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Sales Management is More Than a Pretty Face

Since the Sales function is the first critical interface with the 
customer, it follows that Sales Management in today’s 
communications companies should actually concern itself with the 

customer experience. The Sales Management function has evolved well beyond order capture to include 
many of the tasks traditionally associated with order management, fulfillment and the orchestration 
necessary to ensure that the two processes interoperate seamlessly. 

May I Take Your Order?

CRM was built for order takers – present the customer with an offer and take the order. With today’s 
menu of products, order takers need to know a lot. How does the new smart phone work? What’s the 
difference in performance between mobile data speeds? Is there LTE where I live and work? Legacy CRM 
platforms were not built to offer that kind of sales support to the order takers and they don’t offer much 
support for anything else either. 

And once the order is taken? Traditionally, the carbon order form was peeled apart and one copy went 
to Billing, the other to Provisioning and the CSRs went on to the next customer. All these years later and 
with all the latest software wizardry, that’s still basically what happens. An order is captured and sent to 
billing and provisioning. CRM doesn’t keep track of it and if something happens or changes along the 
way, the customer gets angry and the service provider is none the wiser. 

In a world where new products meant new pricing plans, the sales management function rightly 
revolved around pricing and offer management. While the need for pricing and offer management 
remains as products and offers become more complex, requirements for order management and 
fulfillment are also more sophisticated and worthy of some level of management once the order is 
captured. Existing CRM systems were not built for that and systems that add a nicer look-and-feel to the 
sales process can’t handle it either.

First Things First

The first decision that operators must make is that the Sales Management function will, in fact, be 
responsible for the order-to-cash process. That decision means that Sales really does own the customer 
and any failure to deliver what was promised falls solely at their feet. There is no room for finger-
pointing and blaming “the network” or “provisioning” for inaccuracies or delays.  That is a huge change 
from a sales-driven model focused on bringing customers in the door to a service-driven model focused 
on making sure that customers are satisfied throughout the process. 
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Second, operators must recognize there are new business requirements that existing CRM, fulfillment 
and billing systems were never designed for or intended to deliver. The challenge, then, is to fill these 
functional gaps while making the best possible use of existing investments and retaining the vast 
amount of customer data that currently exists. 

This is Not a Cosmetic Makeover 

Adding backend functionality rather than replacing frontend aesthetics is the only way to fill the gaps in 
functionality, better utilize existing systems and deliver faster ROI. Enabling the functionality listed 
below requires agile, data-driven systems and platforms that utilize existing functionality and data while 
orchestrating sophisticated order management and fulfillment tasks. 

• Personalize offers based on customer selections from a catalog of components

• Use the same product catalog for every sales channel

• Validate the order and model activation PRIOR to taking the order to confirm product 
availability and compatibility with existing devices and service plans

• Monitor the order from capture through activation and first-use

• Plan for changes and accommodate them without starting over

• Automate trackers and notifications for service calls, equipment delivery and changes

• Share status of the end-to-end process with the call center and the customer via self-care

While these requirements may seem intuitive, they are surprisingly absent in many service provider 
operations today. Agile systems that provide this new and necessary functionality are a cost-effective 
alternative to adapting existing systems that have already been modified well beyond what was 
originally intended. 

Catalog at the Core

A multi-national service provider operating in North America wanted to turn improve service quality for 
while reducing time-to-market for new products and operational costs. Before considering new 
technology, the service provider worked with ConceptWave to define new customer-centric processes 
that would set them apart from competitors and economically deliver a better experience to customers. 
The key to achieving these ambitious goals is the creation of a common information platform that is 
consistent for sales, network operations, billing, planning and customer care. Everybody has access to a 
common set of data and that data is consistent, timely and accurate.

ConceptWave delivered a catalog-driven solution that gave both customer- and resource-facing users 
access to status, quality, order, activation, inventory and other necessary data using a common interface 
that is open to existing OSS/BSS. CSRs have access to the full complement of products to enable upsell 
and cross selling in addition to reducing errors in orders and delivery. Engineers have access to current 
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utilization and problem data for planning and optimizing deployment of infrastructure. Able to access 
the same information, product managers and marketing teams can rapidly progress through the 
creation, validation, testing and approval of new products while minimizing order fallout and errors 
during introduction.  Where revenue leakage was an issue in the past, the ConceptWave solution 
provides a single source for information and a flexible set of rules to ensure that manual errors can be 
minimized or even eliminated. 

Implementing a Sales Management function that consistently serves every channel requires 
rationalization of numerous existing functions and that’s not easy. Deploying product and service 
catalogs in combination with a platform explicitly designed to unify multiple sales channels benefits 
product development as well as fulfillment and customer care. Access to a common data source creates 
a more consistent user experience as customers bounce between channels and product managers 
adjust offers and pricing. By implementing a catalog-driven platform that takes advantage of existing 
systems rather than replacing them, operators can be up and running faster and more reliably than with 
traditional software deployment projects.

Delivering Channel Agnostic Order-to-Cash

ConceptWave uses a SOA layer to create a common interface to multiple back-end systems. Combined 
with unified transaction processing and a rules engine, the platform creates a single view of both the 
product and service catalog with centralized catalog management functionality. That same unified view 
can then be applied to multiple tasks including product personalization, offer customization and the 
ability to mix-and-match services, features, applications and pricing into a single offer or product.

The ConceptWave metadata application architecture eliminates the integration and software 
development typically required to rationalize multiple, disparate systems and databases. This 
architecture allows the configuration and activation of new products to be accomplished using an 
intuitive GUI and simplified tools. This orchestration removes complexity and inaccuracy when supplying 
existing customer- and infrastructure-facing systems with the data required to capture and fulfill an 
order.

First impressions matter! And it’s what’s behind the scenes that ultimately energizes or enrages the 
customer.

Mr. Woon, ConceptWave VP of Marketing and Business Development, is a dynamic, 20-year  

OSS/BSS veteran and senior manager. He has a deep understanding of the telecom industry  

and, particularly, the challenges and complexity of OSS/BSS. His opinion on the market, its  

driving technologies, and its future is highly respected.

 Read Chun-ling Woon's blog on TelcoProfessionals.com
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