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Introduction
Telcos have had empirical data about their customers and the networks supporting them for
decades. This information has, unfortunately, often remained isolated in different parts of the
business and never brought together to address the ultimate goal of driving better customer
experience, reducing churn, customer satisfaction and the long-term securing of the industry.
As a consequence, telecoms businesses have failed to become Data Driven and now face
growing competitive threats and the associated pressure of business decline.
This paper considers the current and evolving situation for the world’s telcos and how data in
its many and varied forms can provide a vital link to building a stronger future for the telcos
themselves. This is achievable by predicting customer churn, proactively managing network
performance, capitalising on infrastructure assets and most importantly, underpinning
customer experience in the many emerging new business models of the digital world.

Background
Telecoms has evolved from a self-contained industry linking households and businesses via
telephony into a multi-service sector supporting individuals, households, businesses and
now myriads of devices and sensors – which go to make up the Internet of Things (IOT).
Technological advancements, competition and regulation (in different measures depending
on where you are) have all contributed to a more dynamic sector over the last 20 years.
Margins under the older regime were in the high 40s percentage points. Voice was the
anchor tenant service until the advent of fixed and mobile broadband. At the same time, the
explosion of devices using the telecoms infrastructure diversified the volume and types of
traffic flowing across the networks.
Traffic levels across the fixed and mobile networks are accelerating due to:
§

The growth in smart devices supporting multiple applications for the world’s 7 billion
people

§

The explosion of video especially on mobile devices creating over 70% of the traffic
on the network

§

The advent of literally trillions of sensors feeding data onto the world’s networks over
the coming years as part of the Internet of Things (IOT)

Telecoms is now also emerging from its self-contained category to be part of the digital
landscape. The complex digital picture means that capturing, managing and utilising data
becomes vital.
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This all sounds an ideal and revenue enhancing scenario for the world’s telcos. So why are
telco revenues not expanding exponentially? Some reasons come from the telecoms sector
itself whilst others come from the broader marketplace in which telecoms now plays a key
but not dominant role:
§

Competition between fixed and mobile networks to be the customer’s main carrier of
choice

§

Separation of content from connectivity with the OTTs taking significant value away
from the telecoms sector

§

Regulation imposing restrictive practices on the telcos such as controlling roaming
charges and termination rates, while their internet peers appear free to adopt more
aggressive customer practices.

As a consequence, revenues from the new broadband market are flattening and indeed
shrinking in some markets. Telcos have various options in terms of future business
models:
§

Full service provider: addressing consumer and business markets through content
and applications as well as connectivity

§

Broadband provider: withdrawing from the wider digital retail market to focus on
fixed and mobile connectivity and associated bundles

§

Wholesale player: focusing on building and managing networks - working via
partners and channels and not selling directly to consumers or businesses

§

Hybrid player: blending wholesale and retail activities (avoiding channel conflict)

§

Background digital enabler: providing connectivity, data centre and data services
to support the digital value chain on partner’s terms.

The OTTs such as Google, Amazon, Skype, Spotify have all found global positions which
give them scale compared to the nationally anchored telcos. They benefit from the
infrastructure investments of the national telcos whilst disrupting the business models of the
telcos themselves, as well as those of former bricks and mortar businesses such as retail
and manufacturing.
Ironically, connectivity and data has never been as important as it is today, but revenues
from that connectivity are being driven downwards. For the telcos to expand into new areas
they need to fundamentally re-engineer their business models, recalibrate revenue
expectations and re-evaluate the many ways they need to work with technology partners in
the ecosystem and leverage their data assets more profitably in the aspiration of becoming
Data Driven.
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Leveraging exploding data / traffic patterns to drive profitability
The predictable days of limited telephony markets have now been replaced by the mobile
centric device world, with WiFi originated, video-dominated traffic patterns. This is further
complicated by social media with their embedded data and applications. These are visible to
the network but the increasing tendency towards encryption also brings so called dark data
into the mix.
The sheer volumes of data traffic being driven from the billions of devices now connected to
the networks via cellular and WiFi, as well as via the fixed broadband networks, is
staggering. Ericsson’s Mobility report and Cisco’s VNI index both show Exabytes of data
growing at more than 50% every quarter.
Add peer-to-peer traffic resulting from IOT deployments to this broadband scenario, and the
picture soon presents a vast array of structured and unstructured data passing through
different networks, data centres and devices as part of its journey. How does the telco
leverage this data asset to drive profitability?
Unlocking the value contained in this data is the key to the future not only of the telcos, but
also of the broader digital economy as a whole. Analysis of data in one area would have
been the aim in the past. In the future, bringing disparate data sets together from adjacent
areas will be one of the keys to true value added. This will require multi-disciplinary
knowledge as well as a more open-minded approach from the people who ‘own’ the data.
In many ways, this analysis of the different data flows throughout the telecoms industry is
indicative of the radical transformation required. No longer can telcos dictate the game, but
they now need to work to a new set of rules, often created by new entrants from the OTT
community. If the telcos position themselves correctly, they can leverage their somewhat
curmudgeonly personalities and become the trusted uncle of the digital data era. This will
enable the telco CSP to take advantage of traffic pattern data assets to support and enrich
the end customer experience.

What are the key data sources?
There is no one size fits all when it comes to describing the sources of data, let alone how
different telcos have implemented their data gathering structures. Telecoms has evolved
very differently in every country around the world based on the size of the organisation,
regulatory environment, competition technology and many more factors. The difference
today, as data architectures and science evolve, is that a broader set of data sources feed
into the data lake out of which the key data nuggets will emerge. Sources of data today can
be summarised as follows:
§

Client profiling data location: preference buying behaviour

§

TV viewing habits: stretching the telco understanding by including viewing
preferences across the broadening set of broadcast, catch-up, OTT services
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§

Call centre and IVR: records of interactions when a customer contacts the service
provider via their channel preference (actual call, chat, email, IM)

§

CDRs, XDRS: the traditional Call Data Records and records tracking use of data
rather than the formerly voice only flows

§

Social: all the activity across the widening range of social networks relating to a
customer’s preferences, activities, complaints

§

Network data: showing routing and traffic activity to identify weaknesses in the
network and help investment planning

§

Deep Packet Inspection (DPI) information about browsing: not always legally
permitted but technically possible to understand the types of traffic on the network
and shape the network accordingly

§

Network events, alarms: the more traditional events that telcos have tracked for
decades

Why haven’t the telcos leveraged these multiple data sources in the past?
This is the question that most outsiders ask when discussing the telco and their lack of
progress when it comes to exploiting the wealth of data available to them. Some of the key
reasons for this failure can be attributed to:
§

Organisational: LOBs typically would not share their customer information with other
LOBs. Analysis was often finance driven and hence didn’t make it to the marketing or
product people let alone R&D

§

Technical: telcos have built a labyrinthine mass of systems and processes around
the multiple networks and offerings. Streamlining these to a few hundred, or even
less, will be essential to ensure the integrity of data around customers

§

Privacy/Regulatory: usage patterns have been available to the telcos for decades but
haven’t been exploited, whether for lack of awareness of its value, respect for
customer privacy or fear of regulatory sanctions,

§

De-merger / merger cycle complexity. Multiple, often duplicate systems and functions
exist in major telecoms organisations today as a result of M&A activity which is often
difficult and costly to unite.

Whatever the reasons for this absence of activity on the integrated data front, telcos must
break through these barriers and drive trusted data about their customers, their interactions
and the impact on the network.
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For the first time the telco now has the possibility of looking across the full value chain, from
the device in peoples’ hands, down into the bowels of the network and the data centre to see
where flows are happening, how volumes are growing and, most importantly, where
problems might arise and proactively take action to avoid them. All of this, leading to a better
organised telco, better information about products in the portfolio and ultimately the customer
experience. Furthermore, with connectivity playing a pivotal role in the broader customer
behaviour, a well-defined data set from the telco perspective can more easily be integrated
with other data sources from 3rd parties whether financial, legal or social to add broader
value to ‘society’ and business.
Given current position on Net Neutrality and security, customers are wary of how much
telcos and other suppliers know about their activities. The service provider mentality has to
change to one where the customer benefits from this data intimacy. The OTTs such as
Google and Facebook exploit their customer information, anonymised or not, to improve the
overall search, advertising or social interaction. Telcos need to establish the benefits of
being connected in a particular location (context) in order to show their value over and above
basic connectivity.

The Scale Of The Issue
The coining of the phrase Big Data and its associated analytics could have been made for
the telecoms sector alone.
The 5 billion people now using mobile devices on the planet, the 10s of billions of Things and
the trillions of sensors collecting and disseminating data about our increasingly digital
lifestyles all fuel the Exobytes of traffic flowing across the world’s broadband networks and in
and out of the data centres supporting the increasingly transactional nature of the world
economy.
Retrospective analysis of activities was the norm for telcos. This has to now shift to be real
time or pseudo real time in order to support the business. The challenge is to bring the
subsequent sets of data, structured and unstructured, into a facility where a combination of
data scientists, their algorithms and machine learning can expose the greatest insights.

The Integration Challenge
Telcos cannot instantaneously build data-things to the same scale as the OTTs overnight.
They need to use cloud, open source and 3rd parties to help them build parallel data-centric
approaches whilst migrating their legacy systems to a more virtualised platform. Data from
proliferating sources is causing strain on traditional legacy tools and a Bimodal IT approach
is being developed to maintain legacy whilst providing agility for the growing digital channels.
It is only when integrating the legacy context data with the real time agile data that Telcos
can really build back a competitive position.
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Becoming Data-Driven. The Revenue Potential and the Future
With more open market dynamics present for the telcos in the future, driving revenue and
performance will become even more critical when it comes to investments around
opportunities like leveraging of data. Unfortunately for the telcos this is not an either/or
investment decision.
Whichever of the future scenarios the individual telcos face, they have to invest heavily in
driving the right behaviour both internally and externally based on an understanding of the
data sources flowing around the extended digital infrastructure. All parties in the digital
ecosystem acknowledge that data is the business weapon of the future. Understanding
critical business flows and decisions to be made around execution must be based on the
most up to date and often real time data.
No doubt telcos have missed the boat on the first wave of data-driven markets as the OTTs
disrupt many business models with their offerings. The coming waves will be more complex
and require a strong, trusted brand at the heart of the eco system. There is no reason why
the national and multi-national telcos shouldn’t be that trusted party. This doesn’t always
mean that they will be driving the digital value chain all the way down to the customer, but
that they will play a vital supporting role in identifying data sources, furbishing partners with
information to improve business flows and customer experience.
As consumers use more and more screens for consuming daily content and as businesses
go more digital, the tracking, monitoring and optimising of these flows is what will support
business and drive customer behaviour.

Telcos must:
§

Identify the key data source flowing across the different networks and processes
touching all customers

§

Exploit the opportunity to derive insight from the plethora of data available to help
drive innovation within the business

§

Support a Bimodal IT approach to promote real-time data agility in digital channels

§

Build a strong integrated approach to data management whilst leveraging future proof
tools that are not tied to growing data volume

§

Focus on building a single catalogue for products but also need a common data
model to provide a single point of reference for dealing with customers and network
issues

§

Furbish all ecosystem partners including customers with appropriate data

§

Feedback data to customers to help their decision-making and not keep it in a closed
loop

§

Don’t let data/information slip through the system as a result of slack process
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As pointed out previously, there is no parallel revenue growth with the explosion in traffic
and data volumes. The value to the business will be captured in a diverse series of
ways:
§

Optimising the network, its maintenance and evolution with new services:
reducing truck rolls and inefficient use of human and technology resources

§

Churn reduction: identification of patterns of behaviour from different customer
segments to reduce tendency to churn and build long-term customer lifetime value
rather than the crude Average Revenue Per User (ARPU)

§

Real time proactive intervention: with TV viewing habits across multiple devices
comes the opportunity to proffer additional content, applications and services from a
recommendation engine

“Biggest value is making the customer experience better”
CXO, major telco
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Summary
§

Knowledge of customer behaviour must be coordinated and integrated in order to
allow all Lines of Business (LOBs) to work across formerly separate business lines to
support the customers directly or indirectly.

§

Telcos must move away from the retrospective siloed perspectives of the past and
build a data architecture which allows the free flowing of information across all
elements in the extended digital infrastructure to all internal and external parties.

§

Telcos are moving towards real time analysis of customer data both around
traditional voice and broadband activities but increasingly around television and other
video viewing and consumption habits. The availability of a single trusted source of
data about the customers’ activities and the impact on the network will be vital to
securing this business

§

Opportunities exist for telcos to rethink their data strategies, educate all Board
members as to the value of data and create a more open data rich business
atmosphere.

§

The addition of TV and digital video content to the telcos mix brings new real time
demands in terms of data analysis and actions around customer choice and
underpinning the customer’s experience.

§

The overall approach to data should be a partner play and not something a telco can
do purely in-house. Leveraging the services on offer (often on an on-demand basis)
will help telcos shift gears into the digital world

§

At the top of the organisation, all Board members need to be data savvy and always
thinking of the next play based on the data sources available to them

§

Telcos have an opportunity to ride the next wave in the digital revolution but must
invest now to allow this to happen.

§

A data-driven architecture and decision-making process will allow the telcos to adjust
their services to fit in with all future shifts in consumer and business markets whether
that is IOT, Virtual Reality or some future phase of artificial intelligence and its impact
on the world. This may also include changes in the regulatory regime impacting a
particular market. After all, the inexorable growth of data traffic and lack of associated
revenue will bring this issue to the fore at some point.

§

Data points have been abundant throughout the history of the telco. Volumes are
only exponentially increasing. The goal for all telcos is to build a platform suitable for
extracting all permutations of data sets, integrate them in real time in order to support
decision-making.

§

Most importantly, they need to create a trusted single data set with the feedback
loops to customer to reduce churn and raise the levels of customer experience in the
future multi-play world of individuals, households and businesses.
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About Talend
Talend’s integration solutions allow data-driven organizations to gain instant value from all
their data. Through native support of modern big data platforms, Talend takes the complexity
out of integration efforts and equips IT departments to be more responsive to the demands
of the business, at a predictable cost. Based on open source technologies, Talend’s
scalable, future-proof solutions address all existing and emerging integration requirements.
Talend is privately-held and headquartered in Redwood City, CA. For more information,
please visit www.talend.com and follow us on Twitter: @Talend.

About Lewis Insight
Chris is a highly regarded and experienced Telecoms Industry Analyst covering the depth
and breadth, demand and supply of the ICT sector on a global basis for 30 years. He is one
of the few industry analysts who can draw together the many varied technology and
business components helping shape telecoms in the context of the future digital
marketplace.
With a reputation for honest, sometimes irreverent, insight built on unparalleled
understanding of industry evolution and dynamics, Chris is proud of long term key
stakeholder relationships developed around the world with leading players. He has
accumulated a vast network of contacts in the analyst and consulting communities from
tenures at IDC, Logica, Yankee Group and Ovum.
For more information, please visit www.lewisinsight.com, follow Chris on Twitter:
@chr1slew1s, or email chris@lewisinsight.com
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