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            Exploiting big data in telecommunications to increase revenue, reduce customer churn and operating costs Communications service providers all over the globe are seeing an unprecedented rise in volume, variety and velocity of information ("big data") due to next generation mobile network rollouts, increased use of smart phones and rise of social media. Service providers who can tackle the big data challenge will differentiate from competitors, gain market share and increase revenue and profits with innovative new services. Successfully harnessing big data can help service providers achieve three critical objectives for telecommunications transformation: Deliver smarter services that generate new sources of revenue; Transform operations to achieve business and service excellence; and Build smarter networks to drive consistent, high-quality customer experience. IBM can help you achieve your business objectives by applying big data solutions to key business use cases. These include:  Pro-active call center  Smarter campaigns  Network analytics  Location-based services Pro-active call center With a majority of subscribers using smart phones to access data services as well as voice, mobile network operators are seeing explosive growth in traffic levels across their networks. In addition, the mobile 
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Exploiting big data in telecommunications to increase revenue, reduce customer churn and operating costs
 Communications service providers all over the globe are seeing an unprecedented rise in volume, variety and velocity of information ("big data") due to next generation mobile network rollouts, increased use of smart phones and rise of social media.Service providers who can tackle the big data challenge will differentiate from competitors, gain market share and increase revenue and profits with innovative new services.Successfully harnessing big data can help service providers achieve three critical objectives for telecommunications transformation: Deliver smarter services that generate new sources of revenue; Transform operations to achieve business and service excellence; and Build smarter networks to drive consistent, high-quality customer experience.IBM can help you achieve your business objectives by applying big data solutions to key business use cases. These include:
 Pro-active call center Smarter campaigns Network analytics Location-based services
 Pro-active call center
 With a majority of subscribers using smart phones to access data services as well as voice, mobile network operators are seeing explosive growth in traffic levels across their networks. In addition, the mobile network operator environment is fiercely competitive, with the ability to attract, retain and grow valuable subscribers being key. Increasingly, the provision of high quality customer care is an important component in the marketing mix and in retaining subscribers.The Proactive Call Center solution from IBM is distinct from the traditional call center business model by moving the call center out into the customer base. It provides CSPs with actionable insights to offer a superior customer service experience while reducing fixed and variable costs in delivering service, reducing churn and identifying new product offerings to improve customer loyalty and brand perception. Benefits include:
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Identifying and resolving service issues in minutes Proactively managing customer experience and churn Maximizing revenue and margins from existing subscriber base Lowering average call handling times and network operating costs
 Tier 1 Mobile Service Provider transforms call centers with real-time access to customer and product data.
 Download the success story(PDF, 233KB)
  
 Smarter campaigns
 Campaigns at most service providers are based on customer profile data with demographics information (age, income, gender, profession, etc.) combined with fairly simple rules such as sending the subscriber an offer to renew their contract prior to expiration at a favorable price. Service providers have a wealth of data about subscriber usage and location, however, do not often have tools to analyze it.IBM Big Data Analytics portfolio enables service providers to analyze subscriber usage and digital behavior (channel interaction, social media) for opt-in subscribers and combine it with subscriber profile to identify and deliver targeted offers in real-time. Benefits include:
 Driving real-time contextual, targeted marketing offers resulting in higher acceptance rates and revenue
 Reducing churn Increasing customer loyalty and satisfaction Reducing time and cost for developing campaigns
 Globe Telecom uses big data analytics to improve effectiveness of promotions by 600%.
 Read the case study(PDF, 514KB)
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Ufone is deploying big data analytics to improve marketing offer acceptance rate from 25% to 50%.
 Read the article
 XO Communications uses IBM's PureData System for Analytics to improve customer experience which resulted in current savings of USD 15 million per year.
 Watch the video (00:03:12)Read the case studyDownload the Nucleus Research Study results (PDF, 320KB)
 Network analytics
 Telecom operators have historically focused on managing the network with little visibility to the impact it has on the customer's experience. The operator was forced to work with snapshots of network data in fragmented views or at a summary level in order to plan network capacity or provide information to customer care and marketing about customer transactions.With the network analytics solution from IBM, the service provider gets the measurements and metrics necessary to successfully manage their entire network end to end, optimize network spend and proactively address service issues and identify monetization opportunities. Benefits include:
 Identifying and resolving network bottlenecks in minutes Proactively managing customer experience and churn Managing and planning for capacity requirements to maintain and
 improve the quality of service
 Optimizing network investment to maximize impact for most lucrative customer segments
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T-Mobile uses big data to optimize network performance & reduce costs.
 Watch the video 
 Sprint leverages big data analytics to put real-time intelligence and control back into the network driving a 90% increase in capacity.
 Watch the video (00:03:06)
 Location-based services
 The proliferation of smart phones presents new opportunities and challenges: consumers want the best deals for all purchases based on their real-time location while requiring the services provider to honor their privacy preferences and provide only relevant offers when requested/opted-in.IBM's big data analytics portfolio enables service providers to analyze real-time location data over time for opt-in subscribers to understand subscribe lifestyle. Combining lifestyle and mobile profiles with subscriber usage and digital behavior allows service provider to create targeted offers for opt-in subscribers. This drives much higher response rates for marketing offers, resulting in higher revenue. Benefits include:
 Driving real-time contextual targeted marketing offers resulting in higher acceptance rate and revenue, increased customer loyalty and satisfaction and reduced cost for developing campaigns
 Creating a foundation with location data to build out cross-industry solutions such as eHealth, mobile payments and ticketing, Smarter Cities (traffic management, disaster/emergency response) and vehicle telematics
 http://www.ibmbigdatahub.com/video/t-mobile-network-engineering-success-scale-ibm-netezza
 http://www.youtube.com/watch?v=eg8KSLAZ2HM&list=PLFB97B61CEB797B6A
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With big data technology, CSPs can analyze the location data generated by millions of mobile devices and use the resulting insights, along with offerings from business partners, to deliver customized services and offers that consumers want.
 Big Data for Telco Use Case 1: Using Real-time Contextual
 Marketing to Reduce ChurnJanuary 31, 2013 6:28 am by Raquel Katigbak
 In my last post, I wrote about the challenges     faced by CSPs  and how emerging Big Data can help telcos become more competitive.  What I’d like to explore in this blog and in the next few posts would be  examples of telcos  on how Big Data is used to reduce churn, get closer to their customers, create new markets and understand how to optimally manage their investments in their network.
 In the developing Asia Pacific mobile market, a very large percentage of mobile phone subscribers use pre-paid plans, rather than the traditional post-paid plan common in North America and many developed markets. These consumers are incredibly price sensitive and it is not unusual for consumers in countries such as Indonesia, the Philippines and India to swap between multiple SIMs to whichever carrier is offering the best deal at the time.  These promotional SIM offers being touted by increasingly price aggressive carriers have contributed to a nearly 100% prepaid churn rate in Asia Pacific [1].
 Let’s look at Globe Telecom, an Asian mobile phone carrier located in the Philippines. Globe Telecom is the No. 2 mobile service provider in the Philippines with 25 million customers. Rapid-fire service delivery and marketing is a crucial competitive differentiator. It was important for Globe to understand when a customer was likely to churn so that a relevant real-time promotion could be sent out to retain that customer. But, how could Globe identify the right customers to send offers to and what kind of offers work best?
 The best way to get closer to customers is to understand their behaviour at a detailed level. This can be done by understanding and connecting events that are captured on the network (transactional usage behaviour for example) and other behaviours – for instance, topping up prepaid accounts or buying new SIMs – at an individual customer level.  This type of segmentation requires big data analytics, to detect in real-time when to make a renewal offer and what that offer should be in order to keep a customer loyal.
 Using data gathering software, Globe knows when a customer’s minutes are nearly depleted. It then sends renewal offers via SMS, or arranges for retailers to make face-to-face sales pitches when the customers arrive to buy minutes. Using analytics technology, it can detect real-time whether a particular promotion is working or not, and make immediate adjustments.
 Globe is now able to drive revenue improvement from hundreds of simultaneous targeted promotions, which are enabled by the integration of customer intelligence, behavior segmentation, profit simulation and promotion execution. Using big data this way, helped Globe Telecom    to substantially improve campaign uptake rates, and minimize customers’ chances of letting their balance reach zero.  Customers stay with the service, and ultimately this improved the company’s market share.  In fact, the company realized a 112% increase in promotion-related sales.
 So the question from last time remains, got big data?
 http://www.ibm.com/smarterplanet/us/en/leadership/globetelecom/assets/pdf/IBM_GlobeTelecom_2010.pdf?ce=ISM0219&ct=swg&cmp=ibmsocial&cm=h&cr=is&ccy=us
 http://www.insights-on-business.com/communications/big-data-for-telco-use-case-1-using-real-time-contextual-marketing-to-reduce-churn/
 http://www.insights-on-business.com/communications/why-act-on-big-data-and-why-now/
 http://insights-on-business.com/communications/author/raquel-katigbak/
 http://www.youtube.com/watch?v=FIUFYyz03u8

Page 6
						

http://insights-on-business.com/communications/big-data-for-telco-use-case-1-using-real-time-contextual-marketing-to-reduce-churn/
 Why act on Big Data and why now?November 12, 2012 4:30 pm by Raquel Katigbak
 We as consumers of communications services have irrevocably changed the way we communicate with the world. Supported by increasingly sophisticated smart devices and applications that make it easy to create our own content and view content from multiple sources, our own willingness to share thoughts and ideas as a public persona, sticky and absorbing apps/social media sites that cater to that willingness and enable us to share content easily with the world, we can engage in a dialogue with a much broader audience of people and in a much more collaborative way than ever before. We have become sophisticated users of communication services as creators and consumers of user-generated content and avid users of a myriad of digital apps and services on multiple devices.
 From a Communications Service Provider (CSP) perspective, this consumer sophistication has come at a high cost. In this increasingly collaborative communication environment (one to many, many to many), voice services (and the bread and butter revenue they provide) have taken a backseat to increasing use of data intensive services: music and radio, streaming radio, high definition video, online gaming, social media, etc. which results in increasing cost of transport, shrinking margins and congestion of networks. In order to stay relevant to customers and remain competitive, CSPs today need to get closer to their customers, to think outside of traditional demographics-based approaches to marketing and instead adopt more targeted behavior-driven segmentation, to adopt proactive customer management and optimization of customer lifetime value. The need to positively optimize every customer interaction and monetize insight becomes critical in sustaining a high value and high growth communications company.
 CSPs today are at the crossroads of multiple, converging industries: communications, retail, finance, and digital media. CSPs also have a significant advantage in that every one of their customers already carries a direct and ready channel to the consumer in each of us through the devices we carry on our person. We have been conditioned (or conditioned ourselves) to use our devices as extensions of ourselves, to have ready access to information and share information about how we view the world – likes, dislikes, sentiment and intent. Treated correctly, insight to this detailed customer behavior can be leveraged by the CSPs to optimize customer interaction and potentially add top line revenues – by providing the right message, at the right time, through the right medium to the right customer – without being ‘creepy’.
 Customer behavior, sentiment and experience is representative of Big Data in CSPs. Every day CSPs’ networks generate millions/billions of transactions which provide detailed information on the service accessed, ingested or attempted by customers, the device used, location, time of day, day of week, how the network responded and the customer’s quality of experience. This data is complex in
 http://insights-on-business.com/communications/author/raquel-katigbak/
 http://insights-on-business.com/communications/big-data-for-telco-use-case-1-using-real-time-contextual-marketing-to-reduce-churn/
 http://insights-on-business.com/communications/big-data-for-telco-use-case-1-using-real-time-contextual-marketing-to-reduce-churn/
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its variety, velocity, veracity and volume and requires a non-traditional approach to turn this data into right-time insight and action. IBM has helped a number of CSPs around the world execute on Big Data analytical use cases leveraging deep insight to customer behavior, sentiment and experience that has led to significant and real return on investment (ROI), improved customer loyalty and identification of new business models and revenue streams. In this (my first) multiple part blog series, I will explore some of these real-world use cases and customer successes in depth, discuss best practices for engaging on Big Data initiatives and also solicit your views and experiences on interesting use cases leveraging Big Data analytics.
 So, got data?
 http://insights-on-business.com/communications/why-act-on-big-data-and-why-now/
 Using analytics to better understand customer satisfaction, profitability, retention and churn while increasing cross-sell and up-sell are the most dominant uses of cloud-based analytics today.
 Jim Ericson and James Taylor presented the results of Decision Management Solutions’ cloud predictive analytics survey this week in the webinar Predictive Analytics in the Cloud 2013 – Opportunities, Trends and the Impact of Big Data.  The research methodology included 350 survey responses, with a Web-based survey used for data collection.  The survey centered on the areas of pre-packaged cloud-based solutions, cloud-based predictive modeling, and cloud deployment of predictive analytics.  You can see a replay of the webinar at this link.
 Key takeaways of the study results released during the webinar include the following:
 Customer Analytics (72%), followed by supply chain, business optimization, marketing optimization (57%), risk and fraud (52%), and marketing (58%) are the areas in which respondents reported the strongest interest.
 When the customer analytics responses were analyzed in greater depth they showed most interest in customer satisfaction (50%) followed by customer profitability (34%), customer retention/churn (32%), customer management(30%), and cross-sell/up-sell (26%).
 Adoption was increasingly widespread and growing, with over 90% of respondents reporting that they expected to deploy one or more type of predictive analytics in the cloud solution.
 http://insights-on-business.com/communications/why-act-on-big-data-and-why-now/
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Industries with the most impact from predictive analytics include retail (13% more than average), Financial Services (12%) and hardware/software (4%). Lagging industries include health care delivery (-9%), insurance -11%) and (surprisingly) telecommunications (-33%).  The following graphic illustrates the relative impact of cloud-based predictive analytics applications by industry.
 Adoption of Cloud-based Predictive Analytics by Industry
 The most widespread analytics scenarios include prepackaged solutions (52%), cloud-based analytics modeling (47%) and cloud-based analytic embedding of applications (46%).  Comparing the 2011 and 2013 surveys showed significant gains in all three categories, with the greatest being in the area of cloud-based analytic modeling.  This category increased from 51% in 2011 to 75% in 2013, making it the most likely analytics application respondents are going to implement this year.
 Comparison of Analytics Applications Most Likely To Deploy, 2011 versus 2013
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63% of respondents report that when predictive analytics are tightly integrated into operations using Decision Management, enterprises have the intelligence they need to transform their businesses.
 Impact of Predictive Analytics Integration Across The Enterprise
 Data security and privacy (61%) followed by regulatory compliance (50%) are the two most significant concerns respondent companies have regarding predictive analytics adoption in their companies.  Compliance has increased as a concern significantly since 2011, probably as more financial services firms are adopting cloud computing for mainstream business strategies.
 http://www.forbes.com/enterprise/
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Internal cloud deployments (41%) are the most common approach to implementing central cloud platforms, followed by managed vendor clouds (23% and hybrid clouds (23%). Private and managed clouds continue to grow as preferred platforms for cloud-based analytics, as respondents seek greater security and stability of their applications.  The continued adoption of private and managed clouds are a direct result of respondents’ concerns regarding data security, stability, reliability and redundancy.
 The study concludes that structured data is the most prevalent type of data, followed by third party data and unstructured data.
 While there was no widespread impact on results from Big Data, predictive analytics cloud deployments that have a Big Data component are more likely to contribute to a transformative
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impact on their organizations’ performance.  Similarly those with more experience deploying predictive analytics in the cloud were more likely to use Big Data.
 In those predictive analytics cloud deployments already operating or having an impact, social media data from the cloud, voice or other audio data, and image or video data were all much more broadly used as the following graphic illustrates.
 Which Data Types Deliver The Most Positive Impact In A Big Data Context
 Telecom Analytics: The Difference between Social
 Networks and Social Media
 Many CSP’s around the world are asking about social network analytics and about social media analytics, and many folks think these things are the same thing.  Well, they’re not.  Social Network Analytics allow you to understand people’s connections and relationships with one another.  There are different ways to do this – we can look at phone calls, and determine who calls who, for how long, and how frequently.  Taking this data, we can extrapolate strength of relationships.   For example, an analysis of my calling patterns will tell you pretty immediately who my wife is, because I call her more frequently than anyone else, and she calls me more frequently than anyone else.  That it is my wife, of course, is uncertain; to be clear, we could argue that it would be clear who my significant relationship is with, and while that is likely to be my spouse, it could be a girlfriend, boyfriend, very good friend, business partner, or other person.  Nevertheless, the analysis will tell us that this is the most significant relationship.   Similarly, we can tell who they (the significant other) are related to, and therefore who I may be connected to by extension, a bit like LinkedIn.  This is part of sociology dating back almost a century; computing and automation helps us to understand it better, but the theory is well practised.
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We can also model social networks based on text messages, emails, and tweets.  What we’ve found here at IBM, is that for the same people, the models are different.   We have different text based relationships than we have call based relationships.  Email relationships are different again (and the one to many nature of email conversations tends to produce different effects).  The trick in social network analytics of course is to find an appropriate application.  We’ve figured out that in most telecom based analysis, almost 90% of groups have clear “pack leaders”, that is customers who call most often, and receive most calls, within a group.  While it is something of a jump to say that this implied disproportionate influence, this group of people is certainly interesting.  There is some evidence to suggest that pack leader churn causes disproportionate churn propensity in the rest of the group.  In addition, we can measure pack leaders who are off-net based on inbound terminating calls, and outbound terminating calls, though the greater the group if off net, the less accurate the information we can gather.  One aspect that we’re beginning to work on is buying pattern overlays on social networks – and thereby understanding influence patterns within social networks.  So, for example, if a pack leader buys a particular type of phone, does that mean that the members of that group have a higher propensity to buy, or have a higher desire for that type of phone?  That kind of data can significantly help to make marketing campaigns and promotions better targeted, more relevant, and more useful to customers, and minimise the amount of noise  in marketing communications.
  A final point on social networks – formal structures, such as companies, schools or households, tend to be the structures within which mass  market companies like telcos operate.  Therefore because society has constructed groups, it is logical that those groups will seek to socialise and collaborate together.  This is not entirely untrue, but it is slightly inaccurate.  While societally imposed group structures are important, there are often significant anomalies and crossovers that are difficult to detect.  People create their own groups, locally and remotely, within formal structures and without.  Association and identity are nebulous things; social network analytics can help us to better understand those associations, and be more personally relevant to people.   Depending on formal structures is often misleading.  We can think of this in simple terms in an organisation – we think people within departments or silos work with each other, but in fact it is often when they work across silos that they are most efficient.  Mapping internal organisational social networks can help organisations to modernise and transform; mapping mass market social networks can help telcos to deliver a better customer experience.
 Which brings us to social media analytics.  It could be argued that social network analytics is a subset of social media analytics, but only insofar as social network information can be gleaned from the social media data, such as tweets between twitter users, or Facebook users friending other Facebook users.  Social media analytics however are more especially about sentiment, about expressions of preference and opinion about products, offers, companies, people, and competitors.  Social media is a massive opportunity to capture and understand what people think about all sorts of aspects of the performance of consumer offerings like telecommunications (where is the service quality perceived to be poor?), consumer electronics (who likes the new Samsung?) content (who likes the new movie?) and competitors (why do people like *them* and not us?). 
 Taking a twitter feed with certain parameters – say sent from within the US, between Tuesday and Friday last week, and so on – we can identify those tweets that reference our new product (let’s just say a new VoIP client) and those of our competitors.  Using natural language processing, we can determine positive or negative sentiment, which can be tricky.  Sarcasm is notoriously difficult to interpret (as demonstrated by TV character Sheldon Cooper on The   Big Bang Theory  – if a human struggles with it, then it’s going to be tough to code that interpretation!), and there  are other aspects including colloquialisms, idiom and abbreviations that can be similarly complex.
 Bringing the two together can be very powerful.   Understanding how consumers behave within their social networks, and understanding their influences and patterns, can make communications much more effective, much more personal, much more relevant, and ultimately make the communications service provider much more useful to the consumer.  And a useful relationship is pure gold.
 Big Data and Insight as a Service
 http://sandhill.com/article/big-data-and-insight-as-a-service/
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We hear a lot about Big Data these days, and rightly so. We are generating large data sets at increasing rates from a variety of sources. The Web (desktop, social and mobile), sensors, and most recently cloud-based applications are all contributing to the massive flow of data. It is estimated that this year alone we will generate 2.7 thousand exabytes of data. In a recent speech, Eric Schmidt, Google’s executive chairman, reported that we are generating five exabytes of data and information every two days, and the pace is increasing. But just because we can capture a lot of data doesn’t mean that all the data will be useful.
 As a recent McKinsey report indicated (see figure below), different data carries different value and this value may be industry specific.
 The value of data is established through its analysis and the effective actions that can be generated as a result. Analyses that lead to impactful actions create insight. The cloud can be used effectively for the generation and delivery of insights from data. This leads to a new class of analytic applications that I call “Insight as a Service.” Vinod Khosla recently wrote that reducing, filtering and processing data streams to deliver relevant information or action is extremely crucial to our ability to deal with the data we generate.
 Definition of Insight as a ServiceAnalytics as a Service and Data as a Service are specialized classes of SaaS applications that have arisen from the increasing acceptance of cloud computing.
 Insight as a Service describes cloud-based, action-oriented, analytic-driven applications and solutions that operate on Big Data. This definition differentiates Insight as a Service, which I associate with insight and action, from other types of cloud-based solutions. Other solutions enable users to generate reports or perform analytics. They do not link the conclusions derived to a specific action or set of actions.
 For example, a cloud-based solution analyzes data to create a model that predicts customer attrition. It then rates the customer base to establish their propensity to churn. This is Analytics as a Service. Insight as a Service targets the next layer of the analysis. It provides a cloud-based solution that establishes each customer’s attrition score, then automatically identifies the customers to focus on,
 http://sandhill.com/article/big-data-and-insight-as-a-service/attachment/insight-as-service-graphic-1/
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recommends the attrition-prevention actions to apply to each, and finally, determines the portion of the marketing budget allocated to each set of related actions.
 To provide insights, these applications incorporate a variety of data sources. These include proprietary corporate data, syndicated and open source data, and data generated by other SaaS applications.
 SaaS applications have also emerged as important generators of Big Data. SaaS applications generate four types of data:
 1. Application usage data: how many times an application was accessed, by whom, what activities were performed during the session, how long the session lasted, etc.
 2. Application performance data: how well the application is performing, what is the response time, what is the uptime, how well the APIs are performing.
 3. Customer performance data: how well a company is doing based on their DSOs, outstanding AR, product delivery times, etc.
 4. Customer feedback data: corporate or consumer customer suggestions, complaints, referrals, etc.
 The data generated by SaaS applications remains unexplored.
 ConnectorsToday, the few insights we can derive are collected manually and mostly with the help of specialized personnel, called Connectors. Connectors translate a business problem to a data problem. The data problem can subsequently be addressed by data scientists. The Connectors then form the extracted patterns into insights. A business user can manually formulate the appropriate actions from the Connector’s insights.Let’s review an example most of us are familiar with. A cable TV company wants to allocate a budget to reduce attrition of premium movie channel customers. To develop an effective budget, they execute a series of steps. They develop predictive models that score the customers by the likelihood that they will subscribe to the movie channels. They may even score the probability that the customer will upgrade their service by adding premium sports channels.
 The Connector works with the cable company to understand the characteristics of the attrition problem. He sources the data that is available to pinpoint the problem. He defines the problem in terms the data scientist can understand. A predictive model is then developed by the data scientists.
 Once developed, the Connector steps in again to work with the company to determine which segments of customers are worth paying attention to (insight), what is their expected Lifetime Value (insight), what percent of the marketing budget to allocate to each such segment (insight) and what action(s) to take with this budget.Finally, using these insights, the cable company can select the most effective allocation of the budget. They could offer a package of premium movie channels for free for a period of time to some users. They could upgrade another customer’s broadband Internet service. Both actions have a cost to the company. The insight helps determine the best use of marketing dollars for different customers and provides the most effective use of capital for the company.
 Connectors are hard to find. Today most of them are independent consultants. However, their extensive and continuous use by corporations is not feasible, mostly for financial reasons; they are too expensive and in too high demand. Even companies like IBM that have large analytics groups cannot meet their clients’ demand for Connectors.
 Insights are hard to derive and connectors are hard to find. The cloud provides some important ingredients to address these two problems:
 1. An efficient and cost-effective environment for collecting the SaaS application data and for distributing and managing other data types.
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2. An environment enabling collaboration among teams of data scientists, analysts, connectors and domain experts in utilizing, refining and applying the insights and associated actions.
 3. Elastic computing and storage resources. Insight-generation solutions are even more computationally and storage intensive than simple analytic solutions.
 4. A medium for rapid insight and associated action dissemination as well as solution deployment and incremental improvement.
 The components of Insight-as-a-Service applicationsAs shown in the figure below, an Insight-as-a-Service application consists of five basic components:
 1. Insights generator. This component incorporates one or more models: predictive, clustering, deviation-detection and optimization as appropriate for the task being addressed, e.g., marketing budget optimization. These analytic models may be created within the application under a different analytic framework, e.g.,Revolution Analytics, or even crowdsourced, and then imported in the application. Jbara’s application utilizes internally developed deviation-detection analytics to provide insights around customer satisfaction.2. An explicit description of the business process automated by a specific class of SaaS applications. For example, Host Analytics’ application incorporates descriptions of the corporate financial budgeting, planning and account consolidation processes it automates. Jbara’s application incorporates an explicit description of the customer acquisition and retention business process.3. Vertical industry knowledge. This is necessary for applications that are automating industry-specific business processes such as logistics for the chemical industry, e.g., Odyssey Solutions, or the customer acquisition process in B2C ecommerce.4. An action generator. This component generates actions the user can take based on the insights that have resulted from the analysis of data. Jbara’s application offers actions regarding reducing customer acquisition costs based on the results of its deviation-detection analytics, e.g., how much a company’s customer acquisition costs vary from best-in-class costs.5. User interface. The interface must present the insights and actions in a way that is comprehensible by the business user. Companies like 9Lenses, Host Analytics and Jbara have determined which of the identified insights must be presented graphically and which must be presented textually, often in a narrative form. Finally, the user interface of these applications must also allow for the evaluation of what-if scenarios to determine the impact of different actions based on a particular insight. For example, the application recommends 10 percent of the marketing budget be allocated to reducing the churn of customers with Lifetime Value that is two standard deviations above the norm. The user may then want to assess the impact to churn if only five percent of the budget is allocated to this action.Insight as a Service is a distinct layer of the cloud stack and is positioned above Software as a Service. Several companies such as Acteea, 9Lenses, JBara, Totango, Startup Genome Compass, as well as a few that are still in stealth, have developed such solutions. Companies like 8thbridge, Dachis Group, and Host Analytics have created Insight-as-a-Service offerings as a complement to their existing SaaS solutions.
 http://sandhill.com/article/big-data-and-insight-as-a-service/attachment/insight-as-service-graphic-2/
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Insight-as-a-Service application typesSince I wrote my initial article introducing Insight as a Service, I have identified two types of IaaS applications. The first type operates on data that is primarily managed by SaaS, or behind the firewall,transactional applications (ERP, HCM, CRM), and may be supplemented with syndicated or open source data.A good example of the first type of Insight-as-a-Service application is offered by Host Analytics. This application uses forecasting techniques to automatically analyze the product, employee-related and other financial data stored in an organization’s ERP and HCM systems. The forecasts provide the CFO with insights about budget deviations and actions on how to address them. It also provides plans for attaining specific financial objectives based on predictions using corporate financial data.
 This application can benchmark the budgeting and planning data of two or more corporate customers from the same industry. Two hospital chains could be compared to each other and also to industry-specific best practices maintained by the application. The end result is a formulation of actions on how to improve a corporation’s financial performance. As Craig Schiff recently wrote, benchmarking will become an important component of corporate performance management.
 Finally, Host Analytics’ application enables its business users to collaborate and more easily generate insights and the performance-enhancing actions.
 Another good example is 8thbridge’s social commerce application. The engine behind 8thBridge combines open source data about Facebook engagement/use, Twitter use, and Klout data with data its corporate customers have about their consumer customers. A customized Social Commerce IQ index is then generated for each customer.
 The second type of Insight-as-a-Service application operates on the data generated by SaaS applications.A good example of the second type of Insight-as-a-Service application is that developed by Jbara. This application analyzes customer performance and customer feedback data and presents actions aimed at improving all identified issues. For example, by analyzing data from Marketo’s SaaS marketing automation application, JBara can provide insights around the potential causes of specific customer satisfaction issues. It can also calculate a customer’s probability to churn over a period of time. It then recommends actions aimed at countering each identified issue.
 As with the first type of Insight-as-a-Service applications, this second type can also be used for corporate benchmarking. For example, the applications can identify whether a company is best in class at in responding to customer complaints, whether its Customer Acquisition Cost is best in class and how its customer churn rate compares to that of its competitors.
 ConclusionsInsight as a Service is starting to be recognized as a distinct layer of the cloud’s stack (following Infrastructure as a Service, Platform as a Service and Software as a Service) as well as an important extension to analytic applications. Insight-as-a-Service applications are now being developed by new and exciting pure-play vendors. Existing SaaS application vendors view such solutions as a way to clearly differentiate their offerings and help their customers derive more value from their applications.
 Data diversity is becoming more complex and the pace of data-generation is increasing. As corporations begin to understand the importance of data-driven decision making, Insight-as-a-Service applications will become as essential and as ubiquitous as SaaS applications.
 http://sandhill.com/article/big-data-and-insight-as-a-service/
 http://sandhill.com/article/big-data-and-insight-as-a-service/
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Marketing, advertising set the tone for big data cloud agendaYou may have missed the biggest merger in the history of big data. It happened not in Silicon Valley but instead on Madison Ave., or what passes for Madison Ave. these days. Two giant ad agencies, Paris-based Publicis Group and Omnicom Group Inc. in New York, said they plan to merge to create one really giant ad agency with $23 billion in projected annual revenue. The move could set the tone for what looks like an emerging big data cloud agenda.
 By some measures, the deal announced July 29 makes for the biggest ad company in the world. But one could easily put Google ahead, as the do-no-evil search company garnered $43 billion in ad revenue last year. And that's where the big data angle comes in. Many observers positioned the Publicis-Omnicom pairing as a big data play launched in response to Google's data-driven advertising juggernaut.
 Both Omnicom and Publicis have scooped up digital software talent in recent years. Ad companies have always been equally about creative communications and targeted demographics. But as more and more commerce goes online, leaving a large data trail behind, digitally targeted demographics are tipping the balance. In addition, leading-edge ad agencies, as well as marketers and research firms, are using cloud computing technology to retrieve and analyze demographics data and deliver refined information to ad buyers.
 Marketing and advertising are the first killer app for big data technology, hands down. What this means for data management professionals is that data handling and analytics requirements for online marketing apps will likely evolve more quickly than they do for other vertical applications. Everything from cancer research to the Internet of Things has been pitched as a big data target. But right now, at least, marketing and advertising are out front in the big data hunt.
 Say it isn't CMOMany purchases of big data tools are being initiated outside of IT today. A rise of marketing departments as deciders in technology matters has led some people to predict that chief marketing officers -- the customers of Publicis and Omnicom -- may take over a big part of the chief information officer's job. Teradata's Wes Moore would temper that expectation, but he does see a bigger IT role ahead for marketing execs.
 Marketing and advertising are out front in the big data hunt."I don't think the CMO is going to replace the CIO. But will they work more closely? Yes," said Moore, vice president of integrated marketing management at the Dayton, Ohio-based data warehousing vendor. He said recent Teradata-sponsored research shows that 71% of marketers plan to implement big data analytics applications in the next two years. If that is
 http://searchbusinessanalytics.techtarget.com/news/2240208660/Marketing-analytics-tools-sharpen-campaigns-require-lots-of-data
 http://searchbusinessanalytics.techtarget.com/news/2240184107/Marketing-and-advertising-remain-sweet-spots-for-big-data-technology

Page 18
						

the case, marketing may be taking the lion's share of responsibility for systems of innovation, leaving IT to labor away on more mundane systems of record.
 With the onslaught of social media and mobile apps, there are new communication channels with which marketing must deal, according to Moore. Teradata, he claimed, can span the range from IT-oriented data needs via its flagship data warehouse software and Aster product line to marketing-oriented data needs via its Aprimo marketing management software.
 Aprimo offers a cloud-based approach to marketing data management. As such it reflects one of today's most conspicuous trends. Because of cloud technology, marketing folks are able to go outside the organization to find big data tools since they can handle the workload without building up IT infrastructure.
 Supermarkets stocked with in-memory analyticsBig data and the cloud computing have received inordinate media coverage in recent years, it's true -- but it has gotten to the point where they are beginning to change how IT is done. A recent conversation with a food store marketing specialist starting down the road with in-memory retail analytics shows what the future might look like.
 FOR MORE ON TALKING DATA
 Learn about business decision making in the age of big data
 Learn about Hadoop use cases and enterprise features
 Track Hadoop as it moves up from the sandbox
 Jim Hertel, managing partner at Willard Bishop LLC, a Chicago-based consultancy to food retailers, told me that supermarket chains have seen a big data explosion in the form of customer loyalty card and frequent shopper information, but it hasn't been easy for the grocers themselves to tap into all that data.
 So Willard Bishop recently contracted with in-memory analytical database provider Kognitio to use a cloud-based system to bring big data analytics to its consumer packaged goods and retail clients. "The merchants are concerned about getting the right pricing strategy relative to the competition," Hertel said. "They have been doing it with precious little guidance and a lot of oral history."
 The undertaking with Kognitio is intended to bring Willard Bishop's expertise to the problem of unlocking customer insight from behind large walls of data. Early on, the decision was made that a big data cloud environment was the way to go.
 The company sees big data done on the cloud as a cost-effective approach: Cloud systems tend to be treated on corporate ledgers as an operational expense, rather than a capital cost. "We are a consulting firm, and we are allergic to big asset capital spending projects," Hertel said.
 http://searchdatamanagement.techtarget.com/feature/Enterprise-master-data-management-and-big-data-A-well-matched-pair
 http://searchbusinessanalytics.techtarget.com/definition/in-memory-analytics
 http://searchdatamanagement.techtarget.com/news/2240182009/Up-from-the-sandbox-Hadoop-data-management-rising-in-importance
 http://searchdatamanagement.techtarget.com/news/2240184329/Expanded-Hadoop-use-cases-will-drive-need-for-new-enterprise-features
 http://searchdatamanagement.techtarget.com/news/2240185076/Business-decision-making-must-progress-in-the-age-of-big-data
 http://searchdatamanagement.techtarget.com/news/2240174102/Amazon-set-to-upend-status-quo-with-Redshift-data-warehouse-in-the-cloud
 http://searchdatamanagement.techtarget.com/opinion/Googles-big-data-infrastructure-Dont-try-this-at-home
 http://searchbusinessanalytics.techtarget.com/podcast/SAS-users-eye-marketing-data-analysis-changing-big-data-landscape
 http://www.computerweekly.com/news/2240186727/Teradata-executives-discuss-big-data-in-memory-computing-data-science
 http://www.computerweekly.com/news/2240186727/Teradata-executives-discuss-big-data-in-memory-computing-data-science
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Taken together, big data and cloud technologies may form an even more potent mix than they do separately, especially in the present big data hotbed of marketing and advertising.
 http://searchdatamanagement.techtarget.com/opinion/Marketing-advertising-set-the-tone-for-big-data-cloud-agenda
 Big Data 'as a Service'IBM estimates that 90% of the world's data has been created in the last two years. Greater use of the inherent benefits of cloud such as responsiveness and flexibility will be essential to how organizations manage and apply that data. Gartner, for example, estimates that, by 2016, 50% of data will be stored on the cloud.
 A wave of new managed services is hitting the market. Cloud, in essence, is the provision of IT "as a service." In response, we are seeing a proliferation of new services and service providers being offered in the market. Organizations determine what to source and what to do in-house using a variety of models. 
 One of these models is the well-known core/context analysis framework from Geoffrey Moore. Let's take this model to determine how organizations can best solve the data explosion -- where do data and predictive analysis fit in the model? 
 Short recap: Core/context divides an organization's output, like services or products, into ''core and context." "Core" represents everything that makes the organization unique, the unique selling points. "Context," on the other side, is everything else. When used correctly, the core/context model will provide the organization with insight into where to invest and what to externalize. "Core," in general, needs investment to strengthen the competitive position of the organization. "Context" can most likely be externalized--sourced from external services providers.
 Now the interesting question: Where does the data explosion fit in? The answer to the data explosion consists of two parts: data storage and predictive analysis. Data storage can be considered "context" for most organizations because it does not add any competitive advantage by itself. Data storage is therefore a good candidate to externalize to, for instance, a cloud storage provider. 
 On the other hand, using the data to perform predictive analytics can deliver a competitive advantage. Insight plus hindsight equals foresight. This is the second part of the data explosion; predictive analytics. But it's not the predictive analytics itself that counts and make this "core;" it's the outcome of the analytics that counts. So both data storage and predictive analytics can be considered "context," but then what? What would be the best way to externalize BigData?
 Cloud to the rescue? Definitely for data storage, but as long as the cloud storage service is fit for purpose given the classification of the data. No organization wants to find their data where it does not belong--like within the competition. But when using this data for predictive analysis, it is almost inevitable that both data and predictive analytics application are located close together to reduce unneeded network traffic and remove the performance bottleneck at the connection between the data and application.
 The optimal solution therefore combines both low cost, but reliable, data storage with predictive analytics software "as a service." The data classification, along with the
 http://en.wikipedia.org/wiki/Geoffrey_Moore
 http://en.wikipedia.org/wiki/Geoffrey_Moore
 http://www.academicearth.org/lectures/core-and-context
 http://searchdatamanagement.techtarget.com/opinion/Marketing-advertising-set-the-tone-for-big-data-cloud-agenda
 http://searchdatamanagement.techtarget.com/opinion/Marketing-advertising-set-the-tone-for-big-data-cloud-agenda

Page 20
						

difference in total cost of ownership between public and private cloud services, will determine to which cloud deployment model an organization will turn. Ideally, BigData "as a service" will be consumed as software as a service, sourcing as much context as possible. 
 http://www.theatlantic.com/sponsored/ibm-cloud-rescue/archive/2012/09/big-data-as-a-service/262461/#ixzz2oVkFdanz
 Tapping into Big Data for Predictive Customer Churn Analysis
 2013-11-15     By Zeng Zhi and Yang Yi
  
 A 3G user receives an SMS from the customer care center one weekend morning. The message
 is about phone packages—get a free phone with certain amount of credit. In fact, the user’s
 service subscription is about to expire, and they may be thinking of buying a new mobile phone
 and switching to another operator. Just hours ago, they browsed B2C websites over the 3G
 connection to check the price of mobile phones mentioned in the message and compare all
 available bundles. The message arrives just in time with an attractive offer. The user also
 remembers that 3G access in their apartment is slow and that a new phone could be a handy
 http://www.theatlantic.com/sponsored/ibm-cloud-rescue/archive/2012/09/big-data-as-a-service/262461/#ixzz2oVkFdanz
 http://www.theatlantic.com/sponsored/ibm-cloud-rescue/archive/2012/09/big-data-as-a-service/262461/#ixzz2oVkFdanz
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alternative way of using the internet. The user makes a short detour to the nearest telecom
 business hall.
 Operators are feeling the pressure of churn because customers are eyeing up attractive bundles
 offered by competitors. If the customer doesn’t have a good reason to stay, the competition will
 give them a good reason to leave. How can operators attract new customers and retain old ones
 in the fast-growing big-data era?
  
 The Importance of a Customer Churn Prediction Model
 Mobile operators focus their attention on bringing in new customers and exploring new business
 opportunities. Mature technologies and an increasingly saturated telecom market have led to
 fierce competition between operators. People are free to choose more cost-effective packages or
 better quality service. Customer churn is no longer rare for operators. It is less expensive to
 retain a current customer than to find a new one. Statistically speaking, acquiring new customers
 can cost up to five times more than satisfying and retaining existing customers. In a mobile
 market with fewer and fewer incremental customers, lower churn means less cost and less
 revenue loss. Therefore, mobile operators have to be concerned about customer churn.
 Invigorating an existing customer base has become a hot topic. The most common ways of
 reducing customer churn are stored charges, free charges, and free phone packages. If
 operators can accurately predict in advance which users may leave, they are more likely to take
 early action to prevent churn and minimize losses.
 Telecom managers seek to understand which customers may leave and when. A customer churn
 prediction model can help managers predict customer behavior by analyzing historical and
 current data, extracting key data for decision making, and discovering hidden relationships and
 patterns. Churn prediction models have been a hot research field in recent years. Operators
 have spent a lot of time and effort creating and improving models and have achieved results. T-
 Mobile US has integrated multiple IT systems into a large data application. By combining mass
 customer history data and analyzing customer transactions and interactions, T-Mobile could
 extract the behavior of the customer before they switched to another operator. This helped T-
 Mobile accurately predict its customer churn. In the first quarter of 2011, T-Mobile halved its
 churn rate in the United States.
  
 Deficiencies of Existing Churn-Prediction Models
 An accurate churn-prediction model depends largely on the completeness, quantity, and quality
 of the available data. Factors such as brand, bandwidth, terminal, service, consumption behavior,
 tariff, convenience, change of workplace, and user experience can all be causes of customer
 churn. Operators can never get all the information about customers but can make assumptions
 based on the available information. In this case, the decisions an operator may make might not
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be optimal (or even completely wrong). Therefore, an operator needs to make an effort to collect
 and integrate new data about customers from emerging contact points. This allows an operator
 to gain insight into the wants, preferences, and decision-making processes of their customers.
 Certain events, behaviors, and environments can be identified as having bearing on customers
 prior to a churn event, and these factors can be predicted. For example, an operator might find
 that a customer’s data traffic significantly drops every month in the lead up to the customer
 leaving. The number of monthly outgoing calls may decrease, and there may be records that the
 customer has made complaints to the service center. In this case, the customer is a high risk to
 leave. At present, most telecom companies are using customer, network, and service data
 extracted from business analyses, CRM, billing, and network management systems to establish
 a customer churn model. Such data include customer age, gender, occupation, type of terminal,
 call records, traffic, complaints, home region, geographical location, online time, date of churn,
 and payment information. Although analyzing this data allows an operator to predict customer
 churn to some extent, the real reason a customer leaves can never be fully known every time. A
 customer may have changed simply because the competitor has a better quality network.
 Market research firm Synovate surveyed mobile phone users in more than 8000 cities in Ukraine,
 Russia, India, Indonesia and Argentina and found that on average 48% of users believed that
 network quality was the primary factor influencing their choice of operator. That is to say, a user
 is most likely to give up a network if they find that the call is not clear, network coverage is not
 wide enough, web pages are hard to open, or social media is slow to update. Therefore, the
 churn prediction model includes user experience as a criterion for accurately identifying these
 users. This can greatly increase customer retention.
  
 Improving the Customer Churn Prediction Model with CDR and IPDR
 The call detail record (CDR) and internet protocol detail record (IPDR) are important data
 sources for quantifying and analyzing user experience and behavior. However, because of
 technical complexity and lack of related technical standards, CDR and IPDR data have not yet
 been widely used by operators for customer churn prediction.
 CDR and IPDR data can be used in various applications as a new type of data source. From the
 data, operators can determine to whom calls are being made, how often calls are being made,
 where the user is located, how good the signal is, how long the service is used, what web pages
 the user has browsed, what mobile internet applications the user has used, how often
 applications are used, and how good  application performance is. These new data sources are
 very beneficial for information analysis. When new data is input into the churn-prediction model,
 user experience features are sorted using deep data mining, and an operator can understand
 relationships between factors prior to a churn event. With such knowledge, an operator can then
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determine whether network quality was an issue leading up to the loss of the customer and
 determine how the network can be optimized to retain customers in the future.
 ZTE is an expert at managing user experience and has unique insight into CDR and IPDR data
 analysis. ZTE’s UniCare technical service solutions provide operators with complete, custom-
 made, end-to-end CEA user experience guarantee and OC operational consulting services.
 These solutions help operators rapidly improve network performance and address customer
 churn issues.
  
 Conclusion
 In the big-data era of mobile internet, there has been an explosion of new and powerful data
 sources, and telecom operators are striving to remain competitive. CDR and IPDR data sources
 show promise in the customer churn management field. Operators need to invest more on
 building optimal churn-prediction models centered on customer experience. With these models,
 operators can make better customer churn predictions, implement more accurate customer
 retention programs, and ensure revenue is not lost.
 http://wwwen.zte.com.cn/endata/magazine/ztetechnologies/2013/no6/articles/201311/t20131115_412729.html
 Big data analytics to prevent customer churn
 We are living in an age where technology is changing at a very rapid rate. Mobile technology has changed the way we communicate and do business. Organizations that are not ready or prepared to embrace the change in technology are likely to be obsolete or face losses in
 their business or face tremendous churn.
 Take the example of banking services, before the internet and mobile revolution, one needed to personally visit the bank for most transactions. Today, you need not visit your bank for any day to day transactions, and furthermore time taken by online transaction is very little. All the information and services are available at the click/tap of your fingers. Customers have been quick to adapt to new technologies and their applications, and they want their service providers to match this pace; otherwise they will “churn”.
 In order to prevent this churn and loss of business, every business needs constant engagement with the latest tools, technologies and trends in the business. Understanding customer behavior or monitoring customers through sentiment analysis is major enabler. The data is available on the social media & networking sites, website logs, blog posts,
 http://wwwen.zte.com.cn/endata/magazine/ztetechnologies/2013/no6/articles/201311/t20131115_412729.html
 http://wwwen.zte.com.cn/endata/magazine/ztetechnologies/2013/no6/articles/201311/t20131115_412729.html
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surveys etc. The volume and velocity of the data which is generated by these new technologies is what drives "big data".
 Proper analysis of online data providers valuable insights to all businesses. After analyzing this data, companies can answer the following fundamental questions and more:
 1. Who is a real customer and who is simply visiting
 2. What are the requirements/desires and problems of the real customers
 3. What are their spending patterns
 Let us take the example of the telecom market; today’s customers want competitive pricing, value for money and, above all, a high quality service. They won’t hesitate to switch providers if they don’t find what they’re looking for. In mature markets or where regulations and service dematerialization makes ‘churn’ easier, it is absolutely crucial to put in place a sustainable and robust strategy for customer retention to preserve customer lifetime value.
 One method now emerging in telecom business to enable an operator to move from reactive churn management to proactive customer retention is to use predictive churn modeling based on social media analytics to identify potential ‘churners’, thereby enabling the operator to act on such predictions, rather than waiting for explicit trigger points (e.g. credit on prepaid card running down), by which time the churn is most probably inevitable, irrespective of any act or offer on the part of the operator. Big Data analytics offers the opportunity to process and correlate new data sources and types with traditional ones, to achieve better results more efficiently and receive insights that will set alarm bells ringing before any damage has been done, so giving companies the opportunity to take preventive measures.
 It is true that traditional business intelligence solutions have allowed enterprises to move forward by consolidating data sources into centralized data centers. However, most of the times this data is used ‘simply’ for reporting and analysis. We are now moving into a new era where information can and must be converted into real-time actionable insight, to enable the company to respond in real-time to behavioral changes in the customer mindset or to react quickly to threats on the competitive horizon. 
 Big Data to improve ’churn’ analysis in the telecoms industry
 Today’s customers want competitive pricing, value for money and, above all, a high quality service. They
 won’t hesitate to switch providers if they don’t find what they’re looking for. So particularly in mature markets or
 where regulations and service dematerialisation makes ‘churn’ easier, it is absolutely crucial to put in place a
 sustainable and robust strategy for customer retention to preserve customer lifetime value. The telecoms
 market provides a good example of why the high acquisition costs and slim profit margins for each customer
 make churn analysis vital to help companies identify and retain the most profitable among them. 
 In this context, the paradigm change ‘more is more’ is in tune with the main aim of Big Data analytics. The
 uncovering of hidden value, through the intelligent filtering of low-density and high volumes of data, can become
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a real differentiating factor. The more data you have, and the more recent and accurate it is, the faster you can
 learn from it and the more predictive you can be.
 The value of Big Data can then be exploited in two different directions: to decrease the capital expenditure
 (CAPEX) or operational expenditure (OPEX) associated with the computational infrastructure needed to address
 the huge amount of data used to feed predictive analytical models; and/or to increase the data sources used for
 the integration and leverage of new kinds of unstructured information, enabling companies to better describe and
 understand customer behaviour.
 One method now emerging to enable an operator to move from reactive churn management to proactive
 customer retention is to use predictive churn modelling based on social analytics to identify potential
 ‘churners’, thereby enabling the operator to act on such predictions, rather than waiting for explicit trigger points
 (e.g. credit on prepaid card running down), by which time the churn is most probably inevitable, irrespective of
 any act or offer on the part of the operator. Big Data analytics offer the opportunity to process and correlate new
 data sources and types with traditional ones, to achieve better results more efficiently and receive insights that
 will set alarm bells ringing before any damage has been done, so giving companies the opportunity to take
 preventive measures.
 Pricing analytics and ‘next best offer’ recommendations in particular are classic examples of how, by analysing
 structured data (such as CDRs) and unstructured or semistructured data types (such as log files, IVR tracked
 calls to call centres, clickstreams and, ultimately, text from e-mails), telecoms operators can provide more
 accurate, personalised offer recommendations.
 Last but not least is the issue of timing. It is true that traditional business intelligence solutions have allowed
 enterprises to move forward by consolidating data sources into centralised data centres. However, this data is
 used ‘simply’ for reporting. We are now moving into a new erawhere information can and must be converted
 into realtime actionable insight, to enable the company to respond in real-time to behavioural changes in the
 customer mindset or to react quickly to threats on the competitive horizon. This is exactly why and where Big
 Data analytics can win the battle against ‘old’ BI tools.
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http://www.reply.eu/en/industries/telco-media/readr/,13482
 Winning the war on customer churn with Big Data
 McKinsey claims that 55% of current marketing budget over the world is spent
 on new customer acquisition and only 12% on customer retention. However,
 according to ‛Leading on the Edge of Chaos’ (Emmet Murphy & Mark
 Murphy), organizations have only a 5-20% chance of selling to a prospect.
 The probability of selling to an existing customer - on the other hand - is
 between 60 and 70%.
 So money spent on preventing churn, is better spent than that which is invested in acquisition.
 Especially when one realizes that reducing the customer defection rate by 5% can increase
 profitability by 25 to 125%. Or that a 2% increase in customer retention has the same effect as
 decreasing costs by 10%.
 Smart companies are increasingly betting their money on cherishing and nurturing existing
 customers, while the smartest ones find out which customers deliver the most revenue and focus
 on those, while ignoring the ones that are too expensive to keep. Big Data analytics can warn
 about which customers are on the verge of switching to the competition. It is the best and most
 convincing argument for empowering customer centricity rather than relying on a one-sided
 acquisition strategy.
 How? Well Big Data technologies allows us to analyze behavior patterns that tell us which
 customers are most likely to leave for a competing vendor or service and to find out if they are
 worth keeping. Action can then be taken to save the most profitable of these customers.
 For instance, a retailer could use speech analytics to monitor the conversations of customers
 who were terminating their accounts and identify other at-risk customers by comparing their
 discourse with those tell-tale keywords and phrases. An online case reported that a company
 thus saved some 600 accounts and more than $12 million in revenue in the first year of the
 program.
 Mobile companies might learn through Big Data whenever a subscriber changes their SIM,
 swaps between multiple devices or even receive a warning if a customer ventures onto a
 competitor’s website through mobile clickstream analysis.
 A European mobile operator was able to identify ‛promotional churners’ by tracking a sudden
 surge of activity on a competitor’s website. The operator was able to immediately launch a
 counter promotion to successfully prevent churn.
 http://www.reply.eu/en/industries/telco-media/readr/,13482
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Big Data solutions actually ring the alarm before the damage has been done and give companies
 the opportunity to take preventive measures.
 What’s more, Big Data fuels the world’s most successful customer loyalty programs. Consumers
 that abide with a brand expect to be rewarded for that, or they will move to pastures new. Big
 Data can help create member micro-segments based on loyalty data and identify which
 marketing channels, products and services work best for which segments or evaluate how
 effective a campaign is or if and how it needs to be fine-tuned.
 And a ‘smart’ loyalty program can have a far-reaching effect. For example, it helped a specialized
 US grocery store increase its sales by 58 % in less than 4 years, while its gross margin grew by
 3%. A European mobile phone brand succeeded in reducing customer churn by 30% that way,
 while a European telecom operator saw a 14% increase in revenue per customer for those
 following the program.
 http://datascienceseries.com/blog/winning-the-war-on-customer-churn-with-big-data
 Telecom Analytics: Amdocs InTouch raises issue of data becoming a new currency
 SINGAPORE–Can data become a new currency? This question was raised by Alastair Hanlon, Amdocs vice
 president of market strategy, during media sessions at this year’s InTouch event. “The new economy is driven by
 big data, and there are new ways to monetize it,” he said. Hanlon presented an Amdocs survey that shows
 customers would be willing to share some of their personal data with service providers if they received some
 compensation in return.
 The survey showed that 57% of customers would share more personal information with service providers—such as their location; purchasing history; Facebook likes and comments; top five Facebook friends’ names; information from social networks; and TV/YouTube viewing history—if they received cash rewards in return, coupons for exclusive deals, personal offerings from service providers and/or loyalty program points.
 http://www.rcrwireless.com/article/20130620/americas/telecom-analytics-amdocs-intouch-raises-issue-data-become-new-currency/
 http://www.rcrwireless.com/article/20130620/americas/telecom-analytics-amdocs-intouch-raises-issue-data-become-new-currency/
 http://datascienceseries.com/blog/winning-the-war-on-customer-churn-with-big-data
 http://static.rcrlocal.com/article/files/2013/06/Amdocs-1.png

Page 28
						

In addition, the survey showed that many customers would allow telecom service providers to share their
 personal information with a third party: 46% of those interviewed said they wouldn’t allow it, but 54% said they
 would. “Currently, there’s a portfolio of initiatives to drive data and revenues. We are seeing that there are many
 win-win opportunities,” Hanlon said.
 The survey pointed out that contrary to popular belief, consumer concerns about privacy will not prevent data
 from becoming a new currency.  According to Amdocs, service providers are looking for an efficient and effective
 way to handle their mountains of data, and the majority of consumers are willing to cooperate, as long as they
 receive value in return.
 Big data analytics
 During the media sessions, Eyal Felstaine, Amdocs vice president of product strategy, pointed out that across
 the telecom industry, big data analytics brings the ability to better understand customers. According to Felstaine,
 carriers should go beyond the traditional business intelligence because it only shows what has happened. “The
 next step is predictive analytics,” he said.
 When you should put big data in the cloud
 Cloud is everybody's big, white, fluffy field of dreams. When somebody says their big data strategy is to "put it all
 into the cloud," you can't be sure whether they're a visionary or simply repeating something a guru told them at
 an industry conference.
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The practical overlap between the big data and cloud paradigms is so extensive that you could validly claim
 you're doing cloud-based big data with an existing on-premise Hadoop, NoSQL, or enterprise data warehousing
 environment. Keep in mind that cloud is widely understood to include "private" deployments in addition to or in
 lieu of public cloud, SaaS, and multitenant hosted environments.
 [ Download InfoWorld's Big Data Analytics Deep Dive for a comprehensive, practical overview of this
 booming field. | Stay on top of the cloud with InfoWorld's "Cloud Computing Deep Dive" special report.
 Download it today! | For the latest news and happenings, subscribe to the Cloud Computing Report
 newsletter. ]
 Leverage Big Data Analytics to Improve Customer Experience, Optimize Revenue, Reduce Cost, Increase EfficiencyAs CSPs face increased market saturation and tough competition, getting smart about using big data is key.
 Big Data Capture and Analysis for Telecom
 Communications service providers (CSP) are facing pressure to reduce costs and maximize average revenue per user (ARPU), while ensuring an excellent customer experience. And data volumes keep growing. According to the Cisco® forecast, global mobile data traffic will grow at a compound annual growth rate (CAGR) of 78 percent to 2016, reaching 10.8 exabytes per month.
 Meanwhile, CSPs are generating large volumes of data, including call detail records (CDR), network data and customer data. Companies that fully exploit this data gain a competitive edge. According to a recent survey by The Economist Intelligence Unit, companies that use data-directed decision-making enjoy a 5-6% boost in productivity. Yet 53% of companies leverage only half of their valuable data, and one-fourth of respondents noted that vast quantities of useful data go untapped. The data volumes are so high that manual analysis is impossible, and most legacy software systems can’t keep up, resulting in valuable data being discarded or ignored.
 http://login.pervasive.com/access/index?assetkey=EconomistReportWP-Download&asseturi=http://bigdata.pervasive.com/wdata/pp/document/download/06930000001lDBhAAM&lid=PDR&form=WF-0001
 http://login.pervasive.com/access/index?assetkey=EconomistReportWP-Download&asseturi=http://bigdata.pervasive.com/wdata/pp/document/download/06930000001lDBhAAM&lid=PDR&form=WF-0001
 http://www.cisco.com/en/US/solutions/collateral/ns341/ns525/ns537/ns705/ns827/white_paper_c11-520862.html
 http://www.cisco.com/en/US/solutions/collateral/ns341/ns525/ns537/ns705/ns827/white_paper_c11-520862.html
 http://www.infoworld.com/newsletters/subscribe?showlist=infoworld_cloud_computing&source=ifwelg_fssr
 http://www.infoworld.com/newsletters/subscribe?showlist=infoworld_cloud_computing&source=ifwelg_fssr
 http://www.infoworld.com/d/cloud-computing/cloud-computing-in-2012-infoworld-special-report-187077?source=fssr
 http://www.infoworld.com/d/business-intelligence/download-the-big-data-analytics-deep-dive-204191
 http://www.infoworld.com/d/cloud-computing/cloud-review-8-public-cloud-services-put-the-test-214403
 http://www.infoworld.com/slideshow/67904/10-standout-nosql-databases-try-203989
 http://bigdata.pervasive.com/portals/9/graphics/telecom-phases.PNG
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Big Data Insights with Accuracy, Economy and Ease—At Extreme Speed
 With Actian Big Data & Analytics’ high-speed, scalable big data software, CSPs can mine all their data for better decision making in less time. Actian provides an end-to-end software platform for collecting, preparing, analyzing and presenting insights from big data. Application areas include network performance monitoring, fraud detection, customer churn detection and credit risk analysis. Actian Big Data & Analytics software scales to handle terabytes of data, while using commodity hardware, avoiding the expense of dedicated in-memory appliances.
 - See more at: http://bigdata.pervasive.com/Solutions/Telecom-Analytics.aspx#sthash.JwuFkkUW.dpuf
 http://bigdata.pervasive.com/Solutions/Telecom-Analytics.aspx#sthash.JwuFkkUW.dpuf
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BIG DATA, CHURN, CUSTOMER EXPERIENCE AND FRAUD MAJOR CHALLENGES FOR THE TELECOMS
 SECTOR NOW
 Nottingham, UK, 02 October 2013 - An international survey of leading executives in the Telecoms sector conducted by Experian, the global information services company, has revealed that ‘big data monetisation’ is the fastest growing challenge facing the sector.  Churn, customer experience and reducing fraud are also amongst the key issues and challenges facing Telecoms companies in the lead up to 2014.
 The survey was conducted amongst 80 senior executives in 45 telecommunications companies covering 22 countries. Executives were asked to provide insight into the most pressing issues. A similar survey was conducted last year and the results have been compared to identify leading trends in the major issues affecting telecommunication companies over time. 
 The main findings from the survey include: The number of respondents citing big data monetisation as a major
 challenge for telecoms operators has increased by 150% compared to 2012, making it the biggest riser compared to other challenges
 37% of respondents said end-to-end customer relationship management is their most significant business challenge. This is compared with to 2012 when also 37% of respondents agreed suggesting that this challenging issue remains a tough one to solve. 
 32% of respondents said that reducing churn was the most critical factor in improving margins (this compares with 26% in 2012).
 Selling additional services to existing customers is also identified as important (29% vs 19% in 2012).
 Winning profitable customers (24% now compared with 21% in 2012) is also a priority highlighting the trend away from a pure revenue (ARPU) view of the world to incorporate Average Margin per user (AMPR) and Customer Lifetime Value (CLV). 
 Almost two fifths (37% in 2013 compared with 30% in 2012) said improving the quality of decision making throughout the customer lifecycle will provide the greatest benefit to their organisation, along with using external data to enhance their understanding of customer’ value relative to their potential risk.
 10% of respondents felt combatting fraud posed a growing challenge in the run up to 2014.
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7% of respondents said automating a greater proportion of customer decisions and interactions continued to be of importance.
 Antonio Valasquez, Corporate Risk Director at Telefonica, commented: “We agree with the findings of the survey.  Our experience tells us that concerns around reducing churn, improving customer experience and developing cross-sell opportunities are very closely interrelated. The pressures of market saturation combined with the drive to reach new customers and improve profitability, means telcos are having to rethink substantial elements of their strategies. This demands not only self-criticism, courage and effort, but also new and better customer information, analysis and insights.”
 Tim Barber, Strategic Development Director, Experian Decision Analytics, added: “It is no surprise that Customer Experience, Big Data and Fraud have been identified as serious challenges for telecommunications companies. The telecoms industry has access to vast amounts of data, and is rapidly understanding how this data can be mined to improve business performance in these critical areas.
 “The findings also complement recent research by Experian into the ‘Always-On- Consumer’ and the significant part that mobile connectivity is playing in the lives of consumers. Young, urban and tech savvy consumers are increasingly seeing mobile as their primary medium for engagement with organisations and brands. This research provides consumer insight into the growing demand for more attractive and interactive mobile services such as touch-and-go payment, snapchat SMS messaging and the need for service providers to capitalise on this demand to drive their growth.”
 ENDS…Experian in the Telcos Sector
 Experian has worked with telecommunications providers since the early 1990s, when it started providing consumer information services and hosted application processing systems to the new generation of mobile operators. It has since grown its footprint significantly, and currently helps well over 100 international telecommunications operators to find, acquire and manage customer relationships. Experian works with telecommunications in a number of different areas including application processing, customer insight, acquisition & retention, credit risk, decision analytics, debt management, fraud prevention and identity solutions.
 Key emerging areas where Experian is assisting Telecoms companies with these challenges include:
 Risk ID for card not present transactions especially for pre-paid.
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Support for existing clients to provide best practice decisioning for their MVNO clients.
 Home move identity – sharing data to track home movers. This is particularly important for landline providers
 Device reputation for online application management and authentication, use of mobile device recognition data in fraud prevention, prevention of fronting/ ghost broking
 The national fraud prevention scheme, where Experian will be assisting telcos with the detection and prevention of application fraud.
 Mobile metrics via Hitwise in providing insight into the consumer mobile audience.
 http://press.experian.com/United-Kingdom/Press-Release/big-data-churn-customer-experience.aspx
 http://press.experian.com/United-Kingdom/Press-Release/big-data-churn-customer-experience.aspx
 http://press.experian.com/United-Kingdom/Press-Release/big-data-churn-customer-experience.aspx
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