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Data is exploding in the communications industry, doubling every nine 
months. At the same time, networks are increasing in size and complexity. 
But revenue for communications service providers (CSPs) isn’t growing at 
the same rate. 

CSPs spend more than 50 percent of their budgets on growing their  
networks, but few use analytics to guide capacity-planning decisions. One 
reason is that CSPs operate in information silos. Customer management 
divisions are separate from network management, so it’s impossible to 

know what each customer is experiencing at a detailed level. Studies  
and surveys show that churn is a direct result of CSPs not knowing their 
customers well. How can CSPs learn to do more with less? The answer is 
advanced analytics. 

In this e-book, you’ll learn how analytics can help CSPs make smarter  
decisions about their complex networks – and read three case studies 
showing how telcos around the world are using analytics to improve  
the customer experience. 
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The evolution  
of telco: Past,  
present and future
By Michael Pawlak, Senior Industry  

Consultant for Communications, SAS



The telecommunications industry is evolving at a dizzying rate. 

Talking about the telco of the future in technological terms is 

almost pointless; it’s a moving target, and by this afternoon, 

something will have changed.

But by looking at the industry’s history and the state of the  

technology today, we can get a clearer view of where we’re  

going tomorrow (and that may literally be tomorrow).

Yesterday’s telco
In the infancy of telecommunications, the process was entirely manual. An 
operator would connect telephones within the same exchange with patch 
cords. It was manageable at the time because there were so few phones. If 
you wanted to speak with someone at another exchange, the operator would 
patch you through – a trunk, or long distance call – where the process would 
be repeated. After several exchanges, you were likely to discover that Uncle 
Earl wasn’t home.

After many years, telcos automated much of the process. Phones got dials, 
a switching system replaced the operator, and companies could buy private 
branch exchanges to meet their burgeoning telephonic needs. But all of this 
automation was mechanical. It streamlined the process, but was bound by 
mechanical constraints. Touch-tone dialing was a quasi-digital advance that 
opened the door for many of the technologies we take for granted today,  
like dialing by extension, voicemail and interactive voice response.
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Today’s telco
Today’s telco deals with a different set of realities and technological  
implications, for example: 

•  Consumer customers are cutting the tether. There are several trends  
behind the abandonment of the landline. Chief among them, of course,  
is the lower cost and higher availability of mobile technology. We’re at 
more than 3.5 billion mobile subscribers worldwide already; developing 
countries will add almost another 3 billion subscribers in the next three  
to four years. 

•  Data usage is outstripping voice traffic. According to Cisco Systems, mobile 
data traffic has grown 4,000-fold in the last 10 years. It’s not about voice 
traffic anymore. It’s about data: SMS, video, chat and general internet  
usage. Infrastructure has to reflect that.

•  While much of the world is still developing 3G infrastructure, 4G traffic is 
growing at a higher rate. In 2015, 4G data traffic surpassed 3G traffic by  
13 percent. And 5G infrastructure is on the way because tomorrow’s telco 
can’t get by without it.
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Tomorrow’s telco
The coming 5G technology will offer 100 gigabits per second connectivity, roughly a thousand times as fast 
as 4G connectivity. Why can’t the telco of the future live without it? Because of the internet of things (IoT).

The coming 5G technology will offer 100 gigabits per second connectivity,  
roughly a thousand times as fast as 4G connectivity.

Telcos should optimize 
their networks for data 
traffic rather than voice. 
Interactive data usage is 
already outstripping voice 
traffic. Soon, noninteractive 
data – machine to machine 
data – will surpass even 
that. As a corollary, in order 
for the network to function, 
voice traffic must become 
data traffic in order to co-
exist on a data-optimized 
network.

With data traffic on Wi-Fi 
networks surpassing data 
traffic on cellular networks, 
telcos will have to adjust 
their architectures  
accordingly. As more 
low-frequency wavelength 
becomes available, which 
will allow providers to push 
Wi-Fi connections further, 
this will become  
a pressing issue.

Thanks to software- 
defined networking (SDN), 
the jobs of dedicated 
switches and routers can 
be handled by cheaper, 
commodity computing 
hardware. Telcos should 
investigate whether the 
SDN approach better suits 
their traffic than dedicated 
hardware. 

The enormous variety, 
velocity and volume of 
data that can be collected 
from telco consumers – 
geographic information 
system data, time of usage, 
type of usage – can be 
used, with advanced ana-
lytics, to optimize  
network performance and 
the customer experience. 
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How will telcos need to adjust to prepare for 5G? 
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Get the  
next-best offer  
to a segment of 1
Telenor combines advanced analysis  
with sales and business know-how,  
leading to improved knowledge of  
each customer’s needs



Modern businesses hold a significant amount of insight on their 

clients. But few have put this knowledge into an established  

system, which makes mobile operator Telenor’s new system  

one of a kind. Over the past two years, Telenor has developed  

a guidance tool, Automated Sales Tips (AST), which has  

exceeded all expectations.

Personal contact
In 2012, Telenor Norway designed a strategy intended to pioneer how it 
promotes, guides and sells its mobile services. The company wanted a more 
personalized way of interacting with its customers, in addition to a new, im-
proved sales approach. Developing the new strategy involved incorporating 
accumulated intelligence data to provide Telenor´s customers with adapted 
and better services and offers, presented through the best-suited channels.

“Among other aspects, we looked at how our 800 people working in custom-
er service could also sell products and services, without the customer feeling 
pressured,” says Ketil Sandvand, Head of CRM at Telenor. In developing the 
AST project, Sandvand and his department have attracted the attention of  
the whole telecommunications group.

Comprehensive models
The goal was to create a solution to ensure customers would receive offers 
that were relevant to them. This would lead to increased sales efficiency and 
make the guiding role for Telenor’s customer service staff more comfortable. 

At the same time, satisfaction among customers would increase, improving 
their customer experience and making them more willing to recommend 
Telenor to others. Eventually, the goal was to apply AST across all departments 
and channels.
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To achieve these aspirations, an analysis of Telenor’s customer base and  
a total overview of all products and offers was necessary. Based on the  
collected information, the sales tips most relevant to a specific client appear 
on the computer screen of customer service and sales staff. 

The same offerings also appear on the client’s personal login page, “Mine  
Sider,” as well as throughout other Telenor channels. The development of 
these various sales tips are based on 70 models designed using statistical 
analysis. In parallel, a range of analytical business rules were established to en-
sure Telenor did in fact offer products that the customer can actually receive.

Working with SAS, Telenor developed a “model factory,” monitoring the  
validity of all 70 sales models. Whether a customer accepts or declines an 
offer strengthens or weakens a model. Based on the customer´s response,  
the models are analyzed and altered to improve accuracy.

“We have strengthened our analytical expertise around customer behavior 
that relates to sales,” says Sandvand. “We need to understand each individual 
customer to make sure the offers we present them are not too general. The 
models allow us to make relevant offers based on more than just what makes 
sense for the customer to buy in terms of price logistics.”

An omnichannel approach
The project aims at making it possible to benefit from new customer intel-
ligence across a wide range of channels. The goal is to understand which 
channels the customer is likely to prefer when completing the transaction, as 
well as creating a seamless customer experience across different channels.

“We have to take an omnichannel approach,” says Sandvand. “This is the  
future for us. We are not quite there yet, but we are working hard right now  
to understand and define which channels different customers prefer at  
different times.”
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Sales in real time
“It takes just half a second for the machine to calculate which offers the  
customers will be interested in when they contact us,” says Sandvand.

Large volumes of data are processed in real time, making it possible to  
provide the customers with the best possible “next-best action or offer.”  
This is known as real-time decision management, which is part of the SAS® 
Customer Intelligence suite.

Support from the top
One of the crucial success factors was strong support from management. Key 
executives at the director level were involved from the beginning, making this 
one of the most important strategic projects at Telenor.

“This means there is still a strong desire to invest in the project going forward, 
in order to further develop the solution,” says Sandvand.

We need to understand each individual 
customer to make sure the offers we  
present them aren’t too general. The 
models allow us to make relevant  
offers based on more than just what 
makes sense for the customer to buy  
in terms of price logistics.
Ketil Sandvand, Head of CRM, Telenor

Fruitful results
The project was delivered both on time and within budget. It has resulted  
in significantly higher sales, particularly among the 800 people working in 
customer service, without requiring them to exceed the level of service or 
handling time. Return on investment has far exceeded expectations.

Naturally, Sandvand is very pleased with the success of the AST project at 
Telenor. “It’s one of the most exciting projects I’ve ever been involved in from 
a professional point of view,” he says. “I’ve learned a lot, and working with 
people who contribute that little extra is inspiring.”
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A new  
customer service 
paradigm for 
communications 
service providers
By Michael Pawlak, Senior Industry 

Consultant for Communications, SAS



Communications service providers (CSPs) are facing radical 

changes in how they serve their customers. Virtualization, IoT 

and 5G are just some of the transformative changes affecting 

CSPs across the globe. 

Add to this the shifting demographics of consumers as millennials  
continue to overtake baby boomers as the largest segment of CSP  
customers, and you can see that CSPs need to evolve to meet the  
demands of the future.

And that future is not far off. This will require a dynamic, adaptable  
business model that can continually change in order to meet customer  
demand. Consider:

•  According to the GSM Association, there were 3.6 billion unique mobile 
subscribers in 2014 – about half the world’s population, compared to  
less than one in five in 2004. That number is projected to grow by almost 3 
billion by 2020.

•  Machine-to-machine (M2M) connections are increasing at a frenetic rate.  
The 5 billion connected devices estimated in 2014 will grow to 27 billion  
by 2024, according to Machina Research. 

•  The mobile economy is driving huge returns for small and medium  
enterprises – up to twice the revenue and eight times the number of  
jobs created, according to Forbes magazine. 

The value of mobility
There’s a lot at stake for CSPs. The freedom of mobility and value of connectiv-
ity as data consumption is quickly overcoming voice consumption, and these 
are only starting points for the mobile revolution. 

For a CSP to actually realize the value of this revolution, it must be able to 
mine the data these devices are creating, and that demands a new  
business model where data is the linchpin: 

•  Data about products and services – and how customers use them.

•  Data about the connected machines that enable these products  
and services.

•  Data about the infrastructure that supports these connections. 

And CSPs can leverage all of it with analytics
Let’s take a look at just a small pool of what this data means in terms of busi-
ness models for CSPs: Almost every device continuously generates data. Am I 
roaming? Where am I roaming? If I’m consuming data, where is it being con-
sumed, how is it being consumed and why? There’s global positioning system 
(GPS) and other geographical information system (GIS) data to be absorbed. 
How does it relate to what is being consumed? What does it all mean?

We can only find out if we combine network and customer data in order to 
generate a holistic view of these experiences. This is where the richness of this 
data starts to take shape, and its value is realized.

The network will no longer be the core business
The network of the not-so-recent past was the core business value  
driver for most CSPs. The network was isolated from almost every line  
of business, in some cases right down to human resources and finance. 

These network business units focused on a very clear business model:  
Keep the network up and running at all costs. Are we achieving “five nines” 
uptime? Are we meeting our service level agreements for our  
enterprise customers? Are we reducing customer churn by improving  
network performance? These were the three main questions that network 
executives concerned themselves with.
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Meanwhile, the customer care side of the business was dealing with different 
problems, including: 

• Inconsistent coverage.

• Poor coverage in particular areas.

• Billing complaints about unused services.

• Customer churn. 

The business units directly supporting customers were focused on a very dif-
ferent business model: How do I keep the customer happy? This goes much 
deeper than keeping the network up and running at all costs, and includes 
how customers perceive the value of the products and services they pay for.

But now CSPs are starting to realize that the network business and the cus-
tomer business each collect a tremendous amount of data that can benefit the 
enterprise. This is the core of the paradigm shift taking place in the industry. 
Connecting and making sense of this data is where the real value lies – and 
that requires analytics.  

Applying analytics
How could network executives use additional insights into how customers 
value the products and services they use – and the CSP itself? How could 
customer executives use additional insights about the network, how it’s 
functioning, when changes are being made and which customers those 
changes will affect?

What would happen if these business units could share all these insights? A 
lot. Applying analytics to this huge volume of integrated data will completely 
transform business decisions.

For example, knowing how planned outages will affect the amount of  
traffic for specific products and services – as well as how valuable affected 

customers are – can help minimize disruptions. It also helps improve custom-
er communication, which means a more positive customer experience and 
brand sentiment. 

Analytics can also provide insight into infrastructure upgrades. Upgrades 
need to occur, but when and how they happen are critical to a CSP’s success. 
Where do we need infrastructure upgrades? What kind of infrastructure  
upgrades do we need? Are we talking voice or data traffic? Some areas  
haven’t even been upgraded to 3G network capability, with 4G now needed 
to compete and 5G on the way. What does the data say about how and where 
you allocate your CapEx infrastructure budget?

But possibly the biggest impact analytics can have is helping your most  
talented, insightful, strategically effective people make better decisions about 
the direction of the business. Data is important. Analysis of data is critical.  
The people who make decisions based on analysis of the data are the most 
valuable asset a company has. Giving them the right tools to make the most 
effective decisions for the company pays off.

CSPs are starting to realize that the 
network business and the customer 
business each collect a tremendous 
amount of data that can benefit the 
enterprise … Connecting and making 
sense of this data is where the real  
value lies – and that requires analytics.
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Telstra calls on 
SAS to keep  
customers  
engaged 
How Australia’s largest telco puts 
customers first



The telecommunications sector is highly competitive, and with 

unhappy customers more able to switch between providers, 

ensuring customer loyalty is a challenge.

Australia’s largest telecommunications company, Telstra, says putting  
customers at the heart of what it does is its No.1 priority. This involves  
better understanding customers’ needs so it can develop the products  
and services they want.

Liz Moore, Telstra’s Director of Research Insights and Analytics, says being 
able to innovate more rapidly is crucial for this process. “We have to be able 
to generate insights at ‘the speed of now,’” she says. “What took us six to 
eight weeks in the past now needs to be developed and delivered to  
business in days rather than months.”

NPS brings Telstra closer to customers
Telstra works closely with SAS to analyze data and produce metrics that  
create a more comprehensive understanding of each customer household 
and how it feels about Telstra. To do this it produces a Net Promoter Score 
(NPS) for each customer.

The NPS is the flagship metric used throughout Telstra to gauge customer 
engagement efforts and effectiveness of marketing activities and services. It 
looks at customer value, the products customers have, and their likelihood 
of leaving Telstra. This allows Telstra to have richer one-to-one conversations 
with individual households.

“We want every interaction that our customer has with us to be better than 
the last one,” Moore says. “All targets are focused around ensuring we con-
tinually improve our approach to customers as measured through the NPS.”

Moore adds that a key goal was to tailor individual experiences for custom-
ers. “Each year we collect around 30,000 strategic NPS surveys – but the 

insightsa sas

publication

insightsa sas

publication

t o m o r r o w ’ s  t e l c o

challenge was how to impute strategic NPS for the customers we hadn’t 
surveyed and be able to drive crafted responses and individual offers.” 

SAS rises to continuous improvement challenge
Part of this challenge required taking the analytics techniques Telstra uses to 
predict churn and cross-sell opportunities and tailoring them for use in a ser-
vice program. While many told Telstra this was an impossible task, SAS proved 
otherwise. Its software was used to develop an analytics program that lets  
Telstra understand at a detailed level what’s going on for each customer and 
what Telstra can do to ensure each interaction continues to improve.

Now, on any given day, every one of Telstra’s 9 million customers receives 
an imputed NPS score. “This is great for our customers, as we can now tailor 
individual communications to each of them based on how they’re experi-
encing Telstra at any one point in time,” Moore says.

Moore says SAS continues to be the analytics platform that underpins what 
it does in this area. “We support over 400 analysts across the business who 
use SAS to drive insights into a whole range of activities, from predictive 
modeling for marketing purposes through to our credit scoring.”

Greater insights drive successful campaigns
One of its successful marketing efforts was the “Thanks a Million” campaign, 
where each of its 45,000 employees called Telstra customers to thank them 
for their loyalty. More than 3 million customers were called within a three-
month period.

The success of this program led to the development of the “Check-In” initia-
tive, where customers, including small businesses, were invited to contact 
sales channels to review whether their products and services were the right 
ones for them. The analytics team had to ensure data on every customer’s 
product and service usage was available to support these conversations, 
Moore said.
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SAS has not only helped us to  
understand what we have and  
where we could go, but has also 
made suggestions about how we  
can integrate new thinking into what 
we’re doing to drive better value.
Liz Moore, Director of Research Insights and Analytics, Telstra

“These channels were able to have much richer conversations,” she says. 
“Over a 12-month period, around 9 million contacts were made with  
customers as part of the Check-In campaign.”

Moore says Telstra’s ability to analyze vast amounts of data continues to  
improve, thanks to SAS. “SAS has not only helped us understand what we 
have and where we could go, but has also made suggestions about how 
we can integrate new thinking to drive better value. While SAS is our valued 
technology partner, it’s also our innovation partner.”
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Analytics and the 
next-generation 
network 
By Michael Pawlak, Senior Industry 
Consultant for Communications, SAS



When we talk about network generations, it’s not the same  

as device generations. Device generations are discrete: 2G  

becomes 3G becomes 4G. Network generations are fluid,  

taking a more hybrid approach to accommodate legacy  

technologies. Consider the transition from rotary to touch-tone 

dialing, or the fact that 3G users still outnumber 4G users, who 

often have to rely on 3G infrastructure.

So the next-generation network (NGN) is not just about 5G mobile technology, 
though that will be a cornerstone. NGN will be about anticipating the  
demands of emerging technologies and applications, and ensuring the  
network can deliver a high-quality experience.

NGN will also be about incorporating emerging and established technologies 
to improve network performance:

•  Cloud computing allows scalability and versatility. A network customer might 
have a device on her desk, but the actual functionality exists in the cloud, 
centralizing changes. 

•  Software-defined networking virtualizes routing and switching functions, 
allowing reconfiguration on the fly. 

•  Advanced analytics ties it all together, making sense of huge pools of data and 
automating the application of business and network process optimization.

Data, data everywhere
5G mobile technology, arriving between 2018 and 2020, can handle 50 times 
the traffic of 4G technology. And that’s critical because of the volume of data 
created and collected by the network. Consider that a single phone call  
creates hundreds of data points from network elements like routers and 
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switches – and that voice traffic is no longer the primary use of the mobile  
network; data traffic is.

That’s just baseline. The number of mobile subscriptions will almost double 
to nearly 7 billion in the next three to four years. But an even more significant 
challenge to the network comes in the form of machine-generated traffic 
(M2M) via the internet of things (IoT).

The range of connected devices that are invisible to the mobile user is stag-
gering, and the possibility of connecting more is there all the time. Today’s  
car has as many as 54 sensors for engine operation, brakes, safety features, 
alignment and more. Connected to the internet, these sensors could alert a 
driver to a problem, provide directions to an appropriate auto shop and book 
the next available appointment. 

Machines in factories now have sensors that monitor condition and perfor-
mance for preventive maintenance. In several US cities, sensors monitor the 
presence of cars to manage parking. Cisco Systems and General Electric  
estimate there will be a trillion sensors in the world by 2020.

In 2014, there were 5 billion internet-connected M2M devices, according to 
Machina Research. That number will be 27 billion by 2024, and could be  
more as new applications are developed to take advantage of the trillion- 
sensor world.

The only way to make sense of the data from all those sensors is advanced ana-
lytics. Using advanced analytics, telcos will be able to apply the data to issues of 
network configuration, traffic management, customer service levels and more.

Making it real time
At Rogers, the Network Quality Group has had to run reports on the data from 
the equipment of hundreds of technology vendors, each trapped in their pro-
prietary shells – a manual process that takes weeks. Advanced analytics can turn 
that task into a near-real-time experience.
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Analytics is about answering questions; advanced analytics can ask them  
autonomously. Here are some of the typical NGN issues that advanced  
analytics can address in near-real time:

•  Traffic management. In the IoT world, some traffic can go east-west without 
going north-south to a data center. Some sensor technology can commu-
nicate with peers without having to pass through the middleman. Analytics 
can help determine what the most effective routing is and apply it on the fly.

•  Dynamic network configuration. In conjunction with software defined  
networking (SDN) and network function virtualization (NFV) – which put 
the backplane on commodity hardware – advanced analytics can monitor 
types of network traffic by region and reconfigure to, for example, rebalance 
voice traffic against data traffic. Advanced analytics can also help schedule 
planned outages – and warn if they’re causing unplanned outages.

•  Customer service level management. By applying analytics to customer 
network usage, telcos can automate the process of optimizing rate plans for 
customers and creating value on top of the service. Analytics can also sort 
high-value and low-value customers, making sure network resources are 
distributed appropriately.

Once, a telco’s primary offering was a voice network. In the world of NGN, the 
primary offering is the network. Voice, data and video will all add value to the 
network. If it’s done right, that will be invisible to the customer. And that’s what 
advanced analytics is for: getting it right in real time.
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Once, a telco’s primary offering was a 
voice network. In the world of NGN, 
the primary offering is the network.
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Building  
customer  
satisfaction with 
better network 
monitoring 
SAS® Analytics helps Italian telco 
monitor service provisioning and  
anticipate anomalies in network traffic



Today’s smartphone has capabilities that make it much more 

than a basic communication tool. To keep up with the latest 

smartphone technology, Telecom Italia uses a multimedia  

service management structure for optimal provisioning of  

mobile and fixed-line services

Analytics key to governing value-added services
Telecom Italia provides its services on a distributed network throughout the 
entire country, which requires sophisticated analytics to monitor network 
traffic and service performance, anticipate evolutionary trends and prevent 
anomalies. Therefore, the organization’s Value-Added Services (VAS)  
infrastructure has been using SAS since the late 1990s.

Anticipating evolution of traffic in real time
“Thanks to the portability of the SAS code, we’ve been able to perform mul-
tiple migrations within our VAS infrastructure and implement web analytics,” 
explains Roberto Del Ferraro, Multimedia Service Manager at Telecom Italia. 
“Using web analytics allows us to analyze historical trends in network traffic 
related to client usage and monitor service provision performance. There-
fore, we can anticipate the evolution of traffic in real time, over an extremely 
short period of time.

“We also apply prediction procedures in SAS to calculate the traffic antic-
ipated in the upcoming minutes, based on a series of historical data from 
the preceding weeks. We are thus able to assess (or evaluate) the deviations 
against (or compared to) a safe range of expected values and enable the 
appropriate checks.”
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Minimizing effect of service provisioning anomalies
The ability to detect any anomalies in service provisioning and proactively 
evaluate deviations compared to anticipated traffic is vital when it comes to 
network operations.

“Given the complexity of the network,” says Del Ferraro, “and the branching 
of the distributed servers involved in the services, it’s critical to gain a de-
tailed insight of service usage trends as well as anticipate any discontinuity 
due to either internal issues or to an external service provider. Analyzing 
usage trends helps us be prepared to quickly respond when we get generic 
notifications that don’t tell us what the specific network problem is. We can 
also evaluate the impact that an effective failure – for example, in a single 
access node – can have on national traffic volumes.”

Web analytics for marketing
Telecom Italia’s supervisory operators use SAS Analytics to monitor the map 
of national traffic 24 hours a day. System experts also use SAS to evaluate 
the performance of the network and its individual components during peak 
usage periods.

“The adoption of web analytics allows us to monitor trends in microbrowsing 
traffic on mobile phones and smartphones as compared to traffic directors in 
the public domain, such as Google or Facebook,” says Del Ferraro.  
“It also allows our marketing colleagues to analyze the usage profile with  
respect to particular services or particular areas of the portal, in order to  
modify and enrich our offerings.

“The flexibility of the data processing and analysis environment greatly 
helps our marketing department. Our marketing colleagues simply  
communicate the URLs and reference domains for the service, and we can 
reuse the work already performed to rapidly prepare the data environment 
and reports for analysis.”

19TOCLearn about SAS® solutions for the communications industry> >

http://www.sas.com/gms/redirect.jsp?detail=GMS45085_73363


Flexibility, stability, processing speed
While flexibility is a key element for aligning the SAS 
platform with always-evolving market requirements 
and the needs of the company’s divisions, stability 
and data processing speed are determining factors.

“In terms of operation, the availability of a stable  
environment that doesn’t require continual revisions 
and regularly and systematically produces results  
that are measurable and comparable over time is  
of crucial importance,” says Del Ferraro. “We must 
also have an environment that is able to rapidly and 
accurately grind through enormous quantities of data 
without causing congestion problems.

“The capabilities of the SAS platform allow our  
analytics technicians to monitor usage, analyze traffic, 
anticipate anomalies, and align service provision  
and value. For us, these are the activities that help  
us improve client satisfaction.”

This story was originally published on ita.sas.com.
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t o m o r r o w ’ s  t e l c o

The capabilities of the SAS platform allow our analytics  
technicians to monitor usage, analyze traffic, anticipate  
anomalies, and align service provision and value …  
these are the activities that help us improve client satisfaction.
Roberto Del Ferraro, Multimedia Service Manager
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Follow us:

If you want to ensure continually good service, trust capacity planning to guide your decisions, provide a superior customer 
experience and increase sales, advanced analytics is the answer. Learn more about SAS® solutions for communications. 
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