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WHO SHOULD READ THIS REPORTKEY QUESTIONS ANSWERED IN THIS REPORT

GEOGRAPHICAL COVERAGEThis report provides market share data for communications 

service provider (CSP) spending on telecoms-specific customer 

engagement software systems and related services for 2021. It 

provides details of how the spending varied by delivery model, 

vendor and region. The report also includes profiles of the leading 

vendors in the market.

It is based on several sources, including:

▪ interviews with CSPs and vendors worldwide

▪ Analysys Mason’s research conducted during the past year.
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▪ What was the overall size of the market (customer engagement 

software systems for the telecoms industry) and what drove this 

spending among CSPs?

▪ Who are the major vendors and what is their share of revenue in the 

customer engagement systems market?

▪ What are the different drivers and growth rates of CSP spending on 

products and professional services?

▪ Vendor strategy teams that need to understand where growth is 

slowing and where it is increasing across different sub-segment 

categories.

▪ Product management teams that are responsible for feature 

functionality and geographical focus, and product marketing teams 

that are responsible for market-share growth.

▪ Market intelligence teams at vendors that want to understand how 

their competitors compare to each other.

▪ CSPs that are planning digital transformation journeys and want to 

ensure that their current vendors are staying up-to-date.

▪ Worldwide

▪ Central and Eastern Europe

▪ Developed Asia–Pacific

▪ Emerging Asia–Pacific

▪ Latin America

▪ Middle East and North Africa

▪ North America

▪ Sub-Saharan Africa

▪ Western Europe
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CSPs are prioritising the development of self-sufficient digital 

channels for the post-COVID-19 era.

Digital customer experience has become a strategically crucial 

part of CSPs’ operations. The pandemic accelerated CSPs’ plans 

to revamp their digital engagement channels, and the lockdown-

enforced shift towards digital channels has only served to further 

solidify CSPs’ ambitions and investments related to digitising their 

touchpoints. Changing customer behaviour is also a key factor, 

especially the post-pandemic preference for smartphone-based 

interactions. The focus now for leading CSPs is to make their 

digital channels self-sufficient and comparable to direct 

touchpoints such as stores and call centres in terms of  

functionality. This will require an extensive overhaul of legacy 

customer engagement systems for many CSPs.

CSPs are also investing in improving their call centre operations, 

especially for level-3 support. A large number of CSPs are 

experimenting with virtual assistants to handle common queries, 

while also investing in integrated solutions to provide advanced 

support for call centre agents. Call centres continue to account 

for a significant portion of the total CSP spend in this segment. 

A growing number of CSPs favour cloud-based productised 

customer engagement solutions with an emphasis on 

configurability over the traditional approach of highly customised 

solutions deployed with the support of professional service 

providers. 

Figure 1: CSPs’ key areas of focus in the customer engagement 

sector
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Digital channels remain a priority for CSPs in order to drive deeper engagement with 

customers whose preferences have evolved post-pandemic

Self-sufficient mobile apps
Emphasis on making the mobile app the central 

hub for all customer interactions

Digital omni-engagement
Provide consistent engagement, especially 

across digital channels

B2B2X
Focus on supporting multi-dimensional value 

chains and real-time experiences

AI and automation
Use AI and automation to reduce support and 

operational costs for mobile apps and call centres

Personalised experiences
Focus on providing differentiated experiences by 

improving customer profiling and segmentation

Source: Analysys Mason
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John Abraham (Principal Analyst) leads our digital transformation research, including three research programmes: Customer 

Engagement, Monetisation Platforms and Digital Experience. His areas of focus include customer journeys and experience, the impact of 5G on 

BSS systems, telecoms enterprise opportunities, cost transformation, ecosystems and value chains, and micro-services-based architecture 

models. John has over a decade of experience in the telecoms industry. At Analysys Mason, he has worked on a range of telecoms projects for 

operators in Africa, Europe, India and the Middle East. Before joining Analysys Mason, he worked for Subex, a BSS vendor, and before that for 

Dell in India. John holds a bachelor's degree in computer science from Anna University (India) and an MBA from Bradford University School of 

Management (UK).
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London. She holds a BSc in physics and an MSc in quantum technologies from University College London (UCL), where she was an academic 
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Global leaders in TMT management consulting

Analysys Mason is the world’s leading management 

consultancy focused on TMT, a critical enabler of 

economic, environmental and social transformation.

We bring together unparalleled commercial and 

technical understanding to deliver bespoke consultancy 

on strategy, transaction support, transformation, 

regulation and policy, further strengthened by globally 

respected research.

Our clients value our advice which combines deep 

domain knowledge with global reach and local insight 

into markets to help them achieve meaningful business 

results.

We are committed to our clients, employees and 

communities – contributing to a world where technology 

delivers for all.

analysysmason.com/what-we-do
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