% Reducing opex/capex
*All respondents

Retail customers are the main 

segment.”

a strategic goal in their organisation 

SPECIAL REPORT: BIG DATA
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Fig.7  Is big data a strategic goal in your organisation 
currently?

Yes 65.96%
No

23.40%

Don’t know
10.64% 

*Operator respondents

is the case.
Could this be a human resource issue? 

does not feel they have the right number 

Fig.6  What type of use cases currently drive the adoption 
of big data strategies within your organisation?

Marketing 
27.66%

Development of new products/services 
25.53% 

M2M/IoT 
12.77% 

Other 
10.64% 

Customer Care 
8.51% 

Network management  
8.51% 

Security 
6.38%

*Operator respondents

Fig.8  Does your 
organisation have 
a defined set of 
business objectives 
for big data?

Yes
42.55%

No
31.91% 

*Operator respondents

Don’t know
25.53%
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Fig.10  Would you say you are more focused on using 
big data to improve internal (ie, gaining full 
visibility of data in your networks) or external (ie, 
selling data to third parties) processes currently?

Internal only  
35.56%

Mixture of the two
55.56%

External only 
8.89% 

*Operator respondents

Fig.11  Internally, has the 
introduction of 
big data strategies 
resulted in any 
meaningful cost 
savings? 

Yes
26.67% 

Don’t know 
44.44%

No
28.89% 

*Operator respondents

SPECIAL REPORT: BIG DATA

Fig.9  Do you feel you have the right number and quality 
of staff in place currently to manage and exploit 
the data you possess?

No
70.21% 

Yes
17.02%

Don’t know
12.77%

*Operator respondents

getting there.”



one of my clients recently stated. The 

Show me the money

at the current time. The number of 

on internal use cases only increased by 

clear at all.”

“yes it had” and “no it hasn’t” declined 

commenting “not yet”. 

of success and central orchestration. 

challenges if there’s really business 
value behind big data use cases – be it 

additional revenues.”

About the survey

One hundred and twenty seven respondents 
took our online survey in April 2016. 
Forty one percent were operators, while 
39 percent were vendors. The remaining 
20 percent came from a variety of other 
interested third parties, such as consultants, 
analysts and regulators. In terms of 
geography, 76 percent of respondents were 
based in Europe, with 10 percent in the 
Middle East and African and seven percent 
in Asia-Pacific.

ec
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Fig.12  Is your company 
generating 
additional revenue 
as a direct result of 
selling customer 
data?

No
44.44% 

Yes
26.67%

Don’t know
28.89%

*All respondents

SPECIAL REPORT: BIG DATA

Retail is the vertical that most 

on advertising could be “dangerous”. He 

even more valuable customer insights 
and data.”

Fig.13  Externally, what markets are you looking at 
providing big data to?

60.00% Retail 

48.89% Advertising 

42.22% Automotive 

37.78% Transport

33.33% Public sector

31.11% Health

22.22% Energy

11.11% Other

*Operator respondents



MTS Chief Marketing Officer: Why 
we’ve created a big data R&D lab
Vasyl Latsanych tells Marc Smith about the big data business unit he has set up, and the 
challenges and opportunities it continues to face

W
about being right.”

begins. But it soon becomes clear that 

determined to attain the Holy Grail of all 
telcos – monetising the data they have 
about their customers. 

been to create a dedicated business unit 
to drive through the necessary changes. 

the division to be “as distant from the 

everyone else is doing but a bit better. 

less than three years later under the 

and called them big data analysts but 

bit better.”
Giving an insight into the challenges 

SPECIAL REPORT: BIG DATA
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to be more available to us.”

Calming the whole thing down

They have to create the tools for other 

that.”

the other major challenge is going to 

hanging fruit”.

A bitter pill to swallow 

a drastic refocusing after a number of 
failures. Can it really be different this 

others have and continue to steal a 

isn’t shy about sharing his frustations. 

as valuable as Google’s information and 
maybe even more so.”

The CMO concludes: “We are building 

environment so that the data becomes 

that their creations get to see the light 
of day.

SPECIAL REPORT: BIG DATA
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Operators play long game  
with external data sales
Privacy and trust issues continue to make selling customer data to third parties a tough 
prospect. It can be better used to stimulate the IoT ecosystem, writes James Blackman

Athe long running saga of telcos 

announcements from Telefónica in recent 

digital screens.

and government sectors. Telefónica is 

 

 
former is about selling data for 

from data analytics. 

and aggregated data has less value. “The 

Orange’s strategy is to retain its 

“mainly to give us an edge against the 

customer data to identify target segments 

What about conversion rates? Orange 

business; it’s not a data monetisation 

Good and bad
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activity. 

their hands to convince the trade to be 

limited success and vision”.

has since introduced training and 
‘ambassadors’ to get its staff 
‘technologically and culturally’ aligned. 

says Gil.

focus for big data analytics; the others 

An old, culturally challenged industry

and analytics.”

to say that – is just that telecoms is an 
old industry. The digital sector is brand 

data model for online retail about all the 

observe above. But the industry’s caution 

home rules. 
This is an issue for the big American 

 

 

can also shield themselves against 

industry.”
 

connectivity. The lessons in analytics the 

and living. 
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Time to get proactive and show 
what data can do for consumers
David Craik looks at how the telecoms industry can better educate 
consumers about the value of big data

and trust remained just that – a bit too 
‘touchy feely’ for some bosses to give 
much consideration too.

to another through the touch of a screen 

if their customers are comfortable 

they recognise the need to move from a 

a value generating business using data. 

before – they have been more concerned 

and costly for them to do it.”

customers that you are going to use 

states. “On the streets there is a general 

Over cautious?

about big data. “Telcos have traditionally 

customer data and their caution over 
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“These breaches have made 

them such as location data and that they 

about the data security methods that 

tell their subscribers that their data can 
be used to offer them better and more 

 

 
he says.

them that they can also give them 

“aggressive” enough in doing this to date. 
“They have not made an intentional effort 
to communicate to their subscribers 

their message across on an individual 

are calling. Who are the leaders of their 

social organisations or NGOs to “mine” 

commercial value.”

can consent to or not.”

in the years ahead. “They may have 
greater demands on controlling their 

in the future you may have conditions 
encoded in your data stating that you are 

more holistic.”
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No time to waste for operators’ 
digital transformation
“Going digital” may be the strategy that 
everyone’s talking about but who’s putting 
into practice? Operators have just revealed, 
in new research by Amdocs, that they be-
lieve it will take them more than five years 
to complete their digital transformation. 
That’s not great news when you consider 
that customer demand for digital services 
isn’t just going through the roof, but that 
the expectations around digital services are 
changing too and outpacing mobile opera-
tors’ own digital transformations. 

And the operators know this, with over 
half of those surveyed admitting that five 
years isn’t fast enough. 

They need to accelerate transformation 
to meet customers’ digital experience 
needs, to leverage the unique assets that 
they have mainly around customer expe-
rience, and also to face the real threat of 
the third-party Internet providers. That’s 
the scenario painted by two separate 
studies by global customer experience 
solutions leader Amdocs into the 
changing digital landscape – one study 
captures the thoughts, concerns, expec-
tations, and strategies of digital-trans-
formation decision makers at over 
80 different operators worldwide. The 
second shows a different perspective, 
analyzing the views of 8,000 consumers 
in 13 countries, with almost three quar-
ters of whom saying they would consider 
getting traditional voice and data services 
from over-the-top (OTT) providers of digital 
services if the service was available, and 
the price was right.

“We’ve been trained by the likes of Ama-
zon and Netflix to expect a very simple and 
intuitive experience, whether it’s for buying 
products or renting movies,” says Vincent 
Rousselet, Vice President of Market Insight 
and Strategy at Amdocs. “Instilling that 
culture and service agility into traditional 
operator businesses isn’t always easy. 
Their portfolios are wider, their histories are 

longer, and, quite frankly, their IT systems 
are much more complex.”

“Making it look simple” is exactly the 
challenge that operators face right now – 
taking a very complex back-end (involving 
systems, networks, activations, complex 
billing, multiplay bundles etc.), and 
masking it behind an enhanced customer 
experience, so that customers feel like 
it’s as easy and as “cool” to use as when 
they buy a simple product online, like a 
book, or a new jacket.

The idea that consumer expectations 
are spiralling upwards as the market in 
general becomes accustomed to, and 
reliant upon, more dynamic and sophis-
ticated digital services is hardly surpris-
ing, and is confirmed in other research, 
observes Amdocs. 

For example, a recent Vodafone report 
says 96 percent of UK ‘shopping jour-
neys’ feature a digital component, and 
in a separate study by research firm GfK, 
more than 40 percent of adults switch 
devices to complete online activities. 
“Ten years ago, even five years ago, 
those numbers would have seemed 
fanciful,” says Rousselet.

What the operators say about  
digital transformation
The more telling statistic from Amdocs 
comes from their new operator research 

which found that 50 percent of senior 
management within telecoms reckon it 
will take their companies more than five 
years to transform, and meet these rising 
expectations for digital services. 

Quite simply, this isn’t fast enough, admit 
another 59 percent, who suggest traditional 
telecoms suppliers will be outflanked by 
other industries in the meantime. Worse, 
46 percent of operators say they don’t 
yet have a digital transformation strategy. 
And with research firm Ovum claiming that 
over 80 percent of C-level executives have 
identified digital transformation the sector’s 
top priority, you’d expect a real sense of 
urgency, says Amdocs. 

“Of course operators understand 
consumers’ digital-experience expec-
tations, but when you ask them about 
their own transformation, many are still 
only somewhere near the starting line,” 
explains Uri Gurevitz, Director of Market 
Insight and Strategy at Amdocs. “They 
need to accelerate their digital efforts. 
Their entire culture and outlook needs to 
change – and fast. Five years is a really 
long time in today’s world. Just look at 
WhatsApp: five years after its launch, it 
had 600 million active users, completely 
disrupting the traditional text messaging 
market. In five years from now, consumer 
and business customers’ expectations 
will have evolved again.”
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 “We know that the prospect of 
digitizing every aspect of their systems 
and services while keeping existing 
operations running smoothly, can sound 
daunting,” adds Gurevitz “but they don’t 
have to change everything at once. How-
ever, they do need to change their culture 
and mentality – otherwise I think they’ll 
struggle to keep in synch with customer 
needs and desires.”

Getting going
It’s definitely overwhelming to an extent, 
and undeniably complex, explained Rousse-
let, adding that this is why operators tend 
to seek external help through consultancy 
or managed services from companies like 
Amdocs to clarify the challenge and simplify 
the assignment, “because they know they 
must move forward”. 

“The reality is that the market’s 
changing faster than ever, and the 
change is only accelerating. So a good 
starting point for operators to kick off 
their transformation is by focusing on the 
‘low-hanging fruit’, by taking a region or 
a business line first, and digitalizing the 
relevant services in, let’s say, six to nine 
months,” suggests Rousselet. 

New digital dimensions 
Amdocs is not just asking questions, of 
course – it has some answers too. Oper-
ators must anchor their digital transfor-
mation against four strategic imperatives, 
or four ‘pillars’, it says. 

The first is about straight customer 
engagement across, what Amdocs calls, 
‘digital dimensions’. As per the Vodafone 
statistic about UK customers’ shopping 
habits, Rousselet believes the ability 
to deliver a consistent, transferable 
experience across platforms and devices 
is now a minimum requirement for con-
temporary services. 

He cites a recent project to modernise 
Telefónica’s business support systems 
in Brazil, Chile and Peru, so Telefónica 
will be able to provide a consistent 
multi-channel experience for its quad-play 
customers across fixed line, wireless, 
Internet and TV. The work with Telefóni-
ca also spans customer relationship 

management, including self-service, 
service order management, and revenue 
management. Telefónica is one of the 
industry’s strongest advocates of digital 
transformation, with its Global CIO Phil 
Jordan bluntly making clear that “if we 
don’t go digital, we won’t survive”.

Diversify, diversify, diversify
Beyond such fundamentals, as a second 
imperative, operators must also diversify, 
states Amdocs. Research firm Gartner 
estimates that, by 2021, one million new 
IoT devices will be purchased every hour 
of every day. With changing consumer 
demands and brand new appetites, it 
suggests that as much as 30 percent 
of operators’ revenues will come from 
digital services within this time frame.

Indeed, half of those applications 
have not even launched yet, it says, and 
predicts a glut of new digital services 
coming post-2018. “A digital transforma-
tion clearly provides the opportunity to 
diversify and capture additional revenue 
streams from new offerings and from new 
customer segments,” says Rousselet.

One of the latest examples of diver-
sification that Rousselet gives is a new 
project with Globe Telecom in the Philip-
pines announced this month (February) 
that will allow Globe to make bulk mobile 
payments of salaries and government 
disbursements, and enable it to deploy 
new services faster and more efficiently. 

Intelligence and agility 
The Globe solution also taps into im-
proved big data analytics functions, which 
introduces Amdocs’ third pillar of ‘data 
empowerment’.

The big data analytics market is 
growing at over 20 percent per year, it 
notes, as operators of all stripes take 
an increasingly granular view of their 
operations. Analysing the network expe-

rience in real time, and exposing it to the 
operator’s business and customer-care 
teams is a step change, says Amdocs, 
pointing to another Telefónica project 
– this time in Argentina – where it has 
implemented an operational data store to 
aggregate data from such sources as bill-
ing, ordering and customer management, 
as well as from inventory management, 
workforce management and network 
trouble-shooting.

Telefónica says it has enabled a better 
customer experience across platforms, 
as well as differentiation in the Argentini-
an market.

Having an edge comes down to the dyna-
mism of operators’ go-to-market capabili-
ties as well, or ‘service agility’ (which is how 
Amdocs badges its fourth pillar). 

Their ability to bring these services 
to market swiftly and at scale, in sharp 
response to changing demands, is in-
creasingly important. “The payback can be 
measured in reducing the time to market 
and value from months to weeks or even 
days, placing operators in the same league 
as OTT competitors,” says Rousselet. As 
illustration, he points to Bulgarian operator 
Mtel, which has reduced launch times for 
its new digital services by more than 80 
percent with Amdocs’ help. 

“This agility is about upgrading IT 
systems so they work faster, rolling out 
networks in a smarter fashion, launching 
services to highly targeted customer 
segments. It’s about how you acquire the 
dynamism of a start-up or OTT, whilst re-
taining your inherent culture and values,” 
he says. “Together, these four pillars 
enable operators to capture the world of 
digital immediacy.”

And there’s the rub – the operator com-
munity doesn’t have five years to overcome 
such hurdles and enact change. It must act 
now to “go digital”, or else be challenged 
by younger, more agile contemporaries. 
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Standardise to save,  
then reinvest to innovate:

Srinivasan Jayaraman, Head of Virtusa’s Global 
Telecommunication Business, talks industry challenges, 
emerging tech and customer experience

Hi Srini, thanks for speaking to us 

today. With Mobile World Congress fast 

approaching, things must be pretty 

busy for your team. I guess the big 

question is, what has changed over the 

past year?

Well yes, it’s always a crazy time of year, 

So what are the major challenges 

facing CSPs? 

Bearing this in mind, what are the 

three core areas that CSPs should be 

focusing on?

So what would you suggest to address 

these problems? What are the most 

common mistakes you see people 

make? 
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What new innovate technologies are 

CSPs investing in at the moment? 

What are you recommending to your 

customers?

It’s been great chatting, is there any-

thing else that you would like to add?
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Srinivasan Jayaraman
Executive Vice President, 
Global Head of Telecoms  
and Managing Director, 
Middle East and Asia

Srinivasan (Srini) Jayaraman heads 
Virtusa’s Global Telco business unit. He also 
heads sales in the MEA region, focusing 
on Insurance, Healthcare, Media and 
Entertainment and Diversified Business units. 
In his Global Telco portfolio, he is responsible 
for driving significant revenue growth and 
profitability by building industry leading 
domain solutions that help address our 
clients’ most pressing business challenges. 
From a MEA perspective, he is responsible 
for client relationships, strategy and overall 
business growth across the above mentioned 
segments.

Prior to this role, he has held various 
senior roles in Virtusa driving business 
growth, establishing and maintaining critical 
client relations and entering new markets. 
He also successfully helped various clients 
transform their business by focusing on 
accelerating time to market, enhancing 
customer experience and improving 
their ability to drive cost efficiencies in IT 
operations.

Prior to joining Virtusa, Srini was with Tech 
Mahindra in various roles and was Client 
Partner for one of their largest customers where 
he built successful business relations in India 
and Europe. Srini was also at HCL Technologies 
in India and US-based roles. He was a part 
of the core team that led HCL’s foray into the 
Enterprise Applications business and was 
closely involved in setting up the CRM business.

Srini has a Bachelor’s Degree in 
Mechanical Engineering from University 
of Pune and has completed his MBA from 
Indian Institute of Management, Lucknow.
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Alierta hands Telefónica torch to  

José María Álvarez-Pallete
José María Álvarez-Pallete (pictured) took over as Executive Chairman and CEO of Telefónica 

in April. He replaced veteran César Alierta, who stepped down after 16 years in the top 
job. “Alierta considers Álvarez-Pallete as the best prepared executive to make a smooth 

transition and position Telefónica once again at the forefront, but this time, at the forefront 
of the digital sector,” the operator said.
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your customers today, while preparing for an uncertain future. 
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