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Survey methodology

> Independent global survey commissioned by Amdocs

y gy

> Independent global survey commissioned by Amdocs 
OSS Division from Coleman Parkes Research

> Over 125 interviews comprising major> Over 125 interviews comprising major 
telecommunications companies - wireline, wireless and 
cable providers 

> Typical respondents were Director of OSS, CIOs, COOs 
and Product Managers

> All regions covered: Western Europe; Eastern Europe; 
Far East, Asia Pac; Middle East: Africa, North and South 
A iAmerica

> All interviews undertaken in February 2008
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Agenda

> A view of the market> A view of the market
> What are service provider priorities?
> How is time to market changing? And what is the impact?> How is time to market changing? And what is the impact?
> What are the constraints and challenges to faster, cost-

effective time to market?effective time to market?
> Possible solutions 
> Conclusion what have we learned?> Conclusion – what have we learned?
> Q and A 
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Fast moving, competitive marketg p

Over 50% of operators see the number of new products increasing

Multi media / content driven services 
over fixed and mobile networks54

62%VoIP

Service rollout plans

Competition from new generation of 
Web 2.0 companies such as Google 
and Skype

50

24
17

44
Mobile Internet

iPod and mobile
synchronisation Now Next 5 years

An ever more sophisticated and 
disloyal subscriber base

F t i d t d i

27

46

22

61%

Music via mobile

Broadband/IPTV

Fast moving – product and service 
package offerings may last only a few 
days

49
47
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Mobile messaging

Source: Coleman Parkes survey, 2007

More than 25 years for the television to reach 30% of U.S. households
Only 5 years for the Internet to reach a similar penetration rate
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After 2 years of operation, YouTube streams > 100 million videos per day
Source: Ovum, 2007



Customer experience is the #1 issue to 
address over the next few yearsaddress over the next few years

65

91

Network evolution

Customer experience/satisfaction

Per Cent

72

65

Business process transformation

71

OSS federation (single point of

BSS/OSS integration

68

56

OSS transformation

OSS federation (single point of
access for processes and data)

65
COTS – flexible, open, standards-

based software across the
BSS/OSS stack
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Differentiation is focused on customer 
experienceexperience

91
98
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90

100 Per Cent

71 74
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Speed of new
product creation

Variety of
offerings

Time to deliver
service (order to

bill)

Quality of service Cost of service Customer
experience
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bill)

Source: Coleman Parkes survey, 2008



Time to market is important – because 
it impacts customer experience

100

it impacts customer experience

80

90

100
Per Cent

96% of respondents confirm rapid time 

59
60

70

80 % p p
to market is important in providing a 
competitive customer experience

3840

50 75% expect a reduction in time to 
market to reduce customer churn

20

30

2 1
0

10

Very Important Fairly Important Fairly unimportant Not at all important
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Source: Coleman Parkes survey, 2008



Yet a gap remains between aspiration 
and reality

100 C t T t

and reality

80

90
Current Target

67% of companies say the length 
of time is static or even increasing  
(65% in 2007)

60

70
60% of respondents state that the 
challenges outweigh their ability 

35
42 42

40

50

c a e ges out e g t e ab ty
to make significant improvements

25

35

24
1820
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0

10

Less than 3 months 3 – 6 months 6 – 18 months More than 18 months Unsure but too long
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Less than 3 months 3  6 months 6  18 months More than 18 months Unsure but too long

Source: Coleman Parkes survey, 2008



There is significant bottom line impact

140

g p

Average impact of time to market on product profitability

130

140

27% report missed launch dates

Only 7% are achieving early launch dates

110

120

90

100
1 Month Early 3 Months Late 6 Months Late

80

90

Based on average Year 1

Potential missed revenue 
of up to $33 Million *

60

70
Based on average Year 1 
revenue of $100 Million
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* McKinsey report states that if a product is 6 months late an average of 33% profit is lost, whilst 1 month early can add 12% profit



Key factors that impact cost to markety p

Costs are in two main areas – new network and supporting systems

46

Per Cent

64
68

51
46

New technology and equipment

Dual or multi vendor policy for network equipment

Late procurement costs

66
53

57
64

Disconnected, non-standard processes

High number of people and skill levels involved

Deploying new systems and interfaces

47
67
67
66

High levels of customisation required

Complexity of network and system environments

Legacy systems and integrations

47
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Poor data quality
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POLL 1:

> Are your costs of new product introduction:> Are your costs of new product introduction:
> Increasing?

St i th ?> Staying the same?
> Reducing?
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What are the challenges and 
constraints?

100 Per Cent

constraints?
91% recognize a need to invest in 

72
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90
Per Centg

OSS for rapid time to market
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Changes to
systems and
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Project
management
and control

Delivering
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Quality of
S i
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The cable operator storyp y

> Cable companies face more challenges than other> Cable companies face more challenges than other 
service providers
> One third are seeing time to market increase

> As they move outside their traditional markets, 
challenges are increasing
> Need for a tomation> Need for automation
> Legacy system integration
> Poor data qualityq y

> Cable operators identify BSS/OSS integration and OSS 
transformation as the important issues in addressing 
ti t k ttime to market
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OSS – part of the solution?p

> Clare McCarthy of Ovum says> Clare McCarthy of Ovum says
“Operators recognise the need to address time to market on a 
number of fronts:
> Converge multiple access networks on one> Converge multiple access networks on one

IP-based network
> Ensure a centralised product catalogue
> Deliver new products and solutions on a

predefined set of reusable capabilities
> Enable more self-help online, including p g

service activation and increased capacity.”

> “It is widely recognised that the first step to rapid> It is widely recognised that the first step to rapid
operationalization is the creation of a common set
of OSS tools that will manage any service an 
operator wants to launch” LightReading 2007
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operator wants to launch  LightReading, 2007



Keeping the complex simple!p g p p
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Areas of ongoing and future investment 
to reduce cost and time to marketto reduce cost and time to market
> 91% of respondents state that investment in OSS is important to reducing91% of respondents state that investment in OSS is important to reducing 

Time to Market - OSS has a direct impact on customer experience and the 
bottom line

Per Cent

75

76

Service ready network and
increased capacity

Customer self service and service
activation

64

76

A centralised product catalogue

A predefined set of reusable
processes and data models

85

81

Process automation

Common tools and processes

79

56

Data quality

Rationalised network inventory data
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Delivering the customer experienceg p
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Delivering the customer experienceg p
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Delivering the customer experienceg p
… they are increasingly focusing on customer metrics, including quality of service, 
speed of delivery, time to market and accuracy of order processing, to differentiate Technology by itself is no longer seen as the source of competitive advantage for CSPsp y, y p g,
themselves from the competition. 

Information Security Level 2 – Sensitive  © 2008 – Proprietary and Confidential Information of Amdocs19



“[There is] blurring between network OSS and BSS. All the 
pieces have to be in sync strategically. Make sure everybody is 
li d d i iti i t th ” L i li CSPaligned and prioritizing together.” – Large wireline CSP

… they are increasingly focusing on customer metrics, including quality of service, 
speed of delivery, time to market and accuracy of order processing, to differentiate p y, y p g,
themselves from the competition. 
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POLL 2:

> Where is your priority for investment in> Where is your priority for investment in 
customer experience over the next few years?
> Front Office (CRM product catalogues call centres)> Front Office (CRM, product catalogues, call centres)
> Back Office (OSS, associated processes)
> N t k di ( l i i d t k)> Network readiness (planning, service-ready network)
> Marketing and Sales enablement
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Service providers caught on the cusp of 
two paradigmstwo paradigms …

On one handOn one hand …
> A need to compete on new terms in a changing 

k t b i t d i l i t f d tmarket by introducing a large variety of products 
– quickly

And on the otherAnd on the other …
> Traditional remit is to deliver high quality 

servicesservices
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Thank you

Any questions?
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