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Abstract 
This white paper looks at how true real-time marketing can leverage prepaid customer-initiated 
triggers in ‘now-time’ (i.e. <1 second) to improve communications service providers’ relevance to 
Customer 2.0, thus boosting their loyalty and increasing customer lifetime value.  

So-called ‘real-time’ marketing has been a buzzword among telecoms operators and service 

providers for around five years. Vendors and operators alike have boasted of the value of 
adopting a ‘real-time’ or ‘near real-time’ marketing approach, in terms of improved customer 
loyalty, increased ARPU and more effective campaign management.  

In reality, very few telcos are delivering true real-time: most telcos are still unable to respond to 

customer-initiated triggers or events at the very moment when they occur. Customer 2.0’s 
expectations of his communications are currently moving faster than telcos’ ability to deliver 
relevance. Other companies in the customer’s dynamic value configurations may well be better-
placed than telcos to capture now-time customer value. 

The Customer 2.0 Challenge 
Prepaid Customer 2.0 context: dynamism, unpredictability and transience 

Customer 2.0 is here today. He is impatient, unpredictable, hungry for information, and 

communicates in an increasingly dynamic environment. His focus is on ‘what’ not ‘how’. He 
enjoys always-on access through multiple devices and uses communications platforms to consume 
branded or user-generated content in different ways according to ever-changing contexts. He is 
used to doing everything in real-time on the Internet. He forms transient relationships with third 
parties according to what he is trying to achieve at a given moment. He uses the most convenient 
method at the time when it suits him, and increasingly this means using non-traditional 
communications like instant messaging and social networking platforms rather than voice.  

The dynamic value configurations that Customer 2.0 uses to achieve what he wants go well 
beyond the traditional boundaries of telecoms. Telecoms brands face the challenge of retaining 
relevance to Customer 2.0 alongside other brands that are more familiar to him.  

Telco context: revenues, profit and churn 

Telcos are not yet in a position to respond to Customer 2.0’s now-time expectations. They are 

struggling to maintain (let alone grow) their revenues and profitability in an environment where 
business models are very fluid. To arrest the revenue slide, the majority of telcos focus on 
reducing prepaid churn in the short term. Operators have adopted two generic strategies to 
achieve this: 

• Use historical network (CDR) analysis to predict when a customer is likely to churn (for 
example, time since last call or last top-up) and then try to get them to make a transaction 
to keep them active on the network. This type of churn reduction activity usually occurs 
through a ‘special promotion’ that is rarely tailored to individual customers and does not 
enable the operator to address the underlying reasons why the customer has been inactive.  

• Implement a ‘loyalty’ scheme that ‘rewards’ customers for their cumulative activity on the 
network. Too often the ‘rewards’ allocated are not immediate, which means they lose their 
immediate relevance and impact for the customers they are trying to reward.  
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Figure 1: Basis of prepaid reward schemes 
 
 
 
 
 

 

Source: Informa Telecoms & Media Churn, Retention and Loyalty Industry Survey 2008 

In general, telcos’ prepaid churn reduction efforts are reactive, focused on short-term retention 

of customers that operators believe are likely to leave the network, and take place when 

operators decide to implement them, which is not necessarily relevant or of value to customers. 

Such schemes are not widely seen as having a significant impact on retaining customers: churn is 

on the increase in every region in the world except Latin America. Over 60% of operators 

surveyed for the Informa Telecoms & Media 2008 Prepaid Churn Survey are experiencing annual 

churn rates of over 15%, and a staggering 14.8% reported that they are losing over 50% of their 

customers every single year.  

Creating Customer 2.0 loyalty 

Telcos’ marketing departments talk incessantly about ‘loyalty’ schemes, but in reality their focus 
is on retention. Loyalty describes a long-term, positive emotional attachment between an 
individual (or segment of individuals) and a service provider. Retaining a prepaid customer on a 
network one month at a time is not the same as developing a long-lasting, two-way relationship 
that turns customers into advocates of a service provider. The latter is based on developing a 
deep understanding of customers’ value expectations, and occurs mainly during the enhancement 
phase of the lifecycle.  

By over-focusing on retention and under-developing their enhancement activities, telcos are 

missing out on a huge opportunity to create true customer loyalty when it matters most. The 
challenge for telcos is that Customer 2.0’s expectations are very transient and individualised, and 
therefore increasingly have to be addressed in now-time if they are to be relevant and effective 
over the customer’s entire lifecycle and create long-term value. 

Clearly the implementation of now-time capabilities throughout the marketing cycle would be 

difficult both from a process and resource point of view. There are some instances where near 
real-time marketing may be sufficient to deliver to Customer 2.0’s value expectations. However 
there is increasing awareness among many operators that they must get better at using the 
dynamic data provided through their systems before it becomes history so they are able to 
deliver relevance in the enhancement phase.  
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Figure 2: Importance of Now-Time Marketing in the Customer 2.0 Lifecycle  

Reactive,
Operator‐
driven

A
cq
ui
si
ti
on

St
ab

ili
sa
tio

n

En
ha

nc
em

en
t

Re
co
ve
ry

En
di
ng

Real‐Time Now‐Time

Cu
st
om

er
 2
.0
 li
fe
ti
m
e 
va
lu
e 
co
nt
ri
bu

ti
on

Service provider marketing stance

Reactive,
Operator‐
driven

Proactive,
Customer‐led

Real‐Time

 
Source: Informa Telecoms & Media 2009 

Satisfying Customer 2.0 in now-time 

Loyalty is underpinned by customer satisfaction, which is closely linked to individuals’ 

expectations of the value they will gain from using a particular product/service in relation to a 
specific need within a particular context. Those expectations may be tangible (for example, 
speed of connection) and/or intangible (for example, brand values). The very fact that prepaid 
Customer 2.0 is performing such a vast array of connected activities beyond voice means that his 
expectations are likely to change by the second in line with his context and lifecycle stage.  

Figure 3: Components of Customer Satisfaction  

 

 

 

 

 

 

 

 

 

Source: Informa Telecoms & Media – Telecoms Academy, based on ECSI 
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Telecoms providers attempting to address Customer 2.0’s satisfaction drivers also need to 

understand the relative value of communications itself in relation to other elements of his 
dynamic value configuration. For example, having a high-speed mobile Internet connection may 
be of less relative importance and relevance to an individual downloading a song than having 
good search tool, a friendly user interface and a cool brand.  

Although in future Customer 2.0 is likely to be more satisfied by non-telecoms parts of his value 

configurations, the good news for telcos is that they hold the key to now-time marketing by other 
organisations within transient ecosystems: the data on the customer’s behaviour as it happens, 
which unlocks the now-time moment of opportunity for third parties to respond to the customer-
initiated triggers.   

Implementing now-time marketing 
Status of real-time in telecoms in 2009 

Most implementations of real-time (or ‘near real-time’) have focused on charging/billing systems 

and to some extent on customer communications triggered by events in the network. Examples 
include credit or balance information sent to customers via SMS, or advice of bonus qualification. 
Implementations have focused primarily on automating where possible the response to inbound 
customer triggers (such as a call, top-up, SMS or visit to a website). These examples occur mainly 
in emerging markets – particularly in Latin America and Asia, and to some extent in Africa and 
Eastern Europe. Operators implementing real-time systems of this type include: Sunrise, Optus, 
True Move, AIS, Vodacom, Vodafone New Zealand, Hong Kong CSL, K-cell, O2, Nawras, Moldcell 
and Geocell. In most developed markets, real-time has not yet gone beyond the billing system. 

The strategic imperative for now-time 

More far-sighted telcos are starting to recognise that they have a problem at a strategic as well as 

operational level: their focus needs to shift from maintaining short-term revenue to generating 
long-term profits. To generate profit, the value in terms of revenue and profit of each individual 
customer – and especially prepaid customers, who constitute over 50% of the customer base in 
many operators – needs to be maximised over the long term. This means that each marketing 
activity undertaken needs to deliver an immediate return on investment, which means delivering 
greater relevance for individual customers and increasing their value over their entire lifetime.  

Going forward, marketing also needs to become more efficient to maximise profitability. It needs 

to be automated and, above all, simplified, so that time-to-market can be significantly reduced. 

“I have been a customer of my operator for 2 years and I have never once been contacted 
by my operator – I’ve never even received any spam from them. I’d really like to have 
information from them about my current status and options – things that are interesting 
to me with the context that I want them.” (Mobile customer, Western Europe) 

“I have been a customer of my operator for 2 years and they are constantly contacting 
me with marketing calls and SMS messages… wanting me to buy something that I don’t 
want. If they could contact me when I’m in the airport to remind me to top up before I 
leave home, that would be relevant & interesting.” (Mobile customer, North America) 
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Systems disconnect: now or never 

It is still not possible for most operators to access and analyse data on customers’ now-time 
behaviour except in a time-shifted, resource-intensive way. The ubiquitous spreadsheet is often 
used as a platform to try manually to aggregate multiple data sources about customers, make 
sense of it, and come up with a campaign that responds to customers’ needs (eventually). 

This state of affairs is woefully inadequate for both operators and their customers. The 

disconnect between individual customers’ desire for immediacy that supports their transient 
needs, and operators’ inability to implement an immediate marketing response to customer-
initiated triggers, is causing operators to miss an opportunity to develop a dialogue with 
customers and enhance their experience and lifetime value. Clearly there is a problem here: 
many telcos’ business intelligence systems are not fit for purpose in terms of enabling them to 
ascertain and deliver the now-time value requirements of Customer 2.0. 

 

 
Many operators in Western Europe and Asia have started the process of data restructuring and 
integration/mediation/federation, and some have implemented single customer interfaces. Most 
have not yet made the critical leap in terms of improving customer responsiveness in now-time: 
many have tested the water but large-scale rollout of real-time or now-time integrated 
marketing and CRM to prepaid customers is not yet a reality. There are some significant 
operational and mindset challenges to overcome before operators can see the benefit to them 
and their customers of such solutions.  

Near real-time is only the tip of the iceberg for now-time and we are on the cusp of a major shift 
in implementation approach by those telcos for whom now-time responsiveness is considered a 
strategic investment in a major source of competitive advantage rather than a cost.  

Future potential for now-time marketing 
Going beyond the billing relationship 

  

 

There is a huge opportunity for operators that have already made changes to their data structure 

to maximise their assets and improve their ability to deliver to Customer 2.0’s underlying 
satisfaction drivers. For this to happen, now-time marketing needs a mindset change. Currently 
operators use past data to predict likely future customer responses and determine the campaigns 

“In general, you need to remember that the data is the asset, not connectivity. Connectivity 
is a loss leader. But data is buried treasure.” (Network provider, Western Europe) 

“We are running over 1,000 outbound prepaid campaigns a year. These are extremely 
cumbersome to manage as we have such a large customer base and they take ages from 
conception to implementation. We’re not very consistent about how we approach our 
customers across different channels of communication – our website offers aren’t really 
linked to what we’re doing in our stores and our call centre. The response rates aren’t 
great because we don’t really know who’s taking up the offers and why. We could be 
more effective if we had a better idea of what individual customers are likely to respond 
to as we could personalise our marketing more.” (International mobile operator, Europe) 

“The ability to communicate with the customer on the fly is fast becoming a means of 
generating new revenues. If the customer feels that he has control and choice, he is more 
likely to spend money… the idea of real-time control over a prepaid account is generating 
more attention than the ability to charge in real time.” (Informa Telecoms & Media) 
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they will run. There needs to be a shift towards responding in now-time to customer-initiated 
triggers via an automated response, massively reducing time-to-market, improving relevance to 
customers and delivering to their satisfaction drivers at the moment of opportunity.  

From the telco standpoint, now-time marketing can enable them to respond to customer-

initiated events at any touchpoint that may be inbound or outbound, such as: 

• Top-up/recharge – for example, automatic entry into a prize draw or attribution of rewards 

• Roaming – for example, automated messages when calls are received at night in a different 
time zone 

• Intelligent service management – for example, automated software upgrades for new 
devices or status updates in case of connectivity problems. 

 

 

 

In future, any number of customer-initiated events at touchpoints within and even beyond the 

network itself could trigger a now-time marketing response by the telco and/or its partner 
organisations within the value configuration or ecosystem. These may include website access, 
content downloads, store visits, video uploads, social networking, third party purchases using a 
network, m-banking transactions – the list is endless. In addition, real-time inbound events can be 
analysed so that proactive outbound activities can be carried out in real-time in accordance with 
individual customer preferences or segment profiles. 

Figure 4: Real-time and now-time marketing opportunities 
 

 

 

 

 

 

 

 

 
Source: Informa Telecoms & Media 

Benefits to operators of now-time marketing 

The potential benefits to operators of true now-time marketing capabilities are endless but 

include: 

• Ability to build early competitive advantage through implementing leading-edge systems 

“Some handset vendors are looking at how to personalise their smartphones based on what 
individual customers download. So for example they can push content or information to 
individuals based on their personal preferences and behaviour. This can really help improve 
loyalty as it’s highly relevant to customers and by using the operator’s call information it can 
be done at an appropriate time.” (Handset vendor, Western Europe) 
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• Improves ability to respond flexibly, proactively and immediately to customer-initiated, 
context-specific triggers, thereby increasing relevance and enhancing satisfaction, loyalty 
and customer lifetime value 

• Scope to improve organisational efficiency through simplified, automated systems, reduced 
operational resource requirements, more accurate and timely decision-making, reduced 
time-to-market for campaign roll-out, and ability to target all customers efficiently (rather 
than just high-value ones) 

• Scope to improve organisational effectiveness through more targeted, personalised 
marketing, greater co-ordination of multiple campaigns across multiple customer channels 

• Improves organisation’s focus on the customer: becomes customer-led rather than operator-
driven 

• Scope to develop incremental revenue streams from other companies wishing to 
communicate in now-time 

• Improved profitability through improved loyalty, greater relevance of marketing activities 
leading to improved up- and cross-sell throughout the enhancement phase of the lifecycle, 
increased customer lifetime value and profitability of individual customers, reduced need for 
reactive churn prevention efforts. 

Operators need to move the development of now-time marketing capabilities up their list of 

strategic priorities if they are to retain Customer 2.0 in future. The operators that have now-time 
capabilities that enable them to use dynamic data throughout the organisation – and especially in 
the marketing department - will be best-placed to offer customer-determined benefits in now-
time within and beyond the network itself, and that will enable operators to capture a greater 
part of customer-determined value configurations. Those that do not consider now-time 
marketing as a strategic imperative will lose out to other organisations that are in a better 
position to respond to Customer 2.0’s underlying satisfaction and loyalty drivers as they happen. 


