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Cloudification and Digital Transformation: Peas in a Pod 
It’s a Pathway—Systems, Processes, and Business Culture Change 

Introduction1 

In the mid-November 2017 print edition of Forbes magazine, Forbes Insights provides its list of the 
50 most customer-engaged companies in the US. The top10 enterprises, in ranking order, are: 
Amazon, Alphabet, Starbucks, Foot Locker, Alaska Air Group, FedEx, Southwest Airlines, Marriott 
International, Lowe’s, and Nordstrom.2  Some noteworthy corporate names in the next group (11-
25) include: General Motors, IBM, Discover, Adobe, Ford, HPE, VMware, Intel, and EBay. 

It is no mistake that these companies have a lot in common when it comes to customer engagement. 
All of them are “digital service providers”; e.g., they do business “digitally” in addition to or in 
complete replacement of how they used to run their shops. But, this story isn’t about the huge 
customer engagement successes the above listed companies and others have achieved to date. 
Instead, it’s about the pathway needed for transforming to digital provider status in order to deliver 
a more robust customer experience. 

Communications service providers (CSPs)—fixed line operators, video providers, or mobile 
network operators—want to be “digital services providers”; e.g., expanded connectivity business 
with digital content services, video offerings, live TV, advanced virtual network capabilities, partner 
ecosystems, and goods (or services) delivered through a customer engagement-as-a-service business 
model. In this light, CSPs become more “customer engaging,” and pick up new revenue streams 
along the way. The elephant in the room: Can a network operator be a provider of digital services 
and engage customers digitally the way many enterprises now run their business? The answer is a 
surprising and emphatic yes, if the right system updates and business process changes are made.  

A recent Stratecast survey noted that both large CSPs and smaller ones understand the business 
significance of digital transformation for their customer base and for their need to do business 
differently.3  In addition to updating the right monetization and business management functions, the 
most strategic transformational changes fall within three broad categories: cloudification for agility 
and cost savings; interactive partner ecosystem enablement (B2B2X); and reliance on trusted 
partners that know the ropes of a successful transformation. 

                                                 
1 In preparing this report, Stratecast conducted interviews with: 

 CSG International – Liz Bauer, Chief Communications & Investor Relations Officer 

 CSG International – Chad Dunavant, Head of Global Product Management 

 CSG International – Jeff Selub, Director Analyst Relations 

Please note that the insights and opinions expressed in this assessment are those of Stratecast, and have been developed 
through the Stratecast research and analysis process. These expressed insights and opinions do not necessarily reflect the 
views of the company executives interviewed. 

2 Forbes examined over 500 of the largest public companies in the US in how they engage their customers across several 
measures, including: social media communications, Net Promoter Scores, and year-over-year sales growth. Companies 
were scored and ranked on each of these components, which were calculated into an Overall Engaged Company score. 
For more insight see Forbes Magazine, 50 Most Engaged Companies, Forbes Insights, November 14, 2017, p.76. 

3 Stratecast report, SPIE 17-12, Insights into Digital Transformation - The Role of Monetization in the Communications Service 
Provider Market, April 7, 2017 

https://www.frost.com/c/10107/sublib/display-report.do?id=9B0F-00-25-00-00&bdata=aHR0cHM6Ly93d3cuZnJvc3QuY29tL2MvMTAxMDcvc3VibGliL2NhdGVnb3J5LWluZGV4LmRvP2FuY2hvcj05QjBGLTAwLTI1LTAwLTAwJmNzcW5jPTE0OTE5MjM5NTkxNTMmY2F0ZWdvcnk9aW5kdXN0cnlAfkBJbmR1c3RyeSBSZXN
https://www.frost.com/c/10107/sublib/display-report.do?id=9B0F-00-25-00-00&bdata=aHR0cHM6Ly93d3cuZnJvc3QuY29tL2MvMTAxMDcvc3VibGliL2NhdGVnb3J5LWluZGV4LmRvP2FuY2hvcj05QjBGLTAwLTI1LTAwLTAwJmNzcW5jPTE0OTE5MjM5NTkxNTMmY2F0ZWdvcnk9aW5kdXN0cnlAfkBJbmR1c3RyeSBSZXN
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This report explains why digital transformation is about the operations, business management, and 
monetization processes tied to CSP network transformation. We provide insight into how deployed 
systems and current IT development processes are causing CSPs to lose ground in the race to 
provide their customers with a highly engaged experience. The report also provides a view into how 
CSG International, with its Ascendon monetization and service management solution, is making a 
difference with its customers as they transform into digital services providers (DSPs). 

Today’s CSP Business Challenge: Not Enough Customer Engagement 

The communication services industry has seen a great deal of change over 
the past few years. However, the change needed to transform to the next 
stage of evolution—digital service provider—requires a refocus on both the 
systems and processes that define how business is conducted. This type of 
transformation is not a one- or two-step process, but rather a long pathway 
filled with continuous updates to new functional and business management 
requirements. 

For most CSPs, as shown in Figure 1, their operations and monetization 
systems are interconnected and even duplicated from various business and 
technology needs that arose separately over the last several years. Due to the 
way these systems were designed and implemented, the flexibility necessary to meet new business 
requirements is limited. And therein lies the problem with the new requirements of today, especially 
with those tied to customer self-care, adaptive analytics, partner management, and complex 
monetization functions. 

Figure 1: Scores of Installed Systems and Hundreds of Minimally Flexible Processes 

Source: Stratecast 

Systems are internally focused, often lacking in real-time capabilities, and possessing limited flexibility to 

address change. Missing functions for today’s business environment include: customer self-care, adaptive 

analytics, interactive partner management (B2B2X), catalog-driven service management, hybrid network 

management, and dynamic service inventory.
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Using traditional IT design methods, it is not enough to add an adjunct to the systems and process 
architecture shown above in Figure 1; or worse, try to replace entire systems within a functional 
domain such as those pertaining to the monetization or network management space. Doing so, as 
has been the case over the past several years, is the reason so many transformation projects have 
failed to deliver on even half of the business promises expected by CSPs engaging in these projects.  

A better approach is not to “rip and replace” but to leave the installed (legacy) systems to deliver the 
business and operations functions they were designed to address. Then, add on to these systems by 
using cloud-based solutions. Sounds easy right? The challenge is that there are a number of ways in 
which new functionality provided through a cloud-based approach can be added to existing systems 
architecture. Some ways provide great business value, while others serve as nothing more than a 
small bandage on a gaping wound. 

Transformation is Not a Move of Existing Systems to the Cloud 

If a monetization or business management system is virtualized to run on cloud-based infrastructure, 
some cost savings can be realized by better hardware cost management; though other benefits are 
not so clear, especially since nothing really changes from a functionality perspective. New 
requirements to address the business drivers previously noted, especially self-care and wholesale 
(B2B) partner management, are left either as unaddressed or, at best, as an adjunct system that must 
be integrated into the traditional design, testing, and update 
cycles of previously installed systems.  

Engaging in a different systems design, development, 
testing and implementation model known as DevOps, and 
especially the Continuous Integration/Continuous Delivery 
(CI/CD)4 aspect of DevOps, can create very different 
outcomes. These outcomes can improve even more by 
utilizing microservices.  

With an installed systems design such as that shown above in Figure 1, many applications are tightly 
coupled together. When changes are needed, they must be designed together, usually with multiple 
vendors working in harmony to meet a customer-defined delivery schedule. When ready, the new 
solution is pushed at once, making continuous deployment impossible. Even with a traditional 
service oriented architecture (SOA), individual systems in an integrated design can be changed, but 
each system can only be changed to a level in which the resulting updates still fit into the end-to-end 
solution design. With microservices, developers can create, maintain, and improve a system 
(composed of multiple microservice containers) independently, by linking them through shared data 
application programming interfaces (APIs). Doing so establishes a flexible, almost “pick and 
choose,” functional environment for the design and delivery of business solutions. Microservices 
generally drive creation of SaaS-based business solutions. While this part is greatly simplified, 
enabling microservices requires a completely different systems design, IT development, and data 
management architecture than the traditional waterfall method that has been a mainstay of IT 
development in years past. 

                                                 
4 Continuous Integration (CI) is the practice of getting software development teams to regularly merge code sets and 
getting the code through unit tests. Continuous Delivery (CD) is the practice of automating the building and testing of 
code so that a development team can deliver functioning software at any time it is needed.  
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Most of the major platform companies—such as Netflix, Twitter, Amazon, Google, and countless 
others—have been using containerized microservices for years. Why? The business benefits are 
significant from a time-to-market and flexibility perspective. However, everything in this new 
discipline (at least for the global CSP community) has its inherent risks, cultural change needs, and 
supplier challenges. 

Cloudification for Adding More Value and to Address Market Change 

For the communication services industry, it is the business management and monetization functions 
that are receiving the greatest attention pertaining to DevOps and microservices. In addition, 
enterprises in other industries are looking to CSP monetization systems to address their business 
management needs, such as “billing on behalf of” and complex partner-to-partner (B2B2X) service 
models. Delivery of cloud-enabled business management capabilities for both enterprises and CSPs 
can be accomplished through one or a combination of service delivery models shown in Figure 2. 

Figure 2: Legacy Systems and Cloud as a Service Delivery Models 

 

Source: CSG International 

These service delivery models are: 

 Installed Systems License Ownership (Legacy IT) – A CSP’s existing systems 
environment lands here. Any business function with minimal anticipated change should 
continue to be addressed by the installed systems environment for as long as practical. As 
Figure 2 points out, all computing environment needs and functional requirements 
pertaining to these systems are addressed by the customer—in this case, the CSP.  

 Cloud-based Infrastructure as a Service (IaaS) – IaaS was first engaged by many 
organizations inside and outside of the CSP industry when cloud services first came into 
vogue over 10 years ago. In its simplest form, the customer retains control of all 
applications, databases, security needs and operating system capabilities while leasing 
computing and storage capacity, along with data center logistics, from a supplier. 
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Organizations such as Amazon Web Services (AWS), Microsoft Azure, IBM, and Google are 
well-known suppliers of IaaS capabilities.  

 Platform as a Service (PaaS) – With PaaS offerings, the customer retains control of the 
application stack, while all other computing environment resources are addressed by a 
supplier. The customer can then direct its development resources to focus on application 
functionality, rather than the computing environment mechanics pertaining to capacity, 
operating systems, security, and data storage/retrieval. While most of the IaaS suppliers also 
deliver PaaS, AWS and Microsoft provide their IaaS customers with several PaaS-like data 
management and storage tools as add-ons to their IaaS subscription, thereby relieving their 
CSP customers from these system management responsibilities.  

 Software as a Service (SaaS) – SaaS offerings are designed for the customer (CSP or 
enterprise) as they subscribe to the use of software fully managed by the supplier. The largest 
advantage to this model is that all customers benefit from the delivery of new functionality, 
regularly and regardless of origination. Because of this approach, with application updates 
multiple times per year, new business needs are addressed faster than through more 
traditional delivery methods. 

Pizza as a Service for Understanding IaaS, PaaS and SaaS Delivery Models 

While it is sometimes hard to visualize the differences tied to abstract terms such as IaaS, PaaS, and 
SaaS, the four systems delivery models noted above can be compared to a simpler representation of 
these terms. “Pizza as a Service” is shown in Figure 3. 

Figure 3: Pizza as a Service 

 

Source: Blog Post by Albert Barron - IBM Software Client Architect, July 2014 
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The “Made-at-Home” pizza model shown in Figure 3 represents the Traditional On-Premises (or 
Legacy) model noted in Figure 2. Made-at-Home pizza implies that everything about the pizza 
experience is done by the customer; from shopping and preparation of all ingredients, to cooking 
the pizza, and serving it. In the software world, the “license owner” does everything to get the 
software implemented, configured and operational.  

IaaS is represented by the “Take and Bake” pizza model. Here, the customer obtains a pre-made 
pizza from a pizza store or the frozen food section of the regular grocery store. Some parts of the 
pizza experience are the responsibility of the customer, with the pizza creation part—likely the most 
time consuming, complex portion of the end-to-end customer experience—obtained from a 
supplier. In the same manner, acquiring compute infrastructure when needed “on the spot” can be 
very challenging through traditional infrastructure procurement models; but it is a key capability with 
the IaaS model. Of course, this example does not include the important elasticity concept that IaaS 
conveys, though running back to the supplier for more pizzas when an unexpected crowd shows up, 
certainly comes close. 

PaaS aligns with the “Pizza Delivery” model. The pizza is fully prepared, even baked by the supplier. 
The customer is only responsible for setting the table and providing any extras such as beverages. 
Pizza delivered to the table is aligned with the application management portion of the PaaS model. 
All of the underlying capabilities are delivered by a supplier, with the customer only responsible for 
consuming the pizza; or, in the case of PaaS, establishing the application functionality. 

SaaS is likened to going out for pizza. Everything, from creation of the pizza, to preparing and 
baking it, to even providing a place for the pizza to be consumed is done by the vendor. The 
customer pays one supplier for the entire pizza experience.  

According to functionality requirements, time-to-market constraints, and resource availability for any 
organization, all three of the cloud-delivery models have a place and a distinct purpose. IaaS is all 
about computing and data storage capacity, while PaaS adds several core IT-driven functions that 
developers need for making an application (designed to address a business function) work. SaaS is 
the layer on top of an IaaS-PaaS platform that delivers the business functionality.  

The SaaS delivery model provides increasingly greater benefits over traditional software 
development methods, as the monetization and orchestration requirements for the DSP 
transformation market continue to unfold, especially with regard to time-to-market and cost of 
operations. In addition, the SaaS model is proving to be the “go to” option for a growing number of 
enterprises, as well as a majority of the larger CSPs globally; versus the traditional waterfall method 
of IT development (requirements collection, analyze, design, develop, test, deploy). Anecdotal 
evidence from Stratecast conversations with CSPs during 2016 and early 2017, indicate that the 
primary reasons for engaging with SaaS-based monetization and business management solutions is a 
low-risk means to try out new business models and to get to market quickly with select customer 
groups defined by proof of concept trials.5  

Stratecast believes that in the months and years ahead, SaaS-based monetization solutions 
will become a mainstay alternative to the more traditional licensed-based delivery model. 
The leading market drivers for fast adoption of such solutions are time-to-market for service 

                                                 
5 See Stratecast report: OSSCS 18-04, Global CSP Monetization 2017 Edition Part 1: End-to-End CSP Monetization Market 
Drivers, Forecast, Market Share, Delivery Model and Requirements Analysis, July 2017, pp 37-38. 

http://www.frost.com/c/10107/sublib/display-report.do?id=D532-00-C9-00-00&bdata=aHR0cHM6Ly93d3cuZnJvc3QuY29tL2MvMTAxMDcvc3VibGliL2NhdGVnb3J5LWluZGV4LmRvP2FuY2hvcj1ENTMyLTAwLUM5LTAwLTAwJmNzcW5jPTE1MDAzODc0MDgwMDkmY2F0ZWdvcnk9aW5kdXN0cnlAfkBJbmR1c3RyeSBSZXNl
http://www.frost.com/c/10107/sublib/display-report.do?id=D532-00-C9-00-00&bdata=aHR0cHM6Ly93d3cuZnJvc3QuY29tL2MvMTAxMDcvc3VibGliL2NhdGVnb3J5LWluZGV4LmRvP2FuY2hvcj1ENTMyLTAwLUM5LTAwLTAwJmNzcW5jPTE1MDAzODc0MDgwMDkmY2F0ZWdvcnk9aW5kdXN0cnlAfkBJbmR1c3RyeSBSZXNl
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pricing changes, new business models tied to Anything-as-a-Service (XaaS), and partner 
ecosystem monetization needs.  

CSG’s SaaS-Based Monetization and Business Management Solution  

CSG’s Ascendon monetization and business management solution is driving a new cloud native 
architecture. Many of its components were built from scratch over the past three years, rather than 
repurposing older systems to address the rising business management needs of CSG’s existing 
customer base and target markets tied to the new digital customer.  

Ascendon is built on the AWS public cloud (IaaS), and takes advantage of several AWS managed 
services (PaaS functions) including: Amazon Elastic Compute Cloud (EC2), Amazon Simple Storage 
Services (S3), Amazon Virtual Private Cloud (VPC), AWS Direct Connect, Amazon Kinesis 
Streams, AWS Lambda, Amazon API Gateway, and AWS Elastic Beanstalk, to name a few. Working 
in this manner, CSG focused its development resources on Ascendon’s solution functionality 
requirements, rather than the computing and data storage logistics that often bog down major 
system development projects.  

Shown in Figure 4, Ascendon provides 13 different types of user interfaces: from storefront and 
self-care support; to set-top boxes, smart TV’s, and game consoles; to OS-specific interfaces 
including IoS, Android, Windows10, and Amazon Fire. Ascendon also contains four core 
application modules. 

Figure 4: Ascendon Architecture 

 

Source: CSG International 
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The Ascendon Core Application Modules consist of the following: 

 Evolved Customer – The Evolved Customer module focuses on the new aspects of the 
digital customer by providing functions such as identity, preferences and profiles, privileges 
and parental controls, personalization, device management, digital locker, entitlements, 
analytics and insight. 

 Unified Catalogue and Order Management – The Unified Catalogue and Order 
Management module includes product & bundle capabilities, content & protection, order 
capture, order decomposition, pricing & policy rules, and offer management. The catalog 
addresses contributing functions from both internal and external partner resources. CSG 
notes that the Unified Catalogue is the heart of the Ascendon monetization solution, and 
drives behaviors across the solution stack.  

 Digital Commerce – Knowing that digital services may not require a complex billing 
model, this component includes capabilities to address new payment and subscription 
models by leveraging the smart e-wallet, payment gateway mobile payments, merchandising, 
targeting, “device-driven buy-flows,” subscription management and taxing. 

 Convergent Billing – The Convergent Billing module provides real-time rating & charging 
capabilities, pre-paid and post-paid account management, balance management, session 
management, revenue management, partner settlements and policy. With these core 
capabilities, Ascendon addresses billing charges relative to usage, entitlements, recurring 
charges, one-time charges, and other types of charging. Ascendon can also address the 
billing needs of partner-to-partner wholesale interactions (B2B) as well as the delivery and 
accountability of complex customer service offerings (B2B2X). 

As a SaaS solution, Ascendon was developed to quickly address solution needs across categories. It 
is delivered with the necessary functionality definitions and connectors to address the various 
business function domains. Because it is a single SaaS platform, CSG is realizing how functional 
capabilities can be quickly extended as Operators look to introduce new adjacent digital services: 

 Internet TV – This capability set includes video policy, consumer experience, 
merchandising, and eCommerce functionality. 

 Digital Commerce – Support for WiFi monetization, multiple dwelling units, and 
subscriptions. 

 Internet of Things + Commercial – Addresses hierarchies, complex billing arrangements, 
and partner management. 

 Wireless – Meets the needs of mobile operators with regard to online charging, prepaid 
customers, and device management. 

 Converged Operator – Delivers monetization functionality in support of a blended service 
ecosystem where multiple facets of the delivery model are realized—from location, to device 
and, ultimately, the customer. 
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Ascendon Customer Successes 

CSG addresses the monetization needs of well over 300 CSPs globally with one or more of its 
traditional products ranging from billing to mediation to interconnect & settlement. CSG states that 
it has approximately 20 customers in production leveraging various parts of the Ascendon solution.  

Because Ascendon was designed to be a SaaS-based system running on the AWS platform, uptake 
initially was received with mixed reviews by the greater CSP global community. That was two years 
ago. Today, according to CSG, the debate about critical functions such as monetization running in a 
public cloud comes up much less frequently. CSPs are growing to accept what several enterprises 
already know. Taking advantage of solution infrastructure needs, delivered by a handful of cloud 
infrastructure suppliers such as AWS, allows them to receive far greater data and compute 
management capabilities than what they would be able to establish on their own. Also, the cost 
savings advantage that comes from using public cloud resources continues to improve. 

While the names of specific Ascendon customers can not be disclosed, for competitive purposes, 
some notable Ascendon customer deployments are: 

 Satellite Video Operator – This customer needed to create a new revenue stream by 
offering customers a media box that delivers online video and over-the-air television in a 
single unified interface. Ascendon’s smart e-wallet and storefront allows customers to 
register for the service and make easy payments on-the-go. Ascendon also delivers a user- 
friendly website that allows these customers to get the content they want, with minimal 
effort and in real time. The storefront was set up and operationalized in nine weeks. 

 Video Sports Content Provider – This provider needed subscriber management, 
authentication, and enrollment leveraging a federated identity and a common set of policies, 
practices, and protocols for seamless identity management. Ascendon provides deep 
consumer analytics, which allows for tailored content, offerings, and promotions to match 
each unique subscriber. Ascendon also enabled this content provider to create consumer and 
time of year specific offerings, running up to 15 different promotions per month. 

 Video Content Provider – This operator enables on-campus university students to watch 
live TV and on-demand content with IP-enabled devices such as laptops, tablets, and 
smartphones. Ascendon facilitates the sale of premium services by using a student’s 
university ID to provide a seamless user experience. Ascendon supports recurring payments 
for subscription services that students can select by storing preferred payment methods in an 
integrated eWallet. Launched in 2014, with nine schools across the US the first year, this 
service is now available to students at 96 schools, and growing. 

 Large Global Electronic Component and Device Manufacturer – Looking to transform 
its business model and take advantage of the connectivity its devices enable, this 
organization selected Ascendon to launch and monetize ‘connected things’. In this instance, 
CSG is delivering a complete solution that connects devices to specific network partners, 
and expands the relationship of ‘buyer and supplier’ to a solution provider where new 
business models can be realized. 
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Stratecast 
The Last Word 

For the global CSP community, it is a big deal now to transform into an organization that provides 
customers with not only a traditional network connectivity path (usually broadband in one of many 
formats), but also all of the other capabilities that define a DSP. Big, because the level of expectation 
with customers in all ranks is rising quickly due to their experiences with other industries.  

An omni-channel customer engagement is today’s new mantra. Yet, for CSPs everywhere it is not 
just delivering network connectivity more effectively, efficiently or more interactively with the 
customer. This concept is part of something larger. For CSPs to provide a quality customer 
experience, it now takes gathering the contributions from application partners, video partners, TV 
partners, and other partners, and incorporating the changing functionality of the network itself 
(virtual networking). Then, combining all of these capabilities into a much different service 
experience than anything that has been provided to customers in the past. 

Business systems and processes that have served many CSPs well for so long now need to be 
augmented to meet the new business and monetization requirements these service delivery options 
bring to bear. This is where the discussion suddenly shifts to cloudification as an answer to the 
transformational call to arms. Yet, the right cloud approach to match the right business and 
monetization needs is what is desired most, but understood the least. Some business functions are 
best served by leaving them alone and continuing to rely on existing systems; while others, including 
real-time monetization, digital commerce, partner management, and advanced network interactions, 
require much more. 

The first option of choice for many organizations that have started down the transformational 
pathway involves a business solution overlay to an existing systems and processes architecture. SaaS-
based solutions, especially for the new monetization requirements tied to a rising list of business 
needs, is gaining much more attention now than it did even eight months ago. The conversation 
now is about gaining business value, and less about the right technical approach to systems 
development and implementation. Solutions such as the CSG Ascendon platform are now 
positioned to satisfy such needs in a fast and effective manner, in part by leveraging the computing 
and data management functions that public cloud providers such as AWS offer to all of their 
customers. These functions are not free, but they include the thinking from a growing list of AWS 
customers motivated by operational outcomes and driven by solid business revenue objectives.  

Long development and implement cycles are no longer practical. It is time that the elephant in the 
room is recognized and the business challenges it represents are addressed. Where are you and your 
organization in this long-haul journey? 

mailto:kwhitelock@stratecast.com
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About Stratecast 

Stratecast collaborates with our clients to reach smart business decisions in the rapidly evolving and hyper-
competitive Information and Communications Technology markets. Leveraging a mix of action-oriented 
subscription research and customized consulting engagements, Stratecast delivers knowledge and perspective 
that is only attainable through years of real-world experience in an industry where customers are collaborators; 
today’s partners are tomorrow’s competitors; and agility and innovation are essential elements for success. 
Contact your Stratecast Account Executive to engage our experience to assist you in attaining your growth 
objectives. 

 

About Frost & Sullivan 

Frost & Sullivan, the Growth Partnership Company, works in collaboration with clients to leverage visionary 
innovation that addresses the global challenges and related growth opportunities that will make or break 
today’s market participants. For more than 50 years, we have been developing growth strategies for the Global 
1000, emerging businesses, the public sector and the investment community. Is your organization prepared 
for the next profound wave of industry convergence, disruptive technologies, increasing competitive intensity, 
Mega Trends, breakthrough best practices, changing customer dynamics and emerging economies? For more 
information about Frost & Sullivan’s Growth Partnership Services, visit http://www.frost.com. 

 
 

CONTACT US 

For more information, visit www.stratecast.com, dial 877-463-7678, or email inquiries@stratecast.com. 

About ODAM 

The processes and tools that communications service providers (CSPs) have utilized to run their businesses 
have changed over time. More than a half-century ago, CSP network and business management processes 
were manual (OAM&P). As CSPs evolved over the years, so did the operations support systems (OSS) and 
business support systems (BSS) that address CSP business and network management needs. In recent years, 
the lines between OSS and BSS have become less clear, with much overlap. In addition, the roles in which 
OSS and BSS operate have expanded beyond traditional boundaries. As such, Stratecast now uses the term 
Operations, Orchestration, Data Analytics & Monetization (ODAM) to encompass both the traditional OSS 
and BSS functions and the new areas in which business and operations management must now work together, 
including virtualized networks and telecom data analysis. 

http://ww2.frost.com/research/industry/information-communications-technologies/telecommunications-strategic-forecasting-stratecast/

