
A WHITE PAPER

B E S T  P R A C T I C E S 
F O R  B UIL D IN G 
B E T T E R  O F F E R S
COMMUNICATION SERVICE PROVIDERS HAVE A VAST 
ARR AY OF SERVICES TO OFFER THEIR CUSTOMERS. 
THE KE Y IS DEPLOYING INNOVATIVE STR ATEGIES FOR 
INCRE ASING OFFER ADOP TION-AND RE VENUES.



THE BUSINESS CHALLENGE: DELIVERING A 
BE T TER SERVICE BUNDLE TO E ACH CUS TOMER 

With so many service offerings in a competitive 

marketplace, it’s easy for customers to get confused 

about which package is right for them.

It’s also no easy task for Communication Service 

Providers to make it easier for customer-facing staff to 

identify and offer the right package of services to the 

right customer.

Complex service descriptions only add to the 

complexity within a CSP’s organization as sales, 

marketing and other departments struggle to decipher 

service offerings and understand how specif ic offers 

are accepted by end-customers.

All this complexity around the offer and order 

management process creates two primary problems: 

higher costs associated with longer call times, and 

a negatively impacted customer experience, both of 

which can ultimately lead to customer dissatisfaction 

and increased churn.

With hundreds of service offering combinations 

available across multiple lines of business, CSPs face 

the daunting challenge of simplifying, streamlining 

and segmenting the ordering process—from the time 

a CSR puts a package together to the point at which a 

customer signs up for service or chooses to upgrade 

their existing services.

In today’s competitive marketplace, creating a 

comprehensive and agile order and offer management 

process is the key to building new revenue streams 

and enhancing the customer experience.

But how does a CSP integrate more robust offer 

and order management tolls into their already 

complex infrastructure without disrupting their 

business? And how do they help their Customer 

Service Representatives work smarter with those 

tools? Equally important, how do CSPs meet these 

objectives without signif icant cost and lengthy 

deployment timelines?

The answer lies in adopting key best practices that 

aim to make it easier to create service offerings, 

promote the right offer to the right customer and 

lower costs while doing it.
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BUILDING THE CASE FOR S TRE AMLINED OFFER 
AND ORDER MANAGEMENT: A RE AL-WORLD ROI

CSPs that focus on a streamlined approach to offer 

and order management can make a signif icant impact 

on the customer experience as well as improving 

revenues and lowering operational costs.

An innovator in focusing on delivering a high quality 

customer experience, Charter Communications sought 

to streamline its order and offer management process.

In doing so, the operator aimed to make it easier for 

customers to understand their service offering with 

a more simplif ied approach to its packaging and 

increase the rate at which customers were adding 

new services to their existing subscriptions.

Charter also wanted to make it easier for its call 

center staff to f ind the right offer for customers 

and create new ways to automatically recommend 

and package offers. Charter believed that making it 

easier for CSRs would ultimately lead to lower costs 

associated with reduced call handling times and 

improve the overall customer experience.

Charter’s aggressive timelines made it imperative 

to f ind a solution that could readily f it within its 

existing infrastructure—and be deployed with minimal 

disruption to its business. 

To help achieve this goal, Charter turned to its 

customer and revenue management solutions 

provider CSG to deploy its Enhanced Sales Edition 

solution. The ESE solution gives CSG clients the 

ability to add enhanced, automated order and offer 

management functionality gradually—without the 

need for an account migration.

In choosing the ESE solution, Charter gave CSG a 

straightforward mandate: deploy ESE to augment its 

existing CSG infrastructure within a 60-day timeline 

and roll it out to its 6,500 Call Center Representatives 

(CSRs).

CSG leveraged its proven methodology and expertise 

to deploy the solution within Charter’s aggressive 

timeline, working closely with its internal stakeholders 

to train key stakeholders. Working closely with 

Charter, CSG seamlessly rolled out the ESE solution to 

all of its CSRs across f ive call centers in three days.

Following its initial deployment, Charter noted several 

signif icant improvements, including:

  Higher bundled services take rates: On 

new orders, Charter has experienced 

signif icantly increased adoption of Triple 

Play subscriptions. Charter attributes this to 

both ESE and its new pricing and packaging 

structures, which combined made it easier to 

for CSRs to enter bundled orders.

  Higher ARPU: Since the rollout of ESE, Charter 

has documented a higher Average Revenue 

Per User (ARPU). Charter also expects that 

since the roll-off will be much smaller on these 

new subscribers, customers churning after 

initial discounts expire also will be  

greatly reduced.

CHARTER COMMUNICATIONS HAS REDUCED 
ITS AVER AGE CALL HANDLING TIMES, 
LOWERED COS TS AND INCRE ASED TAKE-R ATES 
OF BUNDLED SERVICES BY DEPLOYING A 
S TR ATEGIC OFFER AND ORDER MANAGEMENT 
PROCESS.
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  Lower Average Call Handling Times: Charter 

has reduced average call handling times by 

26 seconds since the deployment of ESE. 

The solution’s interactive sales wizard guides 

decisions within an offer for CSRs, making 

it much easier and simpler to complete new 

orders and service upgrades.

  A more consistent approach to offer and 

order management in the call center. By 

enabling an automated and consistent order 

and offer management process, Charter is 

able to lower revenue leakage from discounts 

applied erroneously while providing a 

consistent customer experience.

  A more effective approach to discounts: With 

ESE, Charter has greatly reduced the number 

of discounts on services, making it much 

easier for CSRs to offer the right discounts 

to customers. In addition, by automating 

discounts, Charter has reduced signif icantly 

the rate of discounts being applied by CSRs to 

offers that are not or should not be eligible.

CSG’S POINT OF VIE W:

Streamlined order and offer management is critical in 

today’s competitive marketplace. Service offerings are 

changing at a record pace—and as new services are 

launched, CSPs run the risk of confusing the customer 

as well as their own staff.

The good news is that deploying tools that automate 

the offer and order management process need not be 

expensive or time-consuming to deploy.

CSG recommends that CSPs apply these best 

practices as they deploy new order and offer 

management strategies.

1. Leverage tools that will work easily within your 

existing infrastructure. In the communications 

business, time-to-market is of the essence. To achieve 

aggressive timelines, CSPS must look to solutions that 

are either pre-integrated or work easily with existing 

back-off ice systems, such as billing, customer care 

and other downstream applications such as self-care 

channels and f ield sales tools that also take orders.

With pre-integrated solutions, CSPs can avoid 

the headaches of creating customized interfaces 

to existing applications, which don’t always work 

seamlessly, take longer to develop and are costly to 

build and maintain.

2. Automate, automate, automate. To reduce average 

call handling times and order entry errors, operators 

must look to deploy solutions that automatically 

populate order data and apply the necessary discount 

codes.

This approach gives the CSR a more precise list of 

offers to give to customers, which in turn builds a 

more satisfying customer experience.

CSG’S POINT OF VIE W:
S TRE AMLINING THE OFFER AND ORDER 
MANAGEMENT PROCESS CAN LE AD TO 
SIGNIFICANTLY INCRE ASED RE VENUES AND 
HIGHER CUS TOMER SATISFACTION.

THE BES T NE WS: THESE TOOL S NEED NOT BE 
COS TLY OR TIME-CONSUMING TO DEPLOY.
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3. Make the Offer and Order Management Process 

Easier for CSRs. Call center employees handle more 

customer inquiries than ever before. The key to 

simplifying the offer and order management process 

is to deploy innovative tools like Interactive Sales 

Wizards, which automatically guides CSRs to make the 

right offer to the customer.

This takes the guesswork out of which order is right 

for the customer, which will ultimately lead to higher 

take-rates on offers.

4. Target your marketing efforts to specific customer 

segments. By leveraging order and offer management 

tools, operators can deploy much more sophisticated 

marketing campaigns tailored to specif ic customer 

segments and markets. Look to solutions that 

incorporate rules-based functionality that determines 

a customer’s eligibility for specif ic offers.

5. Extend Offer and Order Management Tools 

Beyond Billing and Customer Care. Sure, call center 

staff are often on the front lines to selling new and 

upgraded services—but they don’t make up the  

entire picture.

Look to offer and order management tools that 

also integrate with applications used by sales 

representatives in the f ield as well as with self-service 

customer touch points such as email, kiosk and 

mobile phones.

6. Document your Goals. Before deploying an offer 

and order management solution, CSPs must ask 

themselves how they define success. Is reduced call 

handling times the goal? Is it imperative to reduce 

order errors, improve the numbers of offers accepted 

or reduce the complexity of offers? Most of the time, 

it’s all of the above, but knowing in advance what the 

goal is will ultimately help your business drive faster 

adoption and ROI.

ABOUT CSG

CSG simplif ies the complexity of business 

transformation in the digital age for the most 

respected communications, media and entertainment 

service providers worldwide. With over 35 years of 

experience, CSG delivers revenue management, 

customer experience and digital monetization 

solutions for every stage of the customer lifecycle. 

The company is the trusted partner driving digital 

transformation for leading global brands, including 

Arrow, AT&T, Bharti Airtel, Charter Communications, 

Comcast, DISH, Eastlink, iFlix, MTN, TalkTalk, 

Telefonica, Telstra and Verizon.

At CSG, we have one vision: f lexible, seamless, 

limitless communications, information and content 

services for everyone. For more information, visit our 

website at csgi.com and follow us on LinkedIn, Twitter 

and Facebook.
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https://www.csgi.com/
https://www.linkedin.com/company/5216/
https://twitter.com/csg_i
https://www.facebook.com/CSGculture/

