
5 areas that
Telcos should
focus on now 



We spoke to Jason
Coppin, our Telco
lead, to find out what
the industry should be
focusing its attention
on now.



Omnichannel
experience and
retail efficiency



1.

Use your retail stores to deliver and
support your omnichannel ambitions
and performance targets. 

Stores are increasingly used as a
service channel by customers. Focus
on ways that can deliver an engaging
end-to-end experience for them.



Digital tools can maximise the
efficiency of your retail estate and in-
store teams. 

Increasing productivity when footfall
is low by diverting the team into
channels such as online chat and
video product demos. 

Giving your customers engaging
experiences for sales and service.

1.



Ecommerce
rollout for all
customer
segments



2.

The telco sector is well-positioned for
digital sales for its consumers.

BUT there are segments that lag
behind in their utilisation of digital
channels: business-to-business, Small
Office/Home Office (SOHO), SME
and Enterprise.



2.

These segments have specific needs
and digital tools can bridge the gap. 

Telcos should also explore re-
purposing underutilised retail space to
enhance their SOHO and SME
proposition and/or create business
centres for that customer segment.



Digital customer
loyalty



3.
Right now, differentiation is hard to
achieve. Acquisition messages are
primarily price-based and for new
customers only with existing customers
haggling come contract renewal time.

Brand loyalty in telco is usually bought
as opposed to earned. This eats into
profit margins without truly driving
customer loyalty.



3.
The loyalty quadrant

Unfortunately, the majority of telco
customers continually reside in the
bottom half of the loyalty quadrant...



3.
The focus needs to be on moving
customer loyalty from Mercenary
(discounted and transactional) and
Inertia (passive and unengaged) up into
the Cult and True loyalty quadrants.

Customers in these two quadrants will
be emotionally engaged and stay
longer, spend and love your brand
more.



5G availability
and proposition
clarity



4.

Our wired broadband connections have
been maxed out with content streaming,
video calling and home education over
the last year! 

In the short-term, there is a big
opportunity for 5G to provide the sole
internet service in a household and
replace the tradition (and at times
hassle) of a wired connection. 



4.
As the world begins to wake up from the
pandemic and gets on the move,
pressure on the mobile networks will
increase and demand for reliable and
fast mobile data will be key. 

Clarity on the proposition, purpose,
availability and benefits of 5G for the
average customer is needed. Digital
channels are well-positioned to support
this. 



Customer
experience 



5.

Create a joined-up digital customer
experience across your online shop, ‘my
account’ area, brand app and CRM
systems alongside your non-digital
channels (telephony and retail).

Harder than it sounds, but it can start
with simple UX improvements, delivery
of digital self-service or introducing
webchat. 



5.

Personalisation is critical. Simple actions
like including a customer’s first name at
the top of an account page they have just
logged into can help to improve brand
perception and drive up your NPS score. 

Use tools like Device Atlas to further
personalise your mobile site and improve
customer experience.



What do you think
Telco should focus
on?


