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Wireless”, I hear you say?

Built on a strong foundation of market leadership, combined with years of

experience and a wealth of heritage, we were formed as a result of the coming
together of global test and measurement vendor Aeroflex Wireless,
and leading DAS provider, Axell Wireless.

Visit Cobham Wireless at MWC 2016 to find out how our intelligent digital
Distributed Antenna Systems (DAS), along with our 5G and NFV test solutions
can help propel your network to the next generation.
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Welcome to the world of brand value

We are kicking off 2016 with an exciting new partnership. Brand Finance have been
ranking the brand value of telcos since 2004. We are delighted to share the 2016
results with you in this issue, highlighting not only the global and European operator
winners but also the top vendors. As part of this, the Chief Brand Officer of Europe’s
most valuable operator grants us an interview to discuss how he has taken his compa-
ny to the top of the tree. Ironically, he wasn’t that interested in the telecoms industry
when he was approached about the role. “It wasn’t attractive to me at all,” he says. “I
thought telecoms was boring.”

One of the operators that Brand Finance picks out as one to watch in 2016 in
Denmark’s TDC. The operator unveiled a rebrand in January as part of a new strategic
plan. Key to this is the appointment of a Chief Customer Officer and Jens Aalgse is the
star of our customer experience special report. The former Scandinavia Airlines exec
is also in charge of HR. He says: “In my mind there is a correlation between happy
employees and happy customers.”

However, as our fifth annual customer experience survey shows, operators want to
see increased investment focused on technology rather than human resources.

We also delve into how operators should measure customer experience and discover
whether we’ve reached “peak” Net Promoter Score.

Could we also be approaching peak Netflix? The internet TV service announced in
January that it had gone global and is now available in 130 countries. As we report, op-
erators are more hopeful than fearful about the Making a Murderer producer’s growth.

They are less sure about the European Commission’s data privacy regulation, which
got a major update in mid December. We pick through the key areas that telcos need
to be aware of.

Most of you will be reading this at the industry’s annual pilgrimage to Barcelona.
Entitled Mobile is Everything, this year’s event continues to evolve away from pure tel-
ecoms to embrace a wider audience. Alongside car manufacturers and financial firms,
which are now regulars, we have the CEOs of Royal Caribbean Cruises and Buzzfeed.
The question, as ever, is what role telcos will play in these markets. No doubt we’ll
posting our thoughts on this on our website in listicle form while cruising round the
Caribbean Sea.

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

WhatsApp to ditch
subscription fee
WhatsApp will

no longer charge
customers a
subscription fee, but
will take the fight
further to traditional
texts and phone calls.
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Vodafone to acquire systems integrator to

boost loT play, analyst firm predicts

The critical rdLeA systems integrators to the Internet ‘

of Things could lead to Vodafone acquiring one, an 7'{ g
analyst firm has predicted.

Telecom Italia unveils new corporate branding
Telecom ltalia (TIM) has unveiled its new corporate branding
that is designed to highlight its status as a converged player.

BT appoints tech chief
to lead Openreach

BT has appointed the man
responsible for its network
and IT infrastructure as ti&1

new CEO of Openr i

Vodafone wins €100
million enterprise deal
Vodafone has won a

deal with ScottishPower
Energy Networks to
manage and upgrade
performance monitoring
and fault identification
systems in the UK.

vodafone

BT’s acquisition of EE gets
regulatory green light
BT's £12.5 billion acquisition
of EE has been cleared by

the UK’s Competition and
Markets Authority (CMA),
creating the country’s largest
converged fixed and mobile
network operator.

VimpelCom appoints
former Deutsche Telekom
exec as Chief Digital Officer
VimpelCom has appointed
Christopher Schlaeffer as its

new Chief Digital Officer.
and its Charge-to-Mobile

initiative

ETFLIX

Netflix goes global as it launches in
over 130 new countries

Netflix has launched its internet TV service

in more than 130 new countries as it looks to
continue to grow outside its home market.

02 UK extends
NetCracker tech to
smart meter, Charge-
to-Mobile projects

02 UK is to extend the use
of NetCracker technology
to a smart meter project




Discover the latest
i developments from Europe’s
N telecoms space with our free

X daily newsletter

O p I n I O n Register today for European Communications’ daily
e-newsletter and keep pace with the key events in the
Operators need to telecoms industry. Alongside all the latest news, you can

rethink how they ask read exclusive analysis, opinion features, Q&As with industry
customers to pay for thought leaders and white papers to download.

digital services

By Jennifer Kyriakakis,
Founder and VP Marketing,
MATRIXX Software

www.eurocomms.com/newsletter

Key trends we cover include:
Financial/M&A

Regulation

Back office/IT
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/i / Big Data

Customer Experience

Fibre Broadband

Enterprise

Feature s

Time is of the essence as new Nokia launches

Nine months almost to day after it was announced to the
world, Risto Siilasmaa and Rajeev Suri’s baby has officially
taken its first tentative steps.

[ R

‘02 UK to headline European Communications
-annual customer experience seminar

02 UK's Head of Customer Service wil headiline European Communications”
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MOBILE
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Wiestem Europe trashe worid for LTE
covernge, OpenSignal research finds
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Luis Alvarez, CEO of BT Global Services, discusses business You L
performance, security, cloud and partnership 7  European Communications



FINANCIAL DATA

Europe, America, lead global
telco stocks turnaround

Shares in the world’s biggest telcos rebounded in the fourth
quarter, with Europe and the US leading the way

Asia telcos bounce back — just —
from summer madness

Asian telco markets steadied the ship
after a rocky third quarter that saw a 15
percent slump, but they still experienced
Q4 decline. Chang Xiaobing stepped down
as CEO of China Telecom on New Year's
Eve after he was held by the authorities
over “severe disciplinary violations”. The
corruption probe capped a rough quarter
for the operator, which saw its share price
fall 2.6 percent to HKD3.64.

China Mobile impressed with October’s
news that it reached a quarter of a billion
LTE subscriptions. Its share price peaked
for the quarter at HKD95.95 but it was a
bright spark in a gloomy trading period.
Despite new 5G research projects and a
$1 billion infrastructure deal with Nokia,
it closed the quarter down 7.2 percent.

Fortunes were mixed for American tel-
cos, with T-Mobile and Sprint seeing their
share price tumble, but Verizon and AT&T
making gains. Overall, the market was

61 european communications | eurocomms.com

up 6.4 percent; good news after Q3’s 8.9
percent fall.

Sprint had yet another quarter to
forget, as its Q3 share price decline of
15 percent was followed by one of 10.6
percent. It has been slashing prices in
a bid to turn itself around, but its first
postpaid additions in more than two
years was matched by a loss of $585
million. It blamed one off legal costs and
redundant infrastructure.

Verizon was America’s sweetheart
stock during Q4, up nine percent to
$45.66 during the three-month period.
It peaked at $46.64 just before the end
of 2015, on the day it unveiled a new
campaign to pay off a customer’s early
termination fee.

AT&T also had a good quarter, with
stocks up 7.3 percent to $33.93, as it
ended the year by waving goodbye to
most of its two-year phone contracts.

The US telecoms sector rose
6.4 percent in Q4 according to
data from the Dow Jones US Index

Asia-Pac

The Asia-Pac telecoms sector fell
1.9 percent in Q4 according to
data from the FTSE Group Index

Orange in the pink

as shares soar

Orange was the biggest winner of Europe’s
telcos in the fourth quarter as its stock
jumped 12 percent.

The France-based telco began Q4 by
reporting quarterly revenue growth for
the first time since 2009. The increase
was credited to a “favourable change”
in Orange’s mobile business, led by the
Africa and the Middle East, where revenues
climbed 6.8 percent to €1.3 billion. Orange
lifted its earnings outlook on the back of the
improved financials.

Sales in Europe fell 0.9 percent, an
improvement on the 1.7 percent decline it
recorded in the previous quarter.

CEO Stéphane Richard said: “Our return
to growth in revenue and restated EBITDA
validates our strategy of differentiation
through quality and investment and con-
firms the positive momentum generated
over almost two years.”

The company’s stock was also boosted
by rumours that it was in discussions with
Bouygues about a possible takeover. It is a
deal that Orange had looked into before, but
as Free Mobile continued to perform well,
market chatter suggested a deal was back
on the table.

Speculation reached fever pitch in
December. Although official confirmation in
January that the two sides were indeed in
talks came too late to affect the Q4 share
price, it proved the excitement was justified.

Orange had 28.2 million mobile custom-
ers at the end of September, while Bouy-
gues had 11.6 million. A combined business
would be far ahead of rivals SFR, with 15.1
million mobile customers, and Free Mobile
with 11.3 million.

In a statement, Orange said: “The Group
is exploring the opportunities available
within the French telecoms market, while
keeping in mind that its investments and its
solid position afford it a total independence
in its approach. Orange will act solely in the
interests of its shareholders, its employees
and its customers and will be particularly
vigilant with regards to the value created
through any resulting project.”

The stock continued to rise throughout
January but as European Communications
went to press (early February), there has
been no official update on how the deal
was progressing.
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European recovery on M&A chatter, rising customer numbers

Telco stocks in Europe came roaring
back in the fourth quarter after a
tumultuous Q3. The shares in our index
rose 6.2 percent, led by Orange. The
France-based operator saw its stock
jump 12 percent in the three months to
December (see box out).

Four other big hitters also had an en-
couraging quarter. BT saw its share price
rise seven percent after it revealed it had
pulled in record TV customer numbers in
October. CEO Gavin Patterson said the
performance of BT Sport meant that the
operator did “better than expected”.

In the Netherlands, KPN saw its stock
rise four percent. Although its enterprise
division continued to perform poorly,
investors were cheered by the November
announcement that it planned to reduce

its stake in Telefénica Deutschland in a
bid to raise cash for shareholders and
reduce its debt pile.

Deutsche Telekom, up 3.5 percent,
and Vodafone, up two percent, were the
other telcos to record an increase. Swiss-
com was flat, but there was disappoint-
ment for everyone else.

Former stockpickers’ favourite Altice
was the biggest faller as its share
price declined by 28 percent. France’s
competition authority announced plans
to review Numericable-SFR’s role in
deploying fibre as part of a JV with Bou-
ygues Telecom in November. Investors
also fretted over how much it had paid
for exclusive rights to broadcast Pre-
mier league football matches in France
and Monaco.

The European telecoms sector
rose 6.2 percent in Q4 according
to data from the FTSE Group*

Telefonica’s stock continued to take
a hammering. It fell 12 percent - the
same percentage decline as in the
previous quarter. Concerns that its bid
to sell its 02 UK arm could hit regula-
tory buffers continued. In December,
the European Commission confirmed
it would not refer the deal to the UK’s
competition authority.

Telenor and TeliaSonera continued their
share slide as the two operators both saw
their share prices fall by 10 percent. Both
continued to suffer from the failure of their
proposed JV in Denmark. TeliaSonera suf-
fered humiliation after financial research
firm Muddy Waters said it was shorting the
operator over alleged corrupt payments.
TeliaSonera said it did not recognise the
conclusions that had been made. [

* Qur index is made up of the following
EU telcos: Altice, Proximus, BT Group,
Deutsche Telekom, Orange, Swisscom,
Tele2, Telecom ltalia, Telefonica, Telenor,
Teliasonera and Vodafone Group.

eurocomms.com | european communications | 7



SPONSORED FEATURE: POLYSTAR

Democratise network
data to unlock your agility

What kinds of challenges do CSPs
face today?

Every CSP has its own list of primary
challenges. Many have much in common

- for example, delivering a better customer
experience. Others are much more specific
to individual circumstances, such as
responding to a localised set of competitive
applications or an unusual mobile device
mix. As such, every CSP has to prioritise

its investments so that it can equip itself
with solutions that allow it to address the
challenges confronting it. What's more, each
CSP needs to become more agile in order to
respond to challenges faster.

What role does the availability of
network data play in helping to
address these?

The ability to capture and interpret network
data has been a key pillar of approaches
to addressing such challenges. This was
one of the main drivers behind the growth
of Big Data solutions within CSP networks.
However, in recent times, it has become
increasingly clear that historic approaches
to data capture and presentation are limited
and will not be fit for purpose in the next
phase of CSP and network evolution.

Why do you think that’s the case?
This is because the procurement process for
probes, mediation platforms and so on, has
been typically driven by requirements that
have become increasingly complex.

Put simply, while mandating support
for thousands of KPIs ensures a
comprehensive approach, it also creates
system bloat, as platforms may have to
include hundreds of features that are rarely,
if ever, used. The resulting platforms have
become slower, more hardware intensive
and increasingly complicated to use.

As more and more challenges emerge,
these complex systems have become
an inhibitor to the agility that CSPs are
seeking to adopt.

8 | european communications | eurocomms.com

What would Polystar propose as a
better approach?

CSPs are recognising that they need
solutions that go beyond service assurance
to deliver real-time data and enable agile
operations and service management, with
a complete, end-to-end view of networks,
services and subscriber experience. They
also recognise that they do not need overly
complicated solutions that cover thousands
of different KPIs - especially as the use of
such systems has been restricted to a small
group of highly technical personnel.

Agility, which is necessary in order to help
CSPs to respond more quickly to changing
circumstances, requires the evolution of
real-time network analytics. It requires faster
systems that have enhanced usability and
which democratise the use of real-time
data in CSP organisations. Enabling more
people to view and act on data captured
from the network helps CSPs empower
their employees and spreads a more agile
orientation throughout the organisation.

That’s why we have taken steps to re-
invent telco analytics with our new product,
KALIX. It's the heart of a new set of solutions
that have been designed to empower an
entirely new way of creating the data-driven
environment that CSPs need to make more
sense of their networks and address key
challenges in their markets. It provides a
common framework for a new range of
advanced and intuitive solution portals that
have greater usability.

Can you provide an example of how
this might make a difference?
Instead of trying to make sense of the
many thousands of possible KPIs, we
think that a better approach is to focus
on learning which KPIs are relevant to
an individual CSP. We create these via
interaction with our global professional
services organisation, with the result
that each solution is optimised to the
needs of each CSP.

Polystar

Mikael Grill, CEO of Polystar

With this approach, all stakeholders
in the organisation can ask and answer
their own questions about data, since we
present the data relevant to their daily
work, adjusted to every skill level. It allows
every employee to make data-driven
decisions, transforming the efficiency and
effectiveness of entire organisations and
creating a more agile orientation that is
more supportive of CSP ambitions.

What would be your message to CSPs
that are trying to improve their agility?
Agility cannot be enabled by simply
reusing and investing in legacy
solutions. It’s clear that they offer
diminishing returns and cannot simply
be reused to help CSPs confront the
current and emerging challenges they
face. To secure the agility they need,
CSPs need more flexible solutions
that can more rapidly be customised,
evolved and enhanced, not through
legacy approaches that are restricted to
small numbers of users.

Data helps drive decisions. It enables
CSPs to make objective choices but it has
to be democratised so that more users
can take action, faster. A reinvention of
telco analytics is the only way to enable
such a change. Visit Polystar at MWC to
find out more.

Meet the Polystar team at
MWC 2016 Hall 6, Stand 6G31



DIGITAL CONTENT

Hope trumps fear as Netflix goes global

The internet TV service is now a worldwide phenomenon. David Craik analyses what this means
for telcos and their content strategies

NETFLIX

hilst most of us were
clearing away the party
streamers and shaking off
the festive sluggishness,
Netflix announced on 6 January that it
had launched a global service bringing
its network to over 130 new countries.

Unveiling the expansion to territories
such as Bulgaria, Hungary, Russia and
Turkey, Co-Founder and CEO Reed Hastings
heralded the “birth of a new global internet
TV network”. He added: “With the help
of the internet we are putting power in
consumers’ hands to watch whenever,
wherever and on whatever device.”

Its mix of original series and licensed
TV shows and movies has already proved
popular. Steady expansion to Western
Europe, including the UK in 2012, the
Netherlands in 2013 and France and
Germany in 2014, has helped it sign up
75 million members to date.

Hastings believes its latest expansion
will add another six million members
in the first quarter of 2016. But while
consumers are clearly embracing the
service, what does it mean for telcos?

Analysts, such as STL Partners, have
talked up Netflix as offering a cost-effective
way to deliver attractive premium content
but also carrying a risk of “constraining
telcos into the position of a dumb pipe,
not sharing in upsides and not owning the
consumer who deals directly with Netflix”.

According to a recent European Com-
munications survey, telcos see Netflix as
their second biggest competitor behind
Google in the digital content space and
are keen to develop partnerships with it.

Many European telcos have signed
deals with the US-based company. As an
example, in 2014 Vodafone UK offered a
six-month prepaid Netflix subscription for
customers who signed up to a 4G plan.
Last September it renewed the partner-
ship to expand the number of bundles
Netflix is available on.

In its recent fourth quarter earnings
presentation Netflix said that its latest
expansion would broaden its addressable
market by 190 million broadband homes,
on top of the 360 million it had at the
end of 2015.

“While the opportunity is large, our
growth in these new markets will unfold
over many years as we improve our
service,” it said. “We are starting by pri-
marily targeting outward-looking, affluent
consumers with international credit cards
and smartphones. As with every market
we’ve launched, our approach is to listen,
learn and improve rapidly, adding more
content, and additional languages. Our
global availability sets us up for contin-
ued growth for many years.”

It added that it recognised that mo-
bile was the primary way many people
access the internet and as a result

was improving its mobile experience.
“This includes sign up, credentials and
authentication, the user interface and
streaming efficiency. We have begun
rolling out complexity based encoding
based on the type of content rather than
the amount of bandwidth available to a
member. We can deliver higher resolu-
tion stream at lower bit rates, resulting
in bandwidth savings.”

But on the question of its relationship
with telcos in its newest regions, Netflix
is cagey. Spokesperson Joris Evers says:
“Overtime we would certainly be interest-
ed in partnering with telcos in the new
territories. For our more established mar-
kets the benefit of these partnerships is
that it makes Netflix more easily available
and helps promote our service. We are
not a threat; we are a complement. Video
is a major reason people buy broadband
internet services.”

Hopeful, not fearful

Operators based in areas where Netf-
lix is expanding into are hopeful rather
than fearful. Nikolai Minashin, from
the Investor Relations team at MTS in
Russia, says it welcomes the arrival

of Netflix as it “makes more con-

tent available online in Russia, with
MTS, as the largest telecom operator
benefiting from increased data traffic
usage”. However, he did not wish to be

eurocomms.com | european communications | 9
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DIGITAL CONTENT

questioned further over whether MTS
would be looking to partner with the
American firm.

Guillaume Lacroix, Director of Partner-
ships and Services at Orange, is equally
optimistic: “We are not worried. We don’t
think Netflix is a threat to Orange. Any
adverse impact from Netflix would rather
be to SVOD or Pay TV competitors than
to distributors or telcos,” he says. “In
Poland and Romania it's the same as in
France, we seek to offer our customers
the best services available and Netflix
is an opportunity to grow our customer
service offering.”

He adds that “no decisions” have
been taken to date on whether it will
look to partner with Netflix in Poland
and Romania.

“Where the size of our customer
base allows, and when it makes sense,
we will develop our own services but
it is not an absolute requirement,”
Lacroix states. “Netflix is part of the
landscape in our territories and is
among the options we consider when
developing our content portfolio.”

There is also comfort from the
past. “On demand services like Netflix
are not disrupting our business but
continuously changing it. It's up to us
to adapt to this change and provide
customers with even better products,”
says Dieter Trimmel, Director of Product
Development & Portfolio Design at Tel-
ekom Austria. “It is similar to Skype’s
arrival in 2003. Experts expected the
collapse of traditional phone calls but
telcos are still doing fine.”

Turkcell is determined to follow its
own digital content path - at least
for the time being. “Turkcell TV+ is
extremely popular with our new fibre
costumers and we are seeing strong
take up of TV services among new sub-
scribers,” says spokesperson Hande
Asik. “Another advantage that we will
have in the near future is the introduc-
tion of 4.5G in Turkey. We believe this

will give us the opportunity to transform
the mobile video experience. These
unique advantages give us a competi-
tive edge in terms of offering a unified
and seamless customers experience
with multiplay.”

It isn’t closing any doors to prospective
partners, but Asik warns: “If Netflix wants
to succeed in Turkey it must be very sen-
sitive to the need for local content in the
Turkish language. It is logical to assume

‘ ‘ The nature of

the partnership model
chosen is key ’ ’

that any new entrant into the Turkish
market will customise and localise
content in the medium term. In the case
of Netflix, there might be an opportunity
for content cooperation as their SVOD
offering complements rather than com-
petes with our TV+ content offering. In
addition to content, partnering with local
ISP providers would also be beneficial in
order to work out broadband quotas and
penetration issues.”

Analysys Mason’s Martin Scott points
out the two parties need each other. “Netf-
lix is dependent on high-speed broadband
availability both mobile and fixed and the
affordability and reliability of such services.
This can be patchy in countries such as Tur-
key, at least until LTE arrives, at which point
usage allowances will become a limiting
factor,” he states. “Local licensing has also
been a limiting factor in Netflix launching
in China and it may face challenges over li-
censes in some of its expansion countries.”

While he believes operators have ad-
vantages over Netflix - namely local con-
tent, local language and local knowledge
- they need to offer more. “They need
to ensure that they have a strong user
interface. Many OTT solutions currently
on the market have limited visual appeal,

confusing menu structures and ineffec-
tive content recommendation engines.
Netflix excels in these areas, and local
players must ensure a polished user
interface to complete on ‘look and feel’ in
order to retain higher-spend customers,”
he suggests.

Futuresource Consulting analyst
David Sidebottom believes partnerships
between operators and Netflix in its
new territories are inevitable. “Netflix
will find that uptake for their service will
be initially lower than in other regions
because with people on lower incomes
there will be a little more reluctance to
pay,” he says.

“We will see increased collaboration
with key telcos and more joint marketing
than in other regions. It will be interest-
ing to see whether there will be multiple
telco deals in a country or exclusivity.

For operators the advantages are clear

- churn will be reduced and their profile
will be raised because of the brand asso-
ciation with Netflix. It is an opportunity to
make their service stand-out.”

But telcos need to get the balance
right. They have strengths Netflix is keen
to embrace. If they are considering a
partnership it should be on a 50-50
basis, not a desperate race to sign up to
Netflix to aid ailing revenues. They should
also not abandon innovations in their
own digital content provision.

Emma Mohr-McClune of Current
Analysis sums it up well. “The nature of
the partnership model chosen is key. On
one hand, telcos can be simple channel
and billing enablers, yet helping Netflix to
market in this way does little to boost the
telco’s own brand,” she states. “T-Mobile
US’ Binge On approach certainly warrants
taking a look at, as a more sophisticated
approach to mobile video. However, we’ll
have to wait to see what the US regula-
tors say about it - there’s plenty who feel
the model ignores net neutrality rules.”

Whatever the result, it is clear that
Netflix is here to stay. m
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Digital transformation
and the need for new

Digital transformation has been telecoms’ key driver for the last two years, and a degree

of industry consensus is emerging as to what it means, and what impact it will have on the
telecommunications business, writes George Fraser, VP EMEA, CSGI. As we approach MWC it
feels like a good time to take stock and ask: where are we now with digital transformation?

A double hit for telco

Digital transformation in the telecom-
munications business is really about
two changes.

The first is the transformation of the
telco itself into a digital business - one
that exploits advances in IT and commu-
nications to make itself a more efficient
and innovative service provider. This
transformation is happening within tele-
communications just as it’s happening
in virtually every other market vertical,
and we can see the effect in everything
from NFV and SDN at the networks end,
to e-commerce and online self-service at
the customer interface - exploiting digital
technology to become smarter, more
agile and more cost-effective.

The second big change is business
diversification into digital services that
run over the traditional network, in some
cases replacing network services. An ob-
vious but very important example is the
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George Fraser, VP EMEA, CSGI

provision of video services and streamed
TV alongside voice, messaging and
broadband, but ‘digital diversification” in
telco is much broader than that, taking
in mobile ticketing, in-car services, home
security and plenty more - all digital
services delivered over the top of fast
broadband networks.

It is what you do...

and it is how you do it!

What makes digital transformation
particularly tough for telcos is having to
deal with both of these changes at once.
For most industries, digitalization offers
a smarter way of selling and delivering
relatively stable and familiar services -
books, say, or airline seats, or electric
power. There may be a hump to get over,
but there’s a clear and compelling vision
of running the same business but in a
more effective and profitable way. Telcos,
however, are having to revamp how

they operate (to compete with ‘digitally
native’ competitors) at the same time as
they’'re extending their portfolios into new
digital propositions. And as if that wasn’t
enough, they are having to convert
existing services - including voice and
messaging - to digital alternatives such
as VoLTE and RCS. It's a pretty tough
challenge, not least as legacy networks
and services will need to run in parallel
and often in conjunction with new, digital
services for the foreseeable future. To
adapt an old song title, ‘it is what you do
- but it’s also the way that you do it'...

Running a dual business

Perhaps unsurprisingly, many opera-

tors have developed a ‘dual business’
strategy - one which will allows them to
sustain and defend margins in their tradi-
tional business (which will be with us for
a number of years) while simultaneously
opening up more innovative propositions
over their new digital networks.

Of course they don’t want these to
be completely separate businesses.
The addressable market is broadly
similar for both communications and
digital services, and telcos want their
customers to get an experience that is
as consistent and accessible as pos-
sible, and to feel that they are dealing
with a single, advanced organization.
So the customer interface needs to be
common across all services. Within the
legacy and digital businesses, however,
priorities tend to differ, with cost and
efficiency most important on the legacy
side (to sustain margins for as long as
possible) and agility being more im-
portant on the digital side (to support



market responsiveness and get new
services to market as fast as possible).

Releasing the legacy brake

But to what extent is this possible with
existing IT and systems? The answer is
highly variable, dependent in large part
on the maturity of the service provider
and of their business support systems.
Many CSPs have regularly adapted their
systems over the years to deal with new
network services and business demands,
and the push into new digital services - in
particular into the kinds of new business
models emerging around the nascent loT
- is for many, a step too far. Many opera-
tors are therefore evaluating their future

‘ ‘ Few operators
want to wholesale
rip-and-replace their
legacy systems so we
designed Ascendon as
an easily-deployed cloud
proposition that would
overlay legacy systems
as well as providing

the flexibility needed to
support new offerings ’ ’

IT strategy with some urgency - looking
for solutions that will help them shorten
time to market, deal more efficiently with
partners, interact more effectively with
customers and so on - but without neces-
sarily having to tear down and rebuild their
long-established back-office systems.

Another way forward

At CSG, the size and distribution of our
customer base means that we've had a
pretty good view of how digital transfor-
mation has progressed over the last 12-
24 months - in theory and practice. The
Ascendon platform that we launched at
MWC in 2015 is part of that response - a

SPONSORED FEATURE: CSGI
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digital commerce platform that recogniz-
es the ‘need for new’ in developing and
rolling out digital services, and in meeting
fast-evolving customer expectations. It
recognizes that the customer for today’s
digital content and services is very differ-
ent from the customer for 1996’s mobile
or 2006’s smartphone, but that many
operators have systems that go back that
far. Few operators want to wholesale rip-
and-replace those legacy systems though
- which is why we designed Ascendon as
an easily-deployed cloud proposition that
would overlay legacy systems as well as
providing the flexibility needed to support
new offerings.

Software is only part of the story
though. Systems do need to be more
adaptable - to provide greater agility in
uncertain and evolving markets, and to
compete effectively with digital provid-

ers that are unencumbered by legacy
and are typically offering much simpler
propositions. But digital transformation
includes a measure of business transfor-
mation too, and we see a lot of operators
thinking hard about their underlying
business model, driven by the need to
cut significant cost out of their legacy
business and significant risk out of their
future ventures. Both of these concerns
lead in the direction of managed services
and we also see that as a major trend

in telecoms revenue management over
the next year or two. Using cloud-based
and managed services, provided through
trusted partners, shifts a lot of the spend
from CAPEX to OPEX, making it propor-
tionate to business success, and shifts
much of the investment risk from CSP to
vendor. In uncertain times, it feels like a
smart way to go.

CSG will be exhibiting at this year’s Mobile World Congress in Barcelona. Visit CSG Hall 5, 5B20
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Europe opens up on new privacy laws

Legislation slipped out in Brussels just before Christmas proposes major changes to Europe’s
privacy laws. Keith Nuthall picks out what telcos need to know
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he European Union gave the tel-
ecoms sector a Christmas pres-
ent, or a lump of coal, depending
on the point of view. On 15
December it unveiled two major pieces of
data protection legislation. A reform pack-
age was agreed in principle by the EU’s
two legislators, the EU Council of Ministers
and the European Parliament, and the EU
executive the European Commission.

Formal texts are now being drafted for
final votes by MEPs and ministers. They
will comprise two laws: an EU general
data protection regulation (GDPR), which
will have to be implemented to the letter
across all member states; and a revised
data protection directive focusing on
the police and criminal justice sector.
Directives generally give EU governments
more leeway on how to implement their
legal principles.

The regulation by far the more
important of the pair for the electronic
communications sector is the GDPR. It
tries to take account of the impact of
social networking sites, cloud computing,
location-based services, smart cards and

14 | european communications | eurocomms.com

4007400k
17900
5003

,003 30

004EDO3
La&OO050

O44904Y
pooz2o043
y

smart phones in a number of ways that
will impact, even damage, how telcos
work, especially mobile phone compa-
nies seeking to exploit big data.

There are a number of key compo-
nents that the industry needs to take
note of. It enshrines in law a “right to be
forgotten”, giving consumers the right
to demand data is deleted. But this is
not an absolute right and the legislation
builds in requirements that data be held
if useful for scientific and journalistic
research and its destruction could re-
strict freedom of speech and expression.
Regulators (data controllers) will decide
it this is the case, setting up potential for
complex disputes - if anyone challenges
data deletion requests of course.

The regulation also lays down rules
insisting that customers have easier ac-
cess to personal data, with telcos having
to provide information on how to read
and source this information in a clear
and understandable way.

A “right to data portability”, that is
supposed to give consumers the right
to transmit personal data between

service providers, is joined by a “right of
knowledge” that personal data has been
hacked. This tells companies they must
notify national regulators about data
breaches that put individuals at risk and
alert them quickly about high risk breach-
es. SMEs have less onerous duties here.

Meanwhile, companies planning to
launch new data-rich services in the EU
will have to take account of a “principle
of data protection by design”. This insists
that data protection is a key considera-
tion from the early design stage, through
deployment of a device and service, its
use and final disposal. This is likely to
mean that privacy-friendly default set-
tings will be the norm for mobile apps.

Also written within the law are various
requirements and recommendations that
companies anonymise, or pseudonymise,
data to protect the identity of subjects.
These urgings are sometimes written
in complex law and maybe sufficiently
loosely written to enable member states
to maintain some national differences
between how such data is protected.

Underpinning all these new controls
are some big penalties. The regulation
authorises data protection authorities
to fine companies who do not comply
with these EU rules up to four percent of
their global annual turnover, or €20,000,
whichever is the higher, with penalties
of up to half these amounts payable for
smaller breaches of the rules.

Larger companies will also have to
deal with the expense of employing a
data protection officer to make sure they
keep within the law, although with these
fines in play that might seem sensible.
SMEs do not have to, unless they are
data-focused companies, or process
sensitive data such as on religious
belief and race.

For major telcos operating within and
outside the EU, the regulation restricts
how and when personal data can be
passed to non-EU countries and inter-
national organisations. The European
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Commission is made the top cop here -
it will allow such transfers if it concludes
a jurisdiction has privacy standards that
approximate EU protections, but restrict
or block transfers where it considers
these safeguards are too loose.

Meanwhile, telcos will need to pay
attention to the parallel revised data
protection directive, at least when their
data is required by police and other
law enforcement bodies. Of course,
with cybercrime growing and concern
intensifying about the abuse of the web
by money launderers and terrorists, their
likelihood of close encounters with the
police is growing.

The key goal here is to facilitate
cross-border law enforcement in a world
where criminals ignore national borders,
especially online - so there could be ben-
efits or telcos targeted by cybercriminals,
as well as hassles from having to comply
with more requests for data from police.

Mixed reactions
The telecoms sector has had a mixed
reaction to the reforms, as agreed by the
three EU bodies. The European Telecom-
munications Network Operators’ Associa-
tion (ETNO) certainly saw plenty that was
positive in the package, recognising the
need for more comprehensive EU-wide
legislation, given the interdependency
of telecoms and internet markets across
Europe and between industry segments.
Its Chairman Steven Tas said: “Con-
sistent rules across industries are key
in the digital age. We need to eliminate
regulatory asymmetries, so that telcos
can contribute to boosting Europe’s digital
innovation”. Noting how value chains are
global and digital, an ETNO note stressed
that it was “crucial to ensure consistent
consumer standards and a level regula-
tory playing-field across industries”. This
highlighted the fact that all digital and
telecoms players entering the EU market
will have to abide by these rules, whether
based outside the European Union, or not.

But ETNO stressed that the EU still had
work to do - noting that the December
deal still left the EU’s 2002 directive on
privacy and electronic communications
(the ePrivacy directive) in force, with its
rules on processing of personal data in

‘ ‘ Businesses that
are data rich just won’t
be able to look the
other way with the new

regulation ”

the electronic communications sector.
“Europe needs to address this regulatory
asymmetry without delay,” said ETNO.
Mobile industry group the GSM Associa-
tion later released a joint statement with
ETNO that echoed these points.

Vin Bange, Partner at media and tech-
nology law firm Taylor Wessing, has writ-
ten an assessment in which he agrees
that the new legislation would clip the
wings of telcos and internet firms using
data - which is pretty much all of them.
Stressing the four percent global revenue
fine cap for breaches of the “upscaled
and tough new standards,” he noted:
“Businesses that are data rich just won’t
be able to look the other way with the
new regulation.” He highlighted how com-
panies providing data-based services to
telcos will be covered by the law, warning:
“This will impact on technology service
providers in particular.” Generally, he
said: “Businesses will have to genuinely
adopt governance and accountability
standards and not pay lip service to data
privacy obligations otherwise they could
be in for a surprise...”

He was not happy however, that the
regulation still allowed member states
some discretion over some data protec-
tion issues to retail national rules, which
was “not a welcome scenario” for com-

panies with multi-country products and
services. Good news? Bange stressed
that the law’s ‘one-stop-shop’ enabling
companies to deal with one EU country
regulator rather than multiple national
regulators, cutting red tape.

The Interactive Advertising Bureau
Europe (IAB Europe) found more fault,
stressing the risk posed by the new
legislation to the burgeoning advertising
segment based on big data, drawing on
customer web preferences, location, age,
gender and more. The reform’s text is
“full of legal uncertainty, red tape and
restrictions,” noted IAB Europe analysis.
Board member Allan Sgrensen warned
that “companies will have little choice
but to impose annoying requests for
consent every time a user accesses
their website.” The organisation warned
that the legislation could limit feasible
business models and reduce the availa-
bility of information and services on the
internet, especially those that are free or
provided at a low cost.

The agreement will now need formal
approval by both the EU Council of Minis-
ters and the European Parliament before
the legislation can be written into the EU
Official Journal. These votes are expected
to happen by April at the latest and once
that happens, the regulation will come
into force two years’ later and member
states will have a two year deadline to
write the directive’s terms into their own
national legislation (which is how direc-
tives are enacted).

It can be expected that both institutions
will give the laws a fair wind. The German
Green MEP Jan Philipp Albrecht, who has
coordinated the European Parliament’s
votes on the issue (called a rapporteur in
EP jargon), said following the December
deal: “The new rules will give businesses
legal certainty by creating one common
data protection standard across Europe.
This implies less bureaucracy and creates
a level playing field for all business on the
European market.” ec)

eurocomms.com | european communications | 15



SPONSORED FEATURE: VIRTUSA

Standardise to save,
then reinvest to innovate:

Hi Srini, thanks for speaking to us to-
day. With Mobile World Congress fast
approaching, things must be pretty
busy for your team. | guess the big
question is, what has changed over
the past year?

Well yes, it's always a crazy time of year,
but it's also a good time to reflect. In some
ways, the past year has not been much
different to the one before except that the
pace of change is ever increasing. We are
still seeing margins shrink, as OTT players
encroach on traditional voice and text rev-
enues, and price wars rage on. As more
devices get connected and as consumers
and enterprises consume more data, the
demand for fast and reliable networks

is ever increasing, meaning telcos need

to do more to stay ahead of the curve. |
guess the big difference is that as every
year passes, these problems become
more acute, and the environment be-
comes more complex - particularly when
you look at the ever-widening range of
Internet-enabled devices being added into
the mix. So it's the same, but different.

So what are the major challenges
facing CSPs?

The battle to own the customer is one of
the biggest challenges CSPs face right
now, and the goalposts are constantly
shifting. Consumers are setting the
agenda, in terms of how fast CSPs need
to deliver, what services and devices they
need to support, and (in most cases) CSPs
are struggling to engage with consumers.
Today, there are no barriers to disruptive
innovators competing head to head with
CSPs. CSPs are in a constant battle to
stay ahead of the competition and in step
with consumer trends, in order to reduce
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Srinivasan Jayaraman, Head of Virtusa’s Global
Telecommunication Business, talks industry challenges,
emerging tech and customer experience

churn and acquire new customers. From

a business operations perspective, there
will continue to be pressure to lower costs,
increase speed tomarket, improve efficien-
cy, grow the business and so on. As CSPs
focus on rolling out newer and faster
networks and acquire new consumers,
they are still hampered by the reliance on
bespoke legacy systems, which run core
critical business applications; delivering
transformational business change in this
legacy-dependent environment is very
restrictive and difficult.

Bearing this in mind, what are the
three core areas that CSPs should
be focusing on?

Firstly, there is a need to redefine the cus-
tomer experience and how CSPs interact
with their customer. There are so many
touchpoints that a customer interacts

with their provider - from the call centre
through to online billing and Point of Sale.
Each of these touchpoints needs to engage
the customer and deliver a seamless
experience, and they all need to run off a
common platform, but this often isn’t the
case. This can mean the customer expe-
rience is frustrating and disjointed. This is
why having an omni-channel customer en-
vironment is essential. Everything from the
back office through to front office needs to
be connected; there needs to be consisten-
cy across all channels, people need to have
the option to communicate in whatever way
makes them most comfortable.

However, any customer engagement
process will not help you if the network
doesn’t deliver, which is why maintaining
Quality of Service will always be a critical
focus for any CSP. If customers are expe-
riencing outages, slow service, video buff-

ering, it won't take long for them to take to
social media to wreck your reputation. It
all comes down to reliability, cost, speed,
and stability. But as complexity increas-
es, so do the number of opportunities

for things to go wrong, and the difficulty

in sorting them out. So a large part of
keeping customers happy is in having a
network and operations team that can re-
solve issues fast, and proactively pre-empt
problems before they impact customers.
Not only this, but CSPs also need to have
the ability to launch new services and
integrate with more devices, fast.

Yet business transformation requires
more than technology and policy, it requires
a cultural shift which is often much more
difficult to achieve. Many CSPs operate in
different siloes with teams for customer
care, operations, network teams and so
on. This creates issues with communi-
cation and inefficiencies can easily slip
through the cracks. Overcoming this social
challenge, and encouraging people to think
and work differently, is one of the biggest
challenges | see facing the industry.

So what would you suggest to
address these problems? What are
the most common mistakes you see
people make?

Most CSPs we speak to are stuck in the
same dilemma - they want to instigate
change, but most of their IT budget is ear-
marked for ‘essential’ services, such as
maintenance and app support. They have
to battle to invest in network upgrades,
let alone innovation. Yet increasingly
innovation is an essential service - failure
to innovate will drive customers away, it
will damage reputations and ultimately

it will result in lost market share. Getting



the board’s buy-in often requires some
creative thinking. They need to see the
figures, which is why it is vital to take a
serious look at where cost savings can be
made - and you’d be surprised how many
savings are often left on the table.

Typically, whenever we enter into a new
engagement, we are able to identify 20-
30% of apps support and maintenance
cost savings in the first year. When you
consider these budgets are normally
around £100 million a year, this means
£20-£30 million can be reinvested into
transformational work and innovation
without any requests for funds being
made. There is no silver bullet, but a lot
of it comes down to the rationalisation,
standardisation and finding smarter ways
of working. As a strategic partner to our
clients, we are exposed to a variety of
environments, and an assortment of bad
habits as well as common pitfalls to avoid.
We are also exposed to the latest waves of
technological innovations that, when ap-
plied correctly, can deliver even more cost
savings. An exciting new area we are cur-
rently working with clients to build virtual
robots that can automate low-skilled busi-
ness functions - for example, responding
to call centre FAQs, or matching billing,
customer, inventory and supplier records
to help with billing discrepancy, or auto
correcting data discrepancy and systems
issues in the order fallout department. So
once the savings are realised from cutting
inefficiency, they continue to be sustain-
able because you have invested in smart
technology - for example, SDN/NFV, Big
Data and analytics, artificial intelligence -
these all come together to deliver savings
over time which can always be reinvested
into what comes next.

What new innovate technologies are
CSPs investing in at the moment?
What are you recommending to your
customers?

We see active interest in the Internet of
Things (loT) - there is tremendous interest
in launching new services or capabilities
in this area. We are also seeing growing
awareness in the areas of Al and Robotics
especially in the areas of internal oper-
ations or networks. This is an emerging
area and we believe this will lead to long
term shifts in terms of how CSPs manage
certain parts of their business.

We are seeing active interest in areas
such as SDN and NFV, as they enable
much more flexible networks that can
adapt to change and keep in step with
consumer demands. Big Data analytics
are really key here as they can help you
identify trends over time, get a better un-
derstanding of your customers, potential
demand, allowing you to forecast with
much greater degrees of certainty.

The industry is seeing its next wave of
consolidation through mergers and this
will create tremendous opportunities to
unlock value through optimisation and
efficiencies. So there is a lot happening,
it's an exciting time!

It’s been great chatting, is there any-
thing else that you would like to add?
The telecom industry is the engine behind
every innovation, whether social or technol-
ogy, that is emerging today. There has never
been a more exciting time to be a CSP and
while the challenges in terms of markets,
customers and competition is extremely in-
tense, we strongly believe that the CSPs who
will make the big bold bets will eventually
break away from the rest of the pack.
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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 Insur-
ance, 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 perspec-
tive, 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 cus-
tomer 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 En-
terprise Applications business and was closely
involved in setting up the CRM business.

Srini has a Bachelor’s Degree in Mechan-
ical Engineering from University of Pune and
has completed his MBA from Indian Institute
of Management, Lucknow.
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Empirix: Customer
Experience Assurance (CEA)

A complete solution to gain detailed insights about your subscribers’
experience when using Mobile Data Services

obile Network Operator

(MNO) technical depart-

ments traditionally focused

on Service Assurance are
struggling to extract valuable information
requested by multiple business divisions
who need information about customer
behaviour and quality of experience on
the network. Requested information can
vary widely in content and selected area.

Service Assurance departments need

the right tools to quickly react to such
inquiries from various business units,
without advance knowledge of the type
of data that they will be requested to
collect, correlate and present. These
tools must also satisfy the “traditiona
troubleshooting and diagnostic role on
the same platform in order to reduce
costs. Most legacy Service Assurance
tools were focused on ensuring insight
into network issues, but lack the required
flexibility to extract the necessary data
from existing and new technologies (e.g.,
LTE, IMS, VOLTE).

&

Understanding the impact of
customer behaviour on your

mobile network

The explosion of applications accessi-
ble through mobile networks and the
advent of Over-the-Top (OTT) services are
putting pressure on traditional service
providers to differentiate themselves,
attract a loyal customer base and, most
importantly, reclaim revenues that are
currently flowing to the OTT providers or
to the competition.

MNOs used to focus on the band-
width made available to the mobile
users, paying little attention to the
services running over it, assuming that
more bandwidth meant more subscrib-
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ers. However, when OTT providers ap-
peared, the MSPs were relegated to the
role of dumb pipe providers, triggering
a cycle where MSPs would invest a lot
of money to increase network capacity
so their subscribers could access ser-
vices provided by other entities!

MNOs must now attempt to regain
ownership of the services delivered by
emphasizing what they can control: a
quality experience over their network. But
first, they need to know who is accessing
the network, through which devices, from
where and for what reason. This allows
the provider to more effectively allocate
network expansion investments and
guide marketing campaigns to retain ex-
isting subscribers and attract new ones.

The Empirix solution for monitoring
the customer experience is based
on the IntelliSight component of the
Empirix System Architecture (ESA)