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Executive summary

In today's highly competitive world, telecommunication companies

looking to implement CRM successfully need fully integrated information

systems in order to provide a common view of the customer throughout

the organization. For telcos, CRM should support effective processes,

customer communication via different channels and be a core element in

a customer-centric business strategy.

New support systems
are giving startup
telcos a huge
advantage in CRM

Introduction

With the deregulation of telecom services, business users and consumers now have
considerable choice in selecting a service provider. When maintaining a service or
ordering a new one, customers take into account the service quality, service price and
customer service provided. The first two factors are relatively objective and simple to
control but customer service is probably the most important, the hardest to get right
and dissatisfaction is the number one reason for customer churn.

Telecom operators expect Customer Relationship Management (CRM) to improve cus-
tomer service, reduce costs by cutting call times to Customer Care and increase rev-
enues by improving cross-selling and customer acquisition success rates. In an
increasingly competitive services environment, telcos must respond to threats from
other operators and use CRM systems to survive.

Most carriers have implemented customer management strategies, reorganized cus-
tomer operations, deployed CRM solutions, and retrained their staff - but problems
caused by technical roadblocks are still impeding their efforts and systems are failing to
deliver expected bottom-line results. New support systems are giving startup telcos a
huge advantage in CRM. As they are not encumbered by massive legacy systems,
these carriers are implementing new systems from the ground up with limited custom
coding and interoperable modules. In the battle to retain revenues, these carriers are
setting the gold standard in customer service, leaving many incumbent telcos at the
starting gate.

CRM integration is a crucial problem in any enterprise and telcos with legacy systems
need an integration platform that seamlessly ties together all front- and back-office
applications.

What Can CRM Enable?

CRM comprises the methodologies and software that enable customer relationships to
be managed in an organized way. An effective CRM system describes customer rela-
tionships in sufficient detail that management, sales, marketing, and customer care
personnel can access up-to-date information quickly and easily. This allows them to
match customer needs with product plans and offerings, remind customers of service
requirements, know which products a customer has purchased, respond to service
problems, and much more. Within an enterprise CRM can enable:

Improved customer satisfaction by Customer Service Representatives (CSRs) having a
complete customer overview and service portfolio available to provide direct answers,
shorten action response times, and reduce complaints;



Being able to identify the
most profitable
customers enables an
organization to provide
them with the highest
level of service
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Marketing departments to evaluate customer profiles, identify and target their best
customers, manage marketing campaigns with clear goals and objectives, up-sell,
cross-sell, and generate quality leads for the sales force. CRM databases can support
analysis of data integration, products, services, and operational characteristics in order
to rationalize offerings and introduce efficiencies;

Sales Force Automation (SFA) with detailed customer, organization, and product
information provided to improve telesales, account, and sales management. CRM can
support streamlining of existing processes and allow information to be optimized by
integrating it from all the sales channels and then sharing it with multiple employees;
The formation of individualized customer relationships with the aim of improving cus-
tomer satisfaction and maximizing profits. Being able to identify the most profitable
customers enables an organization to provide them with the highest level of service.
For example, CRM can allow telcos to be more proactive in providing customer infor-
mation by informing in advance if there are likely to be any problems or delays in
service provision. This directly addresses customer satisfaction and reduces churn
regardless of how good the telco is at provisioning the service;

Employees to be provided with the information and processes necessary to know their
customers, understand their needs, and effectively build relationships between the
company, its customer base, and distribution partners.

Key Investment Drivers

For telcos, the key drivers for CRM investment are the ability to enhance customer
experience, increase sales channel productivity, and raise marketing intelligence.
They define CRM as both a technology and a strategy that enables them to increase
retention rates and grow customer accounts while delivering better and cheaper
customer services.

Carriers invest in CRM to solve ordering, biling, and service challenges such as:
Supporting online ordering. Around 65% of enterprises want to buy their telecom
services online but can’t because product configurators embedded in sales force
automation tools are limited in facilitating web sites.

Providing combined billing. Carriers with new services, recent mergers, or fast
expansion are forced to cobble together operational and business support systems
(OSS/BSS) for each service because of their legacy systems. This lack of systems
integration can result in separate bills for different services.
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Consolidating customer service. Customer service that is product-driven makes solving
problems a nightmare. When customer service is splintered by product lines callers
need to be transferred to different departments and this can lead to frustration and,
ultimately, loss of business.

Enabling new services such as Partner Relationship Management (PRM) to handle
value chain management and the introduction of Customer Managed Relationships
(CMR) where the customer sits at web-based self-service controls to manage directly
its telco services.

However, to get funding for CRM telcos need to prove that investment will result in

early ROI. The metrics to justify a CRM project must focus on cost reduction so the
business case in both revenue growth and cost avoidance means selling more and
improving operational efficiency in areas such as order provisioning.

CRM Market Spending

Around thirty percent of telcos surveyed by Forrester Research expect to spend less
than US$5 million on CRM in 2003*. Over the last two years, more than 90% of all
carriers have implemented a CRM system or have initiated a strategic plan to do so.
*Source: Forrester Research

(us$) 2003
<$5M 30%
$5M-$10M
$11M-$20M
$21M-$30M

>$30M

35%

Can’t disclose



Problems not addressed

by CRM vendors*

*Source:
Telecom's CRM Integration Challenge,
November 2001, Forrester Research

Easier integration

Other

Why Does CRM Fail To Deliver

Despite telcos’ progress on CRM deploy-
ments, a host of challenges have derailed
or limited the scope of CRM implementa-
tion projects that have resulted in the sys-
tems failing to deliver the target objec-
tives.

The biggest challenge has been to get
CRM systems to integrate with support-
ing legacy applications. Such integration
problems have driven up costs and
caused implementation delays while
generic CRM solutions have either failed
to meet their needs or required expensive
customization. With many telco services
having 24/7 availability, carriers that
implemented their own CRM systems
have also confronted critical problems
such as how to transfer their subscriber
base and continue to deliver services
without disruption.

Most telcos simply do not understand the
strategies and underestimate the tech-
nologies needed for a fully integrated
CRM solution that provides the “360
degree view” on the customers that they
are demanding. As a result, many CRM
systems have been built on fundamentally
flawed foundations. The integration prob-
lems encountered with legacy applica-
tions cannot be overcome by CRM sys-
tems. The conventional approach to OSS
and BSS has been based on separate
products and locations and this limits a
telco’s ability to provide customer support
for services such as online ordering or
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checking service availability. CRM sys-
tems cannot act as a front-end interface
to provide data, trouble tickets, and call
detail records when the data is resident in
perhaps hundreds of legacy systems.

While they can have links to interact with
OSS and BSS, CRM programs do not
have sufficient intelligence to handle inter-
actions with other systems. For example,
they do not have the cross-system intelli-
gence needed to translate an order into
its component parts and then pass order
instructions to other systems to provision
a service or product. Equally, if a provi-
sioning system rejects an order instruc-
tion the CRM can only relay the message
and is incapable of determining the rea-
son using network management tools or
resolving the problem by reconfiguring the
original order.

Because of the investments required,
implementation has focused on technolo-
gies and processes while issues such as
cultural impact and information inter-
change have not been properly
addressed. Now that many telcos have
the basic CRM technology in place,
remaining system integration challenges
need to be addressed supported by
change management to get the right
methodologies, training and customer-
centric culture hard coded into the organ-
ization.

Telcos should realize that the goalposts
are continually moving with customer
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interconnected with
other enterprise
support systems
via an integration

platform

expectations on the increase and continuing pressure to drive down front-office costs
while improving productivity. This situation can lead to initiatives to chase after the latest
trendy solution, disregarding the fact that CRM has been poorly implemented.

Indicators of poor CRM implementation include: CSRs having to multitask with multiple
applications, increased error rates, lack of procedures, extended training times, too
many hand-offs due to lack of automation, poor morale/job satisfaction, high staff
turnover and increasing numbers of customer service calls and complaints.

What Are The Solutions?

Only when realistic target objectives have been established can CRM be integrated in
line with brand and service strategies and be capable of meeting customer expecta-
tions. CRM will not deliver target objectives over a full range of services and delivery
channels without a complete overhaul of the front- and back-office infrastructures. To
achieve this, telcos must broaden their efforts beyond CRM and build an enterprise-
wide integration platform that can mediate between operational, biling, and customer
systems.

CRM needs to be interconnected with the other enterprise support systems via an
integration platform capable of supporting all the required operating environments and
masking any legacy system problems by enabling seamless transactions with back-
office systems.

A CRM integration platform can:

Make integration cheaper. By standardizing on a single collection of application/integra-
tion servers, the cost of software adapters that need to be built is cut dramatically. With
each system-to-system connection costing around USD250,000, a telco’s integration
costs can escalate very rapidly. With a single integration platform implementation, a
telco will spend the same figure just once to integrate an existing legacy system and
then USD50,000 to integrate each new application.

Enable new services and products. By integrating an entire set of applications new
products and product bundles can quickly be constructed to maintain competitive
edge.

Provide better business intelligence. By helping telcos to extract data from multiple
support systems to feed analysis tools, telcos can gain a better understanding of pro-
motions, products, customer types, and buying patterns.
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Atos Origin's CRM Service Portfolio

We can take you
through process
and architecture
modeling to create a
blueprint for your
CRM solution

CRM strategy for your company, based
on your current organizational capabilities
and the marketplace in which you are
operating. From there, we can take you
through process and architecture model-
ing to create a blueprint for your CRM
solution, before assisting you with vendor
selection and drafting an implementation
plan.

We can then support you as you execute
the plan with staff skilled in all aspects of
project delivery, from project management
and product/technical specialists through
to creative designers and marketing spe-
cialists. We are a true systems integrator,
able to ensure your new CRM processes
are tightly integrated with existing opera-
tional systems to create seamless end-to-
end processes that allow customer needs
to be satisfied quickly and effectively. Our
long experience implementing ERP solu-
tions from vendors such as SAP means
we are particularly well placed to help
companies that have previously imple-
mented ERP to introduce CRM.

Our implementation skills are backed up
by close relationships with the leading
application developers, including: CRM

and sales automation arena suites from
vendors such as SAP, Oracle and Siebel;
analytics and marketing applications from
amongst others, SAS, Teradata and
Epiphany, and customer interaction cen-
ters based on solutions from Avaya,
Alcatel, Genesys and Netcentrex.

Customer relationship management
(CRM) will be increasingly integrated into
CC&B offerings. In the current market-
place, biling must increasingly become
integrated with customer care, CRM and
marketing in order to support the
increased emphasis on customer seg-
mentation, cross-sell and up-sell oppor-
tunities in order to assure revenues.
CSPs’ challenge will shift to implementa-
tion and integration of the CRM-associat-
ed internal processes with the back-office
systems in a way that supports their
business targets and maximizes rev-
enues. Amdocs leads the market with its
billing solution integrated with
ClarifyCRM, which was purchased earlier.

Since the key to effective CRM is migrat-
ing your "best" customers from mere sat-
isfaction through loyalty to the stage

where both customer and supplier derive
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optimal value from the relationship, we
have developed our own platforms to
support loyalty programs and customer
portals, allowing extensive services based
around these solutions to be deployed
quickly. Atos Origin is uniquely positioned
to coordinate the segmentation, position-
ing, and branding aspects of a loyalty
program with the business processes
and IT infrastructure needed to deliver it.

We have implemented and are running
customer loyalty programs for a number
of high profile customers in the mass
retail and oil & gas sectors. We have par-
ticular expertise in designing, building and
operating customer interaction centers
capable of handling communications
through a wide range of media types.
This expertise has been gained through
our experience of running customer inter-
action centers on behalf of clients which
currently process some 40 million calls a
year across Europe. Our call center oper-
ations are just one example of the range
of managed services and ASP options
we offer which allow you to hand over the
day-to-day management headaches of
running these solutions once they have
been implemented.

Atos Origin has worked on CRM and loy-
alty systems in both B2C and B2B mar-
ketplaces with an extensive list of major

clients including: O2, Cisco, Peugot,
Kuwait Petroleum, Brewer Carlsberg,
Essilor, Interpolis, Mobistar and Accor.

Conclusions

Customer Relationship Management is
an issue that every company, large or
small, must tackle in some way. Handled
well, a CRM strategy can deliver signifi-
cant benefits for companies and cus-
tomers alike. Yet, experience has shown
that developing and implementing a CRM
strategy is fraught with pitfalls and that
many companies end up wasting scarce
resources on projects that disappoint
rather than delight customers.

To steer your way through this minefield,
you need support from an experienced
partner who has a clear understanding of
the philosophies behind CRM and the
implementation methodologies that suc-
ceed - as well as the CRM technologies
that can be used. Atos Origin focuses on
all four stages of the CRM lifecycle to
ensure you will progress beyond simply
planning, interacting, and processing to
leveraging your investment in CRM
processes and solutions. Our "design,
build, operate" approach can help your
company make the journey from initial
concept to optimal customer experience
and our track record of successful client
projects speaks for itself.
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