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PREFACE

ustomer Experience Management (CEM) is a vital part of modern

business. This is especially true in highly competitive markets such as the

telecommunications industry.

Businesses operating in the
telecommunications marketplace can
no longer afford to overlook CEM.
Within this whitepaper we will take

a look at what CEM actually is, and
how the ROl is reached following the
deployment of a CEM solution. We will
define how CEM can be applied to the
telecommunications industry and the
benefits it can bring. We will introduce
several case studies to demonstrate
how SandSlIV, has helped providers

become better equipped to tackle
their CEM needs.

‘ We will define how CEM can be
applied to the telecommunications
industry and the benefits it can bring.”
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CUSTOMER EXPERIENCE
MANAGEMENT (CEM)

ustomer Experience Management is the name given to a set of methodologies

and techniques which are designed to manage the experience of the

consumer across multiple channels.

The ultimate goal of CEM is to improve
the customer experience to generate

an increase in revenue by capturing a
larger market share. A well implemented
CEM solution can also help to lower
overheads. The better a business can align
its operations to accurately match what
customers want and expect, then the
more effective and efficient the business
becomes. (Cesconi, Customer Experience
Managemet that Improves the Bottom
Line: A Framework for Implementing CEM)

By raising the overall quality of the
customer experience the enterprise

is able to generate increased levels of
customer loyalty, and glean a greater
share of the customer wallet. Customers
are instinctive animals; they will naturally
favor vendors of products and services
who provide them with a good customer
experience. (Cesconi & Weiss, The
Customer Experience Management
Business Case)
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The positive effect upon the loyalty of the
customer which a well implemented CEM
solution can provide is key to finding the
ROI. Quite simply, the higher the level of
loyalty a customer has towards a business
or brand, the more likely they are to
purchase the products or services which
the company vends. Emotional customer
loyalty correlates verifiably with customers’
purchase behavior: emotionally loyal
customers buy more often and higher
qguantities. (Detecon Consulting, 2010)

Historically, the majority of businesses
considered Customer Relationship
Management (CRM) to be the best

way to ensure that customers were
satisfied with the product or service the
company provided.

However, CRM has major limitations, most
notably the narrow focus of concentrating
solely upon the business processes driving
customer interaction. CEM differs from
CRM by how every customer touchpoint,
of which those managed by CRM are but

‘ ‘ The higher the level of
loyalty a customer has

towards a business or brand,
the more likely they are to
purchase products or services.”

a subset, combine to create an overall
customer experience. In effect, CEM moves
the focus from the business on to the
customer; CEM is a far more customer
centric solution than CRM.

Customers deal with the business in many
different ways, and via multiple channels
including retail outlets, ecommerce sites
and other direct sales conduits such as

the telephone. Each of these channels

will combine to form the overall customer
experience. The customer experience is
affected by every stage of the customer
lifecycle, from walking into a retail store,
asking questions of the sales staff, the actual
purchase transaction to aftersales support
(using the retail sales model as an example).
Every single touchpoint between the
customer and the business forms part of the
customer experience, however fleeting.
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The goal of CEM is to ensure that the
outcome of interactions across the
whole combination of touchpoints create
a positive customer experience. CEM
techniques aim to maintain the customer
experience even if negative influences
exist, such as an item being out of stock
(again using the retail sales model as an
example). Put simply, CEM aims to turn
every customer into a satisfied one to
boost brand loyalty.

A well implemented CEM solution can
achieve a significant ROl in the mid to long-
term. This is achieved through a variety of
benefits which include:

e Greater customer retention and
decreased customer churn

e High share of customer wallet

e Increased product/service
reach through customer
recommendation

e Reduced cost of new
customer acquisition

www.sandsiv.com @
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‘ ‘ The goal of CEM is to
ensure that the outcome
of interactions across the whole

combination of touchpoints create
a positive customer experience.”
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RELEVANCE OF CEM FOR THE
TELECOMMUNICATIONS MARKET

elecommunications companies rely upon the lifecycle of the customer to

generate revenue, and for this reason the customer experience is naturally

very important.

Telecommunications businesses are in
a tougher situation than other lifecycle
based businesses such as banks, due
to the very nature of the service they
provide. A bank is only really ever
judged at the time of transaction, across
a clearly definable set of touchpoints.
However, a telecommunications service
is under scrutiny 24/7. Any degradation
in the service is noticed immediately,
and by a whole section of consumers.

The telecommunications industry is also
very competitive, being almost entirely
price driven at a consumer level. If we
add to this already complicated market
environment by introducing the fact that
telecommunications technology changes
frequently, meaning products need to
be constantly refined and developed

to encapsulate recent advances in
technology, then we can see that a
telecommunications company is primarily
a customer lifecycle based company,
which displays aspects which would
normally indicate it to be a retail type

of operation. Managing the customer
experience for a telecommunications
company is therefore highly important.

Telecommunications companies face
major challenges not associated with
other market sectors. When compared
with other service sectors such as
retail, hospitality and financial services,
telecoms fare badly. (Venka)
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Telcos do have one major advantage over
other lifecycle companies, as they are
almost always immediately made aware
of any interruption in their service. What
the Telco needs to do is deploy a method
of Customer

Experience Management which deals with
this negative situation in a way which
best retains brand loyalty. (Cesconi, CEM
in the Telecommunications Industry,
2011). Every telecommunications
company knows exactly when the service
they provide is failing, and when their
customers are receiving a less than
optimal service. Should the company
decide to implement a CEM solution, it
will be able to utilize this kind of early
warning of degradation in service to
proactively deal with customer issues.

By their very nature, telecommunications
companies open up additional
touchpoint channels, as part of the
service they provide, and as technology
advances. Telecom operators are
opening up more and more product and
service offerings for their customers;
and these customers are experiencing
and perceiving them through new and
emerging touch-points and channels,
especially through social media.

(Lee, 2009). Any telecommunications
company which does not exploit its

www.sandsiv.com @

own technology as a vehicle for CEM is
overlooking a valuable tool which would
take little investment to utilize.

However, this type of emerging telecoms
technology can be a double edged sword
with regards to quality of service. For
years, consumers have been accustomed
to a phone service and TV service that
generally worked. Many new services
being introduced by telecoms, such as
VoIP and Internet Protocol TV (IPTV), will
serve as substitutes for existing services
with extremely high customer familiarity
and expectations. (Jupiter Research, 2007).

‘ ‘ Any telecommunications
company which does not

exploit its own technology as a vehicle
for CEM is overlooking a valuable tool.”
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However, telecommunications
companies are uniquely positioned

to utilize technology to deliver an
exceptional customer experience. The
best customer experience is one that
matches customers’ inherent tendencies,
and customers tend to understand their

telecommunications company as a single,

coherent company. (Yeats, 2007). This
experience needs to be captured across
every major touchpoint the enterprise

enables as part of the service it operates.

This includes social media enabled
websites, SMS and MMS messaging and
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other communications channels which
telecommunications companies have

the available technology to implement.
Put simply, where companies operating

in other market sectors need to invest
heavily in technology to begin to

operate across these kinds of channels,
telecommunications companies have a
head start, as the technology is intrinsic to
the operation of their core business.
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Care about your customers

or someone else will...!

Cablecom is a UPC Broadband provider.
It is the largest cable network operator in
Switzerland, providing a range of services
including both broadband internet and
cable TV as well as traditional landline
telephones services and a cellular
network. The total customer base is in
excess of two million.

Cablecom faced several problems with
regard to customer loyalty and brand value.
Most of the problems seemed to stem from
the ineffectiveness of its customer care
department. The main issues were:

e The overall low level of efficiency
displayed by the customer care
department as a whole.

e No reliable way to measure
the performance of third party
customer care providers.

www.sandsiv.com @

e Alow level of customer satisfaction
following interaction with the
customer care department.

e No simple way to judge the
customer care contribution made
by individual customer care agents.

SandSIV were able to discern several
ways in which a CEM solution would help
Cablecom, these were:

1. Implement a system to capture the
voice of the customer automatically
after each customer care interaction

2. The possibility to allocate the
interaction to a specific agent,
department, internal or third
party customer care team

3. The possibility to create a
dashboard with specific KPIs

4. The possibility to drill down
in the dashboard identify
specific teams or agents

“With SandSIV we receive a daily pulse of our customer satisfaction that
can be drilled down in any detail: third party call centers, operation
region, call center team, customer interaction type, and many more!”

André Kuenzler
Cablecom Gmbh Director Customer Care
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By harnessing the power of Customer
Feedback Management (CFM) the SandSIV
team has been able to deploy a solution
which measures and collects feedback

in real time. Feedback is gathered across
multiple channels, and is ready for analysis
and interrogation within 15 minutes. Each
KPl is then measured using a Norton
Kapplan Balance Score Card model, a
specific card being assigned to each agent

and each team at the call center. upc Cablecom

The resulting CEM system enables the
business to drill down from high level ‘ ‘ The resulting CEM system
KPI, to specific agents; this is achievable enables the business

on a daily basis. The findings gleaned are
shared with the rest of the business using
an Oracle reporting platform.

to drill down from high level
KPI, to specific agents.”
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Manage the life cycle

Customer Experience

France Telecom and the associated
brand Orange, is one of the largest
telecommunications companies in the
world. France Telecom provides a full
range of telecoms services including
broadband and mobile internet, television
and telephone, to over 130 million
customers. This makes Orange (France
Telecom) the third largest European
provider of both broadband internet
and cellular communications in both the
consumer and corporate marketplace.

Orange was looking for a way to measure

the mood of their customers. They them in positioning themselves as the
needed a flexible and scalable solution “best loved communications brand”. The
to enhance the group'’s customer solution would need to support tactical
engagement and business transformation objectives and enable:

strategy. Orange wanted to close the loop
and engage their customers more fully.

Orange needed a solution which would
strategically support the brand and aid

“During the months | have been working with SandSIV,
| have been very impressed with their commitment and dedication
in bringing our CEM strategy to life.”

Peter Crayfourd
France Telecom Group Head of Customer Lifecycle Experience
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1. Reduction of operating costs
2. Inrease in revenue
3. Reduce the level of customer churn

4. Increase customer satisfaction in the
Orange brand

CustVox presented an entirely “out of
the box” solution with regard to the
mechanisms for capturing feedback and
producing valuable business insights in
the form of reports, developed around a
bespoke user interface.

Following a two month roll-out process
of the pilot system, Orange were able to

begin highlighting consumers who were
unhappy, much earlier in the customer
lifecycle than they were previously. Within
a short six week period they were able

to typically improve their Net Promoter
Score (NPS) from 1 to 7 points.

orange”
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Is early churn killing your bottom line?
Kabel Deutschland (KD) is the largest
cable operator in Germany. They provide
a range of telecommunications products
including digital high definition (HD) TV,
analogue TV, and broadband internet as
well as fixed line and cellular telephone
(via a trading partner).

The biggest problem faced by Kabel
Deutschland is that of customer churn.
Customers move on to another provider
for a variety of reasons, and not always
cost influenced ones. Operating within

a subscription based business model|,
Kabel Deutschland is losing revenue every
time a customer moves away. It has been
estimated that customer churn cost the
cable industry around $4.4 billion in 2006.
Churn is a big issue.

The immediate opportunity which was
highlighted by CustVox was to analyze
the life cycle of the average Kabel

www.sandsiv.com @

Deutschland customer, and discern the
parameters which define the group of
customers which were

likely to churn during the early stages of
their life cycle. Specifically, discovering
indicators of the key problem group of
customers which churn within the first four

“The SandSIV feedback system has saved us 80% over manually
handling feedback ourselves which translates to hundreds of
thousands of Euros a year as well as giving us an opportunity to
build a more positive relationship with our customers.”

Christian Tausend

Kabel Deutschland Business Performance Management
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weeks, as these have an entirely negative
revenue position, with the business never
recovering the acquisition costs

By implementing the SandSIV Customer
Feedback Manager (CFM), data has been
gathered pertaining to customers within
the first week of their life cycle. This has
enabled Kabel Deutschland to highlight
customers who are at a high risk of
churning and attempt to recover them.

By implementing the SandSIV CFM
solution, and using predictive analytics
based upon feedback gleaned, Kabel
Deutschland has been able predict
possible problem customers who are
more likely to churn early in their life

cycle, and have deployed a special team
which focuses upon recovering and
retaining this customer group.

Kabel Deutschland
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ABOUT SANDSIV
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andSIV enables world leading companies to gather superior customer

intelligence. Through its purpose-built modular SaaS solution and expert

Customer Experience Management (CXM) and Voice of the Customer (VoC)

consulting, SandSlIV is a recognized global leader in VoC and CXM. SandSIV solutions

directly contribute to increased operational efficiency, help accelerate business

performance and provide measurable impact on revenues and the bottom-line.

SandSIV operates globally and specializes
in the following industry verticals:
Automotive, Entertainment, Financials,
Hospitality, Media, Retail, Telecoms,
Transport and Utilities. The company

is headquartered in Switzerland with
representative offices and distribution
partners across EMEA.

SandSIV empowers its clients with the
ability to understand their customers
faster and more intimately than their
competitors and to utilize customer
intelligence to drive continuous
improvements within their organization.

By closing the gap between their
customers’ expectations and the delivery
experience, SandSIV provides its clients
with a complete VoC solution to support
a holistic CXM business strategy. SandSIV

enables a real business transformation
towards a customer-centric business
model - underpinned with our passion to
deliver superior customer intelligence.
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