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EXECUTIVE SUMMARY

There are three major categories of busiss drivers that all communication service
providers (CSPs) face today, and businessvival is now dependent on how these
organizations respond to those drivers. They are: external drivers, such as user device
and technology evolution; internal drivers,clading the need to rduce operating costs,
address the data explosioahallenge and support new bnsss models; and satisfying
customer needs, such as support for self geey real-time everything and the mobile app
economy.

With the change in
business model focus
from technology to the
Gone are the days when the communicatiotechnology sales model that worked for customer, CSPs have a
everybody will continue to deliver profitableesults. In many markets, voice and data golden opportunity to
revenue are now on sharp decline. To reversss pattern, allurinqiew services for both  increase customer
business and consumers are taking shapenamerous fronts. Each involves resources l0yalty by using flexible
from multiple suppliers, working in collabation with CSPs to define, deliver and S€rvice definition and
support the right stuff at the right time. \Wh the change in business model focus from biIIi-ng feqtgres that can
technology to the customer, CSPs have a golden opportunity to increase custome(fje“v(_:‘r p.rlcmg plans

. . . - . . .. and service package
loyalty by using flexible service definition and billing features that can deliver pncmcglptions to fit individual
plans and service package options to fit indigildneeds, instead of individuals fitting into

. . needs, instead of
a handful of service plan options. individuals fitting into a

To capitalize on this opportunity, a numbef business and operations management handful of service plan
functions must change to properly defineew service offers and to update service OPtONs.
options in minutes, hours or days, as market conditiodictate. From a customer
perspective, it means delivery of servicetimms in a “pick and choose fashion” and

pricing plans with flexibility to offer biggediscounts according to factors such as
advertising involvement, number of selectsdrvice options, usability controls, external
partner-provided components and competitive presssi within a specific location. It also

means orchestrating complex service ordersittwboth internal and external parts, so
everything comes together at the right timend in the right sequence. Finally, it means
defining market pricing, collecting custemrevenue, and associating revenue share
amongst suppliers in near real-time, aempetitive pressures inelase and customer

service options expand.

This report will look into the categoriesof business drivers that are shaping the
communications industry today and defifmw those drivers are affecting the way
business must now be conducted. It wdkplain how the time-proven communications
technology sales model is gigi way to more customer-cenic ways. This is especially
true, as customer buying behavior is shiftito a “mobility everything” world driven by
advanced touch-screen user device tectogy. The report will point out the strong
correlation between customer buying behawvowith the solution strategies that keep
them happy. It will define some of ¢hmost significant convergent billinlgusiness
requirementsieeded for long-term success. Thep®t also explains how convergent
billing is the essential ingredient to thieng-term business transfmation, and how one
company—Orga Systems—is wking to satisfy today’'s convergent real-time billing
needs.
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When it comes to
changing the way CSP
business has been
done—sale of
communications
technology from
customer access and/or
high speed transport—
not a lot can be gleaned
from the past. The same
business model has
served the
communications
industry very well for
over 100 years, but this
model will not yield
profitable outcomes
much longer. The
mantra of focusing on
the customer experience
rather than just
technology, is pushing
the CSP marketplace
into uncharted territory.

THE EVOLVING COMMUNICATIONS MARKETPLACE

Business Drivers are Internal, External and From the Customer

Today’'s communications marketplace, pesially the mobile communications
environment, continues to undergmassive change. A closer look at what is driving this
change, as shown in Figure 1, points db least three unique dagories of business
drivers. CSPs would do well to consider threavhen planning any change in business
strategy, but especially change that invehee deep focus on the customer experience.
They are:

Figure 1 — Inside-Out and Outside-In
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Source: Stratecast
x External Market Drivers — The most significant external market drivers
include: evolving user device and network technology; changing regulatory
conditions; rapid expansionf the mobile application development community;
the rise of cloud services; and enterpe need to embed mobile communications
into the goods and servicethey provide in order to deliver a better experience
to their customers.

X Customer Needs— Customer needs are numerous and differ by market sector,

geography and type of customer served—consumer, small business customer or

enterprise. A common thread for all custner groups includes: self-service
access to purchase services, check bills or report peots; location and position

of the customers for an enterprise orsmall business; an evolving mobile
commerce and social world enabled rdtugh smart devices—tablet PCs and
smartphones; cloud services that aretuitive, easy to use and often require
minimal direct involvement; an alwaysadable economy of mobile applications;
and mobile payment options for smal#lue transactions such as vending
machines, convenience store purchasasd mass transportation ticketing.
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x CSP Internal Business Challenges- The most common internal business
challenges are centered on pressures to: improve systems and process-
agility, while at the same time continue to reduce operating costs; find
new ways to increase revenue; address the growing data usage explosion
in a cost-effective manner; utilize gabilities from partners to deliver
services with high customer appeamprove the customer experience; and
entertain new business models.

Communications Technology Sales — A Business Model That Is Almost D  ead

When it comes to changing the wayCSP business has been done—sale of
communications technology from customer access and/or high speed transport—not a lol N€S€ same customers
can be gleaned from the past. The sameibess model has served the communications &re generating several
industry very well for over 100/ears, but this model will not yield profitable outcomes times mpre data.traffic
much longer. The mantra of focusing onetlcustomer experience, rather than just than voice and simple

technology, is pushinthe CSP marketplace into uncharted territory. ﬁg;géa{;]gunsézgis'

As one can imagine, there isn’'t a “madiermula” to address all of the business balance out customer
challenges operators collectively face todar is it practical to do so. The business desires with the push
strategy for one organizationwith emphasis on various parts of each business driver from external influences
category previously definedyill differ from another. Overtime, these differences will  IN meeting intgrnal _
likely become more extreme as CSPs pugsthe best strategies to address their DUSINESS requirements is

customer needs and regional requirements.ldok at the past simply yields no clear & daily battle that must
pathway to the future. be weighed against
changing market

conditions and

Maintaining Balance competitive pressures.

Some business needs are stronger in certanarkets than others; yet, for long-term
success, all three categories of business drivers require somd kdvattention. For
example, consider the smartphone or tablPC. These touch-screen mobile devices
provide a customer with the feeling of comtr by simplifying the human-to-technology
interface. They encourage users to pemalize the service and content download
experience, which provides flexibility and stitates a desire to try new things. They
raise curiosity in all age gups, including what is now the fastest growing new user
sector for tablets: three-year-old toddlers.

Smartphones and tablets are also the ‘®ntives” that get customers to purchase
advanced mobile data plans, downloadplcations, and engagwith entertainment
content. Possession of such devices alwpysduces higher levels of customer spend
when compared to other device types. But they come with a dark side too. These same
customers are generating several times more datdfic than voice and simple text plan
customers. Hence the need to balance out customer desires with the push from external
influences in meeting internal business requirements is a daily battle that must be
weighed against changing market ddions and competitive pressures.

From an enterprise perspective, there growing demand for ptentially high volume
usage transactions that must be aggregated accounted for in real time including:
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Stratecast believes that
business success, now
and in the future, is
about meeting end-to-
end customer needs, not
just supporting the sale
of network-enabled
technology. Solving
customer problems
breeds loyalty and
increases customer
confidence.

cloud-based business solutiorcgirporate mobile applicatiosy integrated utilities control
or “smart metering”; remote healthcare maétoring; integrated hosipality services; “live”
textbooks, collaborative diswvery; and shared telemegtr of data between multiple
industries in a machine-to-mhine interaction. There aretdl others, as enterprises look
to incorporate mobile services into thegoods and services they provide to their
customers for creating a better experience.

They Will Spend More When They Experience More

Could the customer experience and correspding spending plans of the previous
examples be further enrichedr expanded to cover a largecross section of the total
customer population? Of course; but if so, athwould be the first focus area and why?
Might it be adding pricing flexibility to standard data accesslan? Would it involve
usability features and controls that could allahe customer to define how to spend,
how often and on what items, e.g. applicatsovs. interactive video vs. business tools?
Could it provide near real tima notifications of spending Vels for voice services, data
sessions, texting levels or downloaded comt® Might it bring partner capabilities, even
cloud-based applications, together as a @aydd solution? Could it incorporate insight
about previous usage farns or purchasing behaviors tentice customers to add to an
existing service arrangement? Would flexilskml-time notifications help customers use
services in a roaming environment that theyight otherwise neverconsider because of
the potential “shock” they would redge on their next billing statement?

Looking ahead, if emphasis can be placeadre on generating new revenue with the
appropriate attention to an organization’s lbace sheet and less on cost savings, then
addressing the customer needs portion of the business drivers previouslyidedds an
excellent first-step toward transitioning to different way of doindusiness. As such, are
improvements in the customer experienceonfined to just billing, the customer
notification function and the emerging use afhalytics to better understand customer
needs? Certainly not, but conoges generally surface withithese functional boundaries
whenever a customer spending event ocgu Hence, working with the billing and
customer care processes is a good placeanbd increased attentioand business focus.

Stratecast believes that busisesuccess, now and in the future, is about meeting end-to-
end customer needs, not just supporting tsale of network-enabled technology. Solving
customer problems breeds loyalty drincreases customer confidence.

CONVERGENT REAL-TIME BILLING IS STILLESSENTIAL FOR
BUSINESS SUCCESS

Smartphone and Tablet Conundrum

A tablet PC generates approximately the saamount of user data as 1400 plain function
2.5G handsets. This is obviously from theeb sessions it can engage, the video it can
show, and the number of applications itnrcaupport. Smartphones are similarly heavy
users of network resources.
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What do increasing levels of network usabave to do with billig? More transactions

per data session, multiplied &n increasing volume of dapdan users can spell disaster,
without a means for aggregating and correlateach transaction by customer. This isn’t

to say the customer is billed for each; bwtithout such capabilities, the concept of
changing from flat rate data plans to tierpdicing plans, with real-time notification of
account balances and charges, is just a hdpadsire. It is expected that future service
offers may include the cost of transport (data access) within the content purchased by an
end-user customer. This isnother case where operatoprofitability of such offers
would literally be weighed by thkevel of measurement capability.

Handling more
Handling more transactions per customer & small, but very tactical, part of any transactions per

customer experience process. However, thei® much more to the story than efficient customer is a small, but
throughput capacity and processscalability. It also requires a change in business focud€ry tactical, part of any

to establish a profitable and customer-fraig real-time usage management strategy. customer experience
process. However, there

_ is much more to the
Keeping Customers Happy story than efficient

throughput capacity

Central to an effective reveue management strategy, tohed with today’s business
and processor

needs, is convergence of the traditionally separate prepaid andpastilling functions. scalability. It also
Most importantly, real-time control parameteassociated with a portion of a larger post requires a change in
-pay account provides better customer apmle-as does a usage summary, by servicephysiness focus to
type, for consumers using prepaid cards faice services, broadband access and VASestablish a profitable

solutions. Does convergent real-time rating daarging matter that much? Consider the and customer-friendly
following: real-time usage

management strategy.
X Meeting the Competition - Is it reasonable to assume that when new

services are introduced, the “get 6 months free” message that sometimes comes
today with such offers is really an adsmion by the CSP that it needs this time to
get its systems and processes tuned upsepport the new offer? Could it be
that competitors with more configurable billing systems introduced similar
services or rate plans that forced it ttaunch the new service before everything
was operationally ready?

x Becoming a Market Leader — With highly configurable and flexible systems, is
it realistic to suppose that customers @rinterested in receiving a continuous
stream of new service offers, not coting the potentially hundreds of pricing
plan variations that can separately grow out of sarhenvironment? What about
the thousands of apps that will likely playthvsuch offers, or with each other, as
a way to enhance the customer experimn and thus generate additional CSP
revenue? Will customers see this rapid resise to market change as a visionary
step from a market leagr or will they care?

The long talked-about age skrvice differentiation based aime level of needed service
quality is soon to be a reality for some op#ors. It means they have found, like many
other CSPs will soon discovethat meeting customer needthis way requires both real-
time network and business operatig. Central to such a change in strategy is a real-time
convergent rating & charging engine ablerm@anage large transégen volumes with an
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So, does convergent real
-time rating & charging
really matter that
much? The need to
deliver to all customers,
regardless of payment
method, advanced
marketing and solution
offers that appeal to
their competitive needs,
and that will win their
long-term loyalty, is the
secret sauce to long-
term business success.
This means bringing to
light, for all customer
groups, partner-
involved solutions,
package discounts and
promotional activities
that can’t be fully
addressed by a less than
real-time convergent
rating & charging
strategy.

ability to scale up as more customers come on board and as new services exhibit
additional complexity.

So, does convergent real-time rating & chaigireally matter that much? The need to
deliver to all customers, regardless of pagm method, advanced marketing and solution
offers that appeal to their competitive needsnd that will win their long-term loyalty, is

the secret sauce to long-term business success. This means bringing to light, for all
customer groups, partner-involved solutis, package discouwtand promotional
activities that can’t be fully addressed by a less than real-time convergent rating &
charging strategy.

Business Requirements of Convergent Billing

Depending on the type of user and thogesponsible for payments, different service
characteristics appeal to different customgggments. It all boils down to implementing a
convergent billing solution that can addreasvariety of business needs essential for
keeping customers happy. While the list can bgrtensive, some of the most critical

requirements are:

x One Bill, All Services— Business customers have asked for this option for a
long time. Typically, for a large enterprigwen today, multiple bills come from
different geographic segments of the CSBusiness rather than one bill showing
spending level summaries by definable customer-specific areas. Consumers want a
single bill too, especially if participaginn triple-play or quad-play plans. Many
CSPs still can’t offer bundled discounts besa each technology stack, e.g. voice,
text, broadband, video, isupported by a different system.

X Loyalty Rewards— In partnership with other gppliers or standalone, the age
of “buying customer loyalty” withinthe communications sector is here.
Customers want free stuff by continuing to do business with the same
organization, as long asmething extra is a part ofthe process. Loyalty rewards
should be more than free minutes of &®r extra text mesages, e.g., including
partner-provided digital content or evedurable goods. Package discounts are
important to customers, but even betteare tangible customer loyalty options.
With real-time convergent account totals, i$ possible to cary loyalty values for
partners, such as frequersghopper or regular servie usage programs combined
with the CSP’s interal loyalty program.

x Hybrid Account Management — If limits to the way a service can be used are
involved, there must also be alteatives to address exceptions. When a
financially-responsibé party of an account is not Wing to pay or if they limit the
amounts that can be charged towards aasdd pool, individual users need an
alternate means to pay for consumed sims that are not permissible by the
controlling party. The controlling party must also be assured that once controls
are implemented, any individual's ti@iéies that do not meet the control
definitions must either be denied ocharges need to be redirected to the
individual’s account.
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x Advanced Marketing and Business

Intelligence— Support for market
campaigns based on paststomer spending patterns ousage history will be an
essential part of the next level ofcustomer solutions” that bring partner
capabilities together with network accegslans. This function should collect
customer usage details—not about netwoslervice usage, alone, but in tandem

with other customer factors such as device patterns, application downloads,

buying behavior of partner-supplied conteand revenue generated. The focus of
business intelligence in this case isrm@about customer convenience and better
addressing customerneeds, than ircontrolling behavior.

Machine-to-Machine-to-Human Subscriptions (M2M) - To realize
profitable margins for M2M services, CS#sould offer connections on a high
volume basis, bundled with dedicated maged services. They should also
consider automating device support for customers in a numbemarkets such
as smart grids, energy, transportatioelematics, medical device monitoring,
remote security monitoring, gauge arsgnsor data managent—especially for
undesirable or inaccessibigork environments, and pply chain fulfillment. This

will reduce provisioning as wedls customer support costs.

Stratecast believes a
growing number of
customers will seemore
life improvement
benefits over the next
two years, from services
enabled through a
convergent billing
strategy, than any
service offer previously
delivered over the past
five. In competitive
markets, CSPs with

Real-time capabilities are the common basis to promote a profitable M2Msych capabilities will be

business. For example, while monthigvenues for dedicated transportation
telematics services are accale today, especially iareas with high growth
rates such as smart metering, theyngeate extremely low revenues per unit.

able to differentiate in
ways that can’t be
duplicated by

Accounting for each transactio especially fotarge volume cases, is essential for COMpetitors lacking

long-term success.

similar business support

capabilities.

X Multi-Sided and Cross-Industry 2.0 Business Models- Taking advantage
of a CSP’s advanced billing and horizomtaler orchestration platform, manage
and account for transactions deliveredofn multiple suppliers that deliver piece
parts of a bigger service offer, defineddadistributed by a “virtual operator”.
Support for this concept definitely inedles: 2-way flow of money between end-
subscriber and CSP for broadband connentidixed or mobile); end-subscriber
and virtual operator for use of servicesirtual operator and CSP for hosting the
virtual operator’'s services; and eaclhipplier to the CSP for enabling them to
offer their data or services to the virtuaoperator. When deahg with this level
of complexity and dependency, multipldlling systems performing portions of
the end-to-end billing function no longeneet the need. One system, interfacing
with all sources, both internal and &¢nal to the CSP’s network connectivity
systems and processes, is essential for business success.

Stratecast believes a growing number odistomers will see more life improvement
benefits over the net two years from services ebled through a convergent billing
strategy than any serviceffer previously delivered ovethe past five. In competitive
markets, CSPs with such capabilities will bdeato differentiate in ways that can’t be
duplicated by competitors lacking similar business support capabilities.
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OPSC Gold combines
pre-pay and postpaid
billing into a converged
system that delivers real
time charging for all
services provided across
multiple networks. It is
designed to work for
any industry with high-
volume billing
requirements, including
the telecommunications,
financial services and
energy sectors.
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ORGA SYSTEMS CONVERGENT BILLING

While convergent billing has beenfocal point of discussion for at least the past 5 years,
strong evidence of its purpos® meet changing customareeds is now here. In today’s
world, the level of sophistication and complexity of the services that appeal to customers
the most involve real-time characteristics thpte-pay or postpaid solutions can’t offer
alone. Within the convergent rating & changi domain, a continuing challenge lies in
configuring a solution that cacollectively handle the eeds of both consumers and
enterprise customers. Such a solution stuhave flexibility enough to support new
requirements as regulation chges, technology advances and business models evolve.
Operationally, it must also support a wnable-sized customer base, demonstrate
scalability to rapidly address new service offers and haeefléxibility to support major
changes in business strategy. It must als® price-competitive for the end-to-end
capabilities it delivers.

OPSC Gold Solution Summary

One example of a solution with the flexibilitgsnd needed scalability to support these
essential business needs it@rga Systems OPSC Gold billing and financial management
solution. Shown in Figure 2 below, the GB Gold Convergent Charging and Billing
module offers a number of kefunctions relativedo: Configuration, Product Management,
Real-time Charging, Billing and Financial Maneent. As explained to Stratecast, OPSC
Gold combines pre-pay and postpaid billingoira converged systenthat delivers real-
time charging for all services provided acrassiltiple networks. It is designed to work

for any industry with high-volume billing requirements, including the telecommunications,
financial services and energy sectors.

The OPSC Gold Convergent Charging andliBg module can be “plugged in” with other
Orga Systems revenue management modules to address the specific needs of an
organization today, as well as adapting tarding needs in th&ture. These modules

are also shown in Figure 2nd include: Active Mediation drPolicy Control, IN Service
Control, Communication & Self-Care, Vouch&tanagement, Voucherless Airtime Selling,
and Mobile Money and Payment.

The key to business success lies in an orgation’s ability to promptly respond to
changing market needs, buwlso in possessing the capabilities to rapidly create and
manage new customer-centric service offarst available from competitors. The secret
sauce for business success lies in the dejivefr “customer solutims” that appeal to
them, regardless of payment method. Thisans the end-to-end billing process must be
responsive, flexible, scalable and suppartiof real-time services often involving a
network connection and other “things” thameet customer needs. Such needs include
use of: mobile apps to improvproductivity and quality of l&, cloud services to better
control costs and meet demand; social netwarg to more closely connect people and
commerce in a myriad of ways; mobile pagmh processing; and real-time notifications.
OPSC Gold is well down the path toward eeting the revenue management objectives of
this new business environment.
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Figure 2 —
Orga Systems Convergent Charging, Billing and Financial Management Solution
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Source: Orga Systems

The Need for Speed

Putting aside the technology ddakaabout “how fast” is fasenough to constitute “real
time” usage transaction processing, it is img@amt to remember that pre-pay customers
continue to make up the majority of mobilsubscribers around the world. Post-pay
customers, although a minority by subscriberlume, generate a gproportionately large
amount of the revenue CSPs earn fromeih combined customer base. So, what's the
point? It's simply that all customers wantetlbest experience possible when it comes to
the services they pay for and use. This medhat traditional post-py features need to

be applied to pre-pay customer serviceferfs, and the real time aspects of pre-pay
services definitely need to be applied to post-pay offers. This is the business model that
is quickly evolving for consumers and small business customers. It is also shaping the
strategy of larger enterprise customers thatant to embed mobilecommunications into

the goods and services they supply to theustomers—a conceppreviously described

as the Cross-Industry 2.0 business model.

Supporting new business models, due to the increased emphasis on the customer and
services that involve “stuff” outside of theetwork, dramatically increases the level of
transactions that must be collected, agga¢ed, correlated by customer (individually),
and rated in as real time as possible. Thisnisaddition to the nar order of magnitude
increase in user transaction volumes creditby technology advances from 2.5 and 3G
networks moving to 4G LTE technology. Otop of both are the transaction volume
impacts from new M2M enterprise-based bwess opportunities, especially since it is
almost certain that end-user customers of naM2M services will ntobe the responsible
paying party. Examples include transportation sector telematics, healthcare remote
patient monitoring, and mobile retail traactions. Together, #se three areas—new

June 2011 © 2011 Stratecast. All Rights Reserved. 11



Stratecast believes that
with the shift in

business strategy
toward an improved
customer experience, all
service offers in the
future will contain a
real-time aspect in order
to maintain long-term
customer appeal. It also
means an increasing
amount of customer-
generated usage events
will need to be
processed efficiently
enough to give
customers the “feel” of
instant availability of

the services they use.

12

services, network technologgvolution, and M2M—Dbring stability and event processing
issues to mind, especially wh low latency is critical fomeeting customer experience
expectations.

In a demonstration of the system’s scalép and latency capabilities, the OPSC Gold
Convergent Charging and ilBhg module was recentlybenchmarked using a major
hardware supplier’'s setup. Testing resultspwin in Figure 3, underline Orga Systems’
capability to handle a customer base aofore than 150M pre-paid and postpaid
subscribers on a single platform. Furthersults showed that OPSC Gold can address
throughput volumes of approximately 10K exwts per second, up to 70K events per
second with linear real-time latency of approximately 3.9 milliseconds for 99.96 percent
of all events. Similarly, tests showed it could process 10 million bills peir,h@ach
including 150 events, ia batch-based process.

Figure 3 — OPSC Gold Event Processing Benchmark Results
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As a convergent billing solution, OPSC Gdldndles charging and billing for all services,
customer segments and payntemethods. Its real-time capabilities can be utilized to
increase billing transparency and improve customer safisfia, regardless of customer
payment method. For markets in which ghi performance real-time processing is
important, the OPSC Gold solution providesmaeans to replace multiple IN prepaid and
legacy postpaid systems.

Stratecast believes that with the shift in busss strategy towarén improved customer
experience, all service offers in the futureill contain a real-timeaspect in order to
maintain long-term customer appeal. It alseeans an increasing amount of customer-
generated usage eventill need to be processed effetly enough to give customers
the “feel” of instant availabilitgf the services they use.
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Stratecast
The Last Word

In today’s world of converged services amrtner-assisted offerings, a variety

options and pricing plans bring flexibilignd choice to the customer. Customet

focused solutions certainly apply at the busiadevel and at the consumer level as lgng

as innovation keeps delivering new service options with pricing at levels custasaar
accept. Accomplishing both requires operasoto work from a retail mindset—try out

a service offer; if customer uptake is sufdici then keep it; if only marginal, cast |i
aside and try something else. It also ane quick response to changing mark
conditions by adjusting existing service offeor creating new ones in a matter g

hours or, at most, a few days—not weeksdmonths, as has often been the case
times past.

Certain user devices creategiificantly more transaction volumes than others due

the way the device operates and the chfgaies it supplies to its owners. Yet, the

newest devices hold not only the highesustomer appeal; they also provide th

greatest opportunity for a CSP to upsell weproducts, featuresand partner-enhanced

solutions targeted to specific customer groups or user needs. As user devices de
and continue to win the pocketbooks of customers everywhere, so must
sophistication level of the services that make them so valuable. This inc
downloadable content, cloud-based applications, and interactive entertainment.

Enhanced service offersvith the corresponding data plans that make smartphones
tablet PCs customer-appealing and user frignavill need to creatively evolve as we
Almost invariably, this means satisfying tthemands of customers for instant acce
instant downloads and instant availability.P6Sof course, need to have the means
instantly recognize if a customer is qualifimdengage with such offers at any point
time. Enter the world of real time transdion processing, a.k.a. real time rating
charging.

Stratecast believes that new revenue from the timely and repetitive introduction

of competitive offers involving real-time attributes is the key to long-term
business success. Cost savings alone are no longer enough, as reues from
network connectivity services staghate and the need to build more network
capacity increases. This type of environnment is facilitated by several tools, the
most significant of which is real-time rating & charging with a tight integration to

the customer notification and policy management functions. Does convergent
real-time rating & charging matter that much? Oh yes, and a lot more.
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