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Executive Summary

As a result of favourable market condition, IP voice communication services have matured, allowing 
businesses of all sizes to fully enjoy their benefits. This has several consequences for businesses today:

  •   Much higher expectations from employees of what their business tools and services should 
look like.

 •   Greater possibilities for ICT managers to enable and improve staff productivity, regardless of 
the size or type of business.
 •   The potential for all parties involved to reap these benefits quickly, easily and cost-effectively.

It is forecasted that the business IP-voice market will continue growing, driven mainly by SIP trunking, 
hosted IP voice services and unified communications-based offers. However, to benefit from such 
opportunities service providers need to devise systematic ways to deliver innovative, market-driven offers 
focused on resolving their clients’ – end users, ICT decision makers and business owners alike – needs, 
while accounting for businesses’ existing assets and other requirements.

This can be achieved using integrated communications-based propositions:

 •   Offering end-users smoother interactions and supporting flex-work practices.

 •   Facilitating easy installation of simple-to-use services for ICT managers.

 •   Giving business owners more flexibility for changing conditions and improved cost management.

Businesses looking for further advantages can add unified communications to the mix, offering:

 •   Quicker and easier communication, enhanced convenience and improved remote working for 
end-users.

 •  Simple set up, with little or no additional maintenance for ICT managers.

 •   Faster information flow, quicker decision-making and better team management for business 
owners.

There are however numerous points to consider for effectively delivering and monetizing the latest 
business voice propositions. They include: 

 •   Applying a market-driven solution design approach

 •   Devising an effective sales channel strategy

 •   Adopting a consultative sales approach

 •  Ensuring easy service installation and maintenance

 •   Delivering a great, end-customer experience.
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As demonstrated through real 2 service provider cases, SFR in France and Vodafone in the 
Netherlands, when done right, commercializing customer-driven business voice propositions 
delivers tangible value to the service providers that produce them, through:

•   Net customer growth

•   Incremental ARPU

•   Increased relevance with key market segments

•   Improved customer retention

•   Demand and growth in new business segments

•   Potential for additional business via new channels

•   Greater market visibility and enhanced positioning.
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Business voice communications have reached a new level of maturity

Business IP-Voice communications are ripe for consumption

After years of promise, IP voice service have matured and are now a viable business solution for even the smallest of 
businesses. While today’s businesses and employees have more ways than ever to interact with co-workers, partners and 
clients, voice communications continue to play a fundamental role in everyday work activities. At the same time, users 
have come to expect a richer yet more straightforward experience. 

The mix of several trends has pushed IP voice communications services to maturity (Figure 1), so that businesses of all 
sizes can now consume with delight. This includes:

Greater consumerization in the enterprise

 •    The newest generation of employees are native users of social and collaborative media, Web and mobile 
technologies. This experience is driving their expectations of how to communicate and collaborate.

Contextual communications drive effective working

 •    Successful businesses are the ones that get quick access to the right people, at the right time. This requires 
the ability to quickly resolve tasks and make decisions on the go, while making staff more productive overall. This demands 
ready access to a mix of mobile, user-driven devices and collaborative services, as well as the automation of low-value 
tasks.

           Communications-as-a-service

 •   Like computing, communication is benefiting from the 
economies of scale and flexibility of the cloud. The latest commu-
nication offers are a mix of SaaS1  and IaaS2 ; no up-front investment 
needed, demand and user-driven pricing, updates and maintenance 
included.

         IP powers SMB communications

 •   Many large enterprises have already combined their voice, 
video and data services using IP-based protocols (ex. SIP or H323) to 
reduce costs, facilitate maintenance and enhanced work capabilities. 
SMBs3  can now enjoy the same benefits, but with less hassles. 

1 SaaS: Software-as-a-Service
2 IaaS: Infrastructure-as-a-Service
3 SMBs: Small and Medium Businesses

While today’s businesses 
and employees have more ways 

than ever to interact with co-
workers, partners and clients, 

voice communications continue 
to play a fundamental role in 

everyday work activities.”
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More suitable solutions

 •   Today’s IP communication solutions offer lower 
start-up costs, easier interworking with existing assets, and 
more flexibility for changing business conditions. They are 
easier to integrate and support by ICT4 1 staff, simpler to use 
by employees, and they offer a lower overall TCO5 2 for busi-
nesses.These trends have several consequences for today’s 
businesses:

 •  Greater employee expectations on what their 
business tools and services should look like.

 •  More possibilities for ICT managers to enable 
and improve staff productivity, regardless of business type 
or size.

 •   The opportunity stakeholders to benefits quickly, 
easily and cost-effectively.

This evolving context is reflected by the latest market figures, suggesting that the business communications market will 
continue on a path of solid growth.

4 ICT: Information and Communication Technology
5 TCO: Total Cost of Operations

Figure 1 - Trends driving growth of business IP 
communications
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The business IP-voice market continues to grow, driven by SIP trunking, Hosted VoIP and UC 

In their latest report examining the VoIP16  market, technology research firm Infonetics Research  upped their most recent 
IP-based voice services forecasts. According to their director for VoIP and IMS research, “the real growth (of VoIP) is in the 
business segment, particularly SIP trunking services and hosted VoIP and unified communication services.” 

According to the Infonetics Research7 2:

 •   Following a healthy 2010, the overall VoIP services market is on track to grow another 17% in 2011.

 •   The combined business and residential/SOHO83  VoIP services market will grow to US$76.1 B in 2011.

 •    Revenue from business SIP trunking services to businesses is forecast to grow at a phenomenal 52% compound 
annual growth rate (CAGR) from 2011 to 2015.

 •   The number of seats for hosted business VoIP 
and unified communications services is on track to more 
than double between 2011 and 2015 (Figure 2).

 • Due to continued demand for cloud-based 
services, IP Centrex and hosted unified communication 
service revenue grew 22% and seats numbers grew 25% 
in the first half of 2011 compared to the second half of 
2010.

 •    The number of residential and SOHO subscribers 
to hosted VoIP services is expected to grow at 8% CAGR, from 
179 million in 2011 to 262 million worldwide by 2015.

These market figures describe a healthy sector, filled with continued 
growth prospects across services and various enterprise segments. 

While they are promising, ultimately such projections hinge on 
the ability of technology and service providers alike to deliver 
relevant, affordable and profitable customer-driven propositions 
to businesses. 

First and foremost these business voice solutions must meet the 
real needs of their users and ICT managers alike, while considering 
their existing capabilities and other business requirements.

6 VoIP: Voice over Internet Protocol
7  “Infonetics Research ups its VoIP service forecast to $76 B by 2015 driven by SIP trunking, hosted business VoIP”, Oct 5, 2011;   http://
www.infonetics.com/pr/2011/1H11-VoIP-and-UC-Services-Market-Highlights.asp
8 SoHo: Small office, Home office

Figure 2 - Growth of Hosted VoIP and UC seats

The real growth (of 
VoIP) is in the business 
segment, particularly 
SIP trunking services, 

Hosted VoIP and unified 
communications»
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Delivering customer-centric business voice communications

The right voice solution starts with the ICT decision maker and the existing assets

Today’s business market is heterogeneous, consisting of firms from across industries, of all sizes and in different states 
of development. This includes:

 •   Small offices or start-ups growing from the owner’s home.

 •   Small businesses, with staff grouped together in a single location or working remotely and/or on-the-go, with 
few if any dedicated technical support staff or professional communication assets.

 •   Medium business, both single and multi-site, with staff working on-the-go, and including some degree of 
dedicated ICT know-how and assets.

 •   Established, large enterprises, both single and multi-site, with existing ICT expertise and assets.

 •   Very large corporations, operating locally and/or internationally, made up of a mix of small to large office sites, 
with an overarching, dedicated ICT expertise and professional assets.

Each company uses different means to give employees adapted voice communications, however, there are essentially 
two groups of businesses: 

 •   Businesses with existing professional voice communication equipment and operational capabilities

 •   Businesses with few, if any, professional communications equipment and capabilities.

Depending on the customers to address, service providers 
must offer adapted voice solutions fulfilling their targets’ 
needs and requirements. Such business solutions 
include:

 •    IP trunking, for businesses wishing to leverage 
existing communication assets; 

 •    Managed IP voice services, for those also 
wanting to outsource their operations;

 •     Hosted IP voice service, for businesses looking 
to avoid the hassles all together of owning equipment, 
and simply wishing to buy communications as a service.

 Adapted business solutions include:

	 •	IP trunking, for businesses wishing to  
 leverage existing communication assets; 
	 •	Managed IP voice services, for those  
 also wanting to outsource their   
 operations;
	 •	Hosted IP voice service, for businesses  
 looking to avoid the hassles all

 together of owning equipment, and   
simply wishing to buy communication 
as a service. 
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The various voice propositions are shown in figures 3 and 4 according to businesses’ existing communication assets.

  Solutions for businesses with existing communications systems

  Solutions for businesses without existing communications systems

While benefiting from IP-based voice communications was once a complex undertaking for users, and mainly the domain 
of businesses with significant resources and know-how, the emergence of managed IP-based communications and other 
flexible SaaS-based offers has opened up the potential benefits to even the smallest of enterprises. However, to help them 
work better and faster, business voice propositions must be easy to use, enhance team working and help manage costs.

Figure 3 - Propositions for businesses with existing communication assets

Figure 4 - Propositions for businesses with few/no existing systems

Business 
Type 

Existing 
Asset Business Need Voice 

Proposition Pro Con  

Related 
OneAccess 
Products 

SMB IP office 
handsets 

Enable voice 
communications 
leveraging 
handsets 

Hosted voice 
service 
(powered by 
IP-Centrex) 

 Standard 
voice services 

 Integrated w. 
other network 
services 

 Outsourced 
communicatio
ns  

 Relatively 
low feature 
richness 

  MSAR One Series 
(Incl. SBC Nano) 

  
Ensure service 
continuity  

Device-
embedded 
voice services 
(powered by 
multiservice 
routers) 

 Standard 
voice services 

 Small 
equipment 
footprint 

 Not always 
compatible 
with other 
network 
services 
(ex. FMC) 

  
MSAR One Series 
(incl. IP Business 
Communications) 

SMB, LE, 
Corporate 

PBX (IP or 
TDP) & 
handsets 

Enable 
business-class 
voice 
communication 
leveraging PBX 

Voice trunking 
(IP or TDM) 

 No impact on 
existing 
services & 
configuration 

 PBX 
upgrade & 
maintenace 
costs 
- Limited 
compatiblity 
with other 
provider 
services 
(ex. FMC) 

   
MSAR One Series 
(SIP-H.323 
Gateway or SIP 
Centrex / 
Trunking) 

  
Reduce overall 
iCT expenses 

Managed PBX 
propostion, 
incl. voice 
trunking 

 Controled 
operations & 
maintenance 
expenses  

 Significant 
PBX 
upgrade 
costs 

  

 
Business 

Type Business Need Voice 
Propositions Pro Con 

 

Related 
OneAccess 
Products 

Soho, SMB 
Basic voice 
communications 
with no hassles 

Hosted phone 
service 
(Centrex-
based) + 
handsets 

 Standard voice 
services 

 Integrated w. 
other network 
services 

 Outsourced 
communications 

 Relatively low 
feature 
richness 

 

 
MSAR One Series 
(Incl. SBC Nano) 

 

Ensure service 
continuity 

Device-
embedded 
voice services 
(powered by 
multiservice 
routers) 

 Standard 
services 

 Small equipment 
footprint 

 Not always 
compatible 
with other 
network 
services (ex. 
FMC) 

 

SMB 
Business-class 
voice 
communications 

Managed PBX 
& handsets 
(incl. in 
service price) 

 Controled 
operations & 
maintenance 
expenses 

 Capital 
outlay for 
PBX system 

 

MSAR One Series 
(Incl. IP Business 
Communications) 

 

Business-class 
voice 
communication 
with no capital 
outlay 

Hosted phone 
system (PBX-
based) incl. 
handsets 

 Professionally 
outsourced 
activity 

 Limited 
compatiblity 
with other 
provider 
services 
(ex. FMC) 

 MSAR One Series 
(Incl IP Business 
Communications 
+ SBC Nano) 
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 Service providers now have the ability to cost effectively deliver 
adapted, all-in-one business-class communication propositions to 

even the smallest of businesses.”

Business voice services must be easy to use, help control costs and enhance work    
productivity

Beyond simply offering communication propositions that consider businesses’ existing voice communication assets, ICT 
expertise and their capital expense policies, service providers must especially ensure that the specific problems and needs 
of their staff, the service end-users, are also resolved.

  Integrated business communications for all

Service providers now have the ability to cost effectively deliver adapted, all-in-one business-class communication 
propositions to even the smallest of businesses. Such integrated communication IP communication solutions offer a 
variety of benefits to each of the different business stakeholders. Benefits range from: 

 •   Offering end-users smoother interactions and supporting flex-work practices

 •   Enabling easy installation of simple-to-use services for ICT managers

 •   Giving business owners more flexibility for changing conditions and improved cost management. 

These benefits are described further in Figure 5, which highlights some of the enabling service capabilities.

Depending on the openness, culture and the very nature of a business, voice communication may be just one part of a 
wider range of enhanced, interactive ways for better communicating and collaborating across and beyond the organization.

Figure 5 - Benefits of integrated communication propositions

 

 Benefits Description Enabling Capabilities 
End-User   

 

Greater 
convenience and 
ease of use 

 Helps saves time by facilitating and 
streamlining communication tasks 

 
 Integrated PBX services: Office directory, voice-to-e-

mail, call filtering, etc. 

 

Smoother 
personal 
interactions 

 The means to communicate or be reached 
quickly and effectively 

 Call transfer, presence-based forwarding, 
conferencing, etc. 

 

Supports flexible 
working practices 

 Enables telecommuting and mobile working 
 Accomodates flex-desk and on-site-mobility 

 
 Coupling of wireless & desk phone 
 Simultaneous ringing on office & mobile handsets 
 User login to any office handset 

 

Allows service 
personalization 

 User-configured services and options 
 

 Web or handset-driven service dashboard 
 Custom ringback music 

    
ICT Manager   

 

Compatible with 
conventional 
and/or IP 
handsets 

 
 Works effortlessly with old & newer handsets 
 Minimal handset investment needed 

 
 Pre-tested with leading office handsets 
 SIP, H323, TDM interworking 

 

Easy to install 
 Little technical training needed 
 Minimal set-up required 

 Plug & play device configuration 
 Automated installation profiles 

 

Simple to use 
 

 Little if any end-user training required 
 Features compatible with various handset designs 
 Simple user configration - Web or keypad-based 

    Business Owner   

 

Greater flexibilty 
during changing 
business 
conditions 

 
 Bundled, all-in-one service offers 
 Pay-as-you-go pricing 

 Platforms support integrated voice and data 
 Flexible, multi-user communication platforms 
 Flexible commercial conditions 

 

Better overall 
cost management 

 
 Simple pricing; often includes equipment, 

maintenance and flat fee call plans 

 Per-user service activation 
 Remotely managed platforms 
 Flat-fee communications (ex. on-net calls) 
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  Enhanced unified communications for better working

In addition to today’s advanced voice communication capabilities, many businesses are also looking for more advanced 
ways to allow their staff to communicate and interact better with others, all in the most relevant and contextual manner 
for a given situation.
 
Unified communications (UC) offers quicker and better collaboration 
through a consistent, unified usage experience, integrating multiple 
communication channels and devices, including telephony, instant 
messaging, user presence information and e-mail.

As part of all-in-one business communication propositions, UC offers 
business further advantages, including:

 •   Quicker and easier communication, enhanced convenience 
and improved distributed and remote working capabilities for end-
users

 •   Simple set up, with little or no additional maintenance 
for ICT managers

 •   Faster information flow, quicker decision-making and 
better team management for business owners

These advantages are explained further in Figure 6, including some of the key enabling service capabilities.

With the means to develop compelling IP-voice communications propositions that help businesses work better and faster, 
while still managing costs, service providers can offer real value to business customers, small and large alike. However, 
there are numerous points to consider to effectively deliver and monetize business voice propositions.

Figure 6 - Benefits of enhanced unified communications

 
Benefits Description Enabling Capabilities 

End-User     

 

Quicker and 
easier 
communications 

 Call using number drag-and-drop 
or click-to-call from contact list 

 Instant messaging to easily & 
unobtrusively chat with coworkers 

 
 Integration with MS Outlook 
 Integrated IM services 

 

Better call 
completion 

 Single no. for office and mobile 
lines 

 Automatic call routing based on 
user available 

 Supports one-number for various 
devices 

 Call-routing based on presence 
status 

 

Enhanced 
convenience and 
ease of use 

 Streamline calling process 
 Manage a single, consolidated 

contact list 
 Pull calls betwen office and mobile 

handsets 

 PC call control incl. visual user ID 
name, no. 
 MS Outlook integration 
 Intelligent routing and presence 

awareness 

 

Improved 
distributed and 
remote working 

 Get availability status of coworkers 
 Easy consultation of call history 

 Integrated presence service 
 Web-based call logs 

 
   

ICT Manager     

 

Simple set-up  Simple installation of UC software 
 Auto-import of users' contact list 

 Downloadable file incl. simple, 
step-by-step set-up process 

 MS Outlook integration 

 

Little/no added 
maintenance 
required 

 
 Minimal maintenance needed on 

users' PCs 

 
 Auto-update and self configuration 

 
   

Business Owner     

 

Faster 
information flow 
and quick 
decision-making 

 People and information are more 
easily accessible, offering quick, 
on-demand information 

 Accelerated decision-making 

 Real-time user presence 
information integrated with on 
demand communications - voice, 
chat, e-mail and other 
collaborative tools 

 Unified communications (UC) offers 
quicker and better collaboration through 
a consistent, unified usage experience, 
integrating multiple communication 
channels and devices, including telephony, 
instant  messaging , user presence 
information and e-mail.”
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There are several considerations to successfully commercialize business voice propositions

  Market-driven solution design

Developing successful voice propositions starts with a market and customer-focused solution design approach. Service 
provider solution development teams need to draw on their inbound marketing activities in order to listen to the mar-
ket and understand the unresolved problems and unmet needs faced by potential users and buyers, in view of existing 
competitive offers.

By focusing on this market intelligence, the various internal stakeholders can agree on the clear set of market and customer 
requirements used to draft a customer-focused solution resolving the identified problems and issues. This process may 
include co-creating early solution prototypes with lead customers as well as joint testing to resolve any production issues 
(ex. interworking with different existing voice handsets or PBX systems) prior to large-scale commercialization.

By incorporating a platform design, customer voice solutions can also integrate evolving technology standards (ex. 100 Gi-
gabit Ethernet, SIP, LTE) as well as new products and services (ex. smartphone app for remotely managing user profiles) with 
minimal difficulty and lower cost vs. non-standard alternatives, all while enabling future, add-on sales opportunities.

Finally, in order to help businesses easily assess the proposed value, a market-driven solution should feature a simple, 
standard pricing model (ex. per-user, per month fee). This can help reduce purchasing barriers, allowing businesses to 
easily assess the proposed value vs. other options, including in-house communication solutions. User-driven pricing will 
also enable businesses to easily scale according to changing demands, while also accommodating the up-selling of new 
services and features. 

Armed with an attractive, market and customer-driven voice proposition, services providers can then determine the most 
effective way to get it to market. 

  Effective sales channel strategy

To reach business customers with any new voice service proposition a service provider must implement a channel stra-
tegy that considers the strategic and financial importance of the new opportunity at hand.  There are several points to 
consider:

 •   The competitive role of the new offer - is it part of 
a new growth area or is it a defensive move to reduce thechurn 
of an existing business?

 •   Its strategic importance - is it a lifecycle service used 
to convert existing customer to the next generation of services 
or is it a disruptive offer?

 •   The services financial contribution - does it offer 
greater margin potential while establishing a platform for future 
sales?

Considerations to successfully 
commercialize business voice propositions:

•	Market-driven solution design
•	Effective sales channel strategy
•		Consultative solution selling
•	Easy service installation, no hassles            
    maintenance
•	A great, end-customer experience
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With clear business objectives in mind, service providers can design an effective sales channel strategy, including the right 
compensation models. Especially when working with indirect channels (ex. telecom agents, VARs, system integrators), 
compensation plays an important role. It serves two purposes; i) to attract a potential channel player to become a partner, 
ii) to keep them motivated to sell their services over other competitive options. It can include a combination of upfront, 
residuals or incentives tied to overall contract values. 

In addition to the right incentives, service providers must also provide an adapted level of training and support according 
to their partners’ capabilities (ex. reselling simple services vs. proposing integrating complex IT solutions), in alignment 
with their existing business model (ex. commission-based equipment sales vs. selling professional services; audits, ins-
tallation, monitoring, and maintenance).

  Consultative solution selling

In today’s competitive marketplace understanding a customer’s precise business needs is essential. From this perspective, 
customer-facing staff needs to adopt a more consultative selling approach, grounded in and driven by a business’ actual 
needs and requirements. This requires sales staff to act more as advisors than just sales people, by helping prospects 
pinpoint their problems and unmet needs, and on this basis propose an adapted solution resolving their issues. 

Such an approach will enhance trust between both parties, while leading to a more relevant customer solution, paving 
the way for a positive buying decision, and ultimately to greater client satisfaction and loyalty. 

This new approach may require training sales channels on the consultative solution ideology and related practical skills. 
This may also have direct implication on the third-party sales channels used and the compensation models employed to 
motivate them.

 
  Easy service installation, no hassles maintenance

Whether it’s the service provider installation team or the business customer’s staff who perform any set-up for a new 
voice service, the process should be made as simple and trouble-free as possible to ensure that the service works as pro-
mised.

The use of standardized, preconfigured customer profiles and devices (i.e. IAD and office handsets) can significantly reduce 
set-up times, the training required and the associated staff costs. Furthermore, the use of automatic, software configura-
ble devices and remote systems management will allow many standard maintenance tasks to be handled at a distance, 
and with a lower cost. Under these conditions effortless maintenance, as well as other types of noticeable end-customer 
benefits, can be included in the customer value proposition, offering clients less hassles, greater convenience and greater 
overall satisfaction.  

  A great, end-customer experience

To maximize the benefits of a new customer offer, services providers also need to focus on delivering a great end-customer 
experience. A customer experience is the overall perception that is built during the course of the customer’s interactions 
with the service provider, across multiple channels, including in-store, web, direct mail, call centre, kiosk, mobile devices, 
and social media. This experience, which can range from positive to negative, starts with the awareness of a new offer, it 
include the buying process, the usage of a product and/or service, and even goes through to its retirement.
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A positive experience usually results in more satisfied customers who over time become more loyal; they buy more, more 
often, are cheaper to serve, display higher retention rates, and are more profitable compared to newly acquired customers. 
Such customers are likely to recommend a service provider delivering a great experience to their friends and colleagues, 
as they find it easy and pleasing to do business with them. This effect can be quantified with customer-centric metrics 
such at the ‘Net Promoter Score’9 1and the ‘Customer Effort Score’102. 

Effective customer service is one component for creating a great end-customer experience. It can be used to assist clients 
in making correct, cost effective use of a product or service. It can include assistance for planning, installation, training, 
resolving issues as they arise, maintenance, upgrading, and even the disposal of and switching to another offer.

A committed service-level agreement (SLA) also helps create a positive customer experience. SLAs provide a mutual 
understanding about service, priorities, responsibilities, guarantees, and warrantees that the customer should receive. In 
today’s communication services market they often define levels of service availability (ex. 24/7 customer service), degree 
of serviceability (ex. new office phone software updates included), performance (ex. 99.99% voice service uptime gua-
rantee), operations (ex. on-site fault intervention in < 8 hrs), or other attributes related to a service offer. As a ‘quality of 
service’ metric, SLAs are useful to businesses in that they provide a value comparison between the performances of their 
in-house department vs. an external service provider.

Done right effective customer service and SLAs can add tangible value to customer propositions thus contributing to 
delivering a better, overall customer experience leading to satisfied, loyal and more profitable customers.

The following real case studies look at the introduction of two distinct business voice propositions, the practical challenges 
faced and the business benefits achieved for the service providers.

9 Net promoter score: A customer loyalty metric that is obtained by asking customers “How likely is it that you would recommend our 
company to a friend or colleague?” The NPS concept was developed by F. Reicheld, Bain & Co and Satmetrix,
10 Customer effort score: A customer loyalty metric obtained by asking customers “How much effort did you have to put forth to handle 
your request?” The CES concept was developed by M. Dixon, K. Freeman and N. Toman.
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Service Provider Success Cases

OneAccess has worked with more than 130 service providers worldwide to successfully enable and deliver a range of pro-
fitable, business voice propositions. The following two cases demonstrate the value created by introducing new business 
voice propositions, powered by OneAccess.

SFR Pack Business Entreprise – Freedom of communication

SFR is the second largest full-service communications provider in France, 
offering a range of voice and Internet communication services targe-
ting consumers, businesses and municipalities. They serve 21M mobile 
users, 5M broadband-connected homes and 150,000 enterprise clients, 
generating €21 B of annual revenue in 2010.

  SFR’s Business Challenges

As one of the largest European countries, France has become a very competitive market for business communications ser-
vices. SFR faced a number or challenges as it continued to strengthen its position within the French SMB marketplace. 

 •    Cater to the growing needs of SMBs - Previously a mobile-only service provider, SFR’s reputation lay in provided 
mobile voice and data services to businesses. However SMBs have come to expect the same type of business communica-
tion and productivity tools as large businesses, regardless of access technology. SFR thus needed to offer a true, seamless 
business communications and collaboration package catering to their actual needs. 

 •    Become a partner to businesses - While businesses rely on IT and communications technology to support their 
daily interactions and processes, often getting the right solution to existing issues is painstaking and requires help from 
various parties. This is especially true for most small and many medium businesses that lack the resources and know-how 
to do so themselves. SFR wanted to become more relevant to SMBs by developing an all-inclusive, professional offer from a 
single provider, without the need for investment in communications equipment or additional installation and operations 
staff.

 •   Create a flexible, commercial service platform - Knowing that small business investment in technology is 
limited by available budget, SFR wanted to create a comprehensive communications service offer featuring affordable 
entry-level per-user price points, while still offering them a clear, step-wise path towards a set of integrated business 
communications and collaboration capabilities. This would allow small businesses, starting at 10 users, to benefit from 
a suite of business-class services while allowing up-sales as their conditions and needs evolved, and budget allowed.

By leveraging its fixed-line capabilities - stemming from its Neuf-Cegetel acquisition in 2005 - and blending its fixed and 
mobile communication capabilities with unified collaborative services all in a single package fit for SMBs, SFR launched 
Business Pack Entreprise in March 2011.
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  Pack Business Entreprise: Simplicity, Productivity and Cost reduction

SFR’s Business Pack Entreprise offers SMBs a single, integrated solution for their 
communication needs, across office and mobile phone, all at a competitive price 
per user. This offer is delivered as a fully managed service, eliminating the need 
for costly installation, in-house maintenance or the purchase of office equipment. 
This innovative service offers businesses a range of client benefits.

The SFR’s Pack Business Entreprise customer value proposition is outlined in 
Figure 7.

   

 Practical Challenges

When commercializing the Pack Business Entreprise offer, SFR faced several challenges:

 •   Business fulfilment at a larger scale - With an addressable market of 5.4M small to medium businesses (10-249 
employees) SFR needed to complement its own direct channel in order effectively reach and service SMBs nationwide. In 
addition to using their network of more than 800 distribution points, including 140 dedicated SFR Business Team stores, 
they joined forces with 300 business partners to provide sales, installation and first-level advice and support to enterprise 
clients. They also implemented a Web-based forum allowing end-user to easily obtain usage information and advice, while 
facilitating the sharing of useful information among their end-users via social networking capabilities.

 •   Ensuring quick, cost effective service roll-out - Despite the complex nature of this integrated offer, SFR was able 
to assure a quick service roll-out in part through the use of standardized, self-configuring client-side MSAR devices, which 
offer a drastically simplified installation and management process for all parties involved. Many service maintenance and 
upgrades can now be managed remotely.

Figure 7 - SFR ‘Pack Business Enterprise’ overview
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  The Value 

SFR was able to achieve several benefits (Figure 8) as a result of introducing its Pack Business Entreprise offer (BPE).

Quantitative Benefits

 •   During the first few months following the introduction 
of Business Pack Enterprise, SFR was able to attract more than 
30,000 new SMB users, across over 300 business sites. According 
to the Executive VP of SFR Business Team, they have continued 
gaining several hundred clients per month and expect tens of 
thousands of new customers in 2012.11 

 •  By capturing a larger share of an SMB customer’s 
wallet, SFR was able to grow service revenue. Depending on 
their usage profile, a typical business users might spend €55-65/
month on an SFR mobile-only service plan. With PBE, SFR offers 
a broader set of integrated services meeting a larger range of 
existing user needs, including fixed office telephony, easily ge-
nerating €75-85/month for the same user type.

Qualitative Benefits

 •   In addition to the unified communication services it includes, the PBE offer features an end-to-end partner 
approach via ‘SFR Business Team’ to help SMBs get more from their communication services. 

 •   While targeted at SMBs many large enterprises with 250+ users have also expressed a keen interest in this 
integrated, managed communications solution.

  Why SFR chose OneAccess?

When choosing its partner to help deliver Pack Business Entreprise proposition, SFR looked for a combination of product 
design and compatibility, a partnership approach, and innovation capacity. OneAccess was chosen for the following 
reasons:

 •   Market-driven product design - OneAccess provided SFR with a single platform delivering the range of unified 
serviced (ex. voice, security features, wireless voice and data) across different network environments (i.e. Centrex and 
SIP-IMS) expected by today’s SMBs and ultimately required for bringing the Pack Business Enterprise service to market. 
This helped to ensure the delivery of a seamless, end-user experience.

 •   Innovation capacity - Based on its previous relationship with Neuf-Cegetel, OneAccess had been able to de-
velop several innovative features (ex. IP Trunking pass-through system, number portability check on MSARs122) allowing it 
to deliver competitive business services and capture market share. The use of the Nano-SBC with SIP-proxy on the MSAR 
device provided a more advanced and reliable IP Centrex service to be used, enabling the delivery of a higher quality hosted 
voice service and reinforcing a consistent end-user experience. 

11 Pierre Barnabé (SFR Business Team): Même les PMEs s’intereses au Cloud, November 22, 2011, Silicon.fr:  http://www.silicon.fr/pierre-barnabe-sfr-business-
team%C2%A0-%C2%AB%C2%A0meme-les-pme-sinteressent-au-cloud%C2%A0%C2%BB-65731.html

12          MSARs: Multi-Service Access Routers 

Figure 8 - Key Benefits of Business Pack Enterprise 
solution
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 •   Standardization and compatibility - SFR had traditionally used Cisco business routers using standard CLI 
language for configuration and operational purposes. OneAccess was able to provide a Cisco-like operating environment, 
allowing SFR to quickly test, configure and troubleshoot the devices without the need for new staff hires or retraining. 
OneAccess‘ multi-service router portfolio has been heavily tested for interworking with leading soft-switches platforms 
and IP handsets, making it compatible with all the leading vendors used by SFR. This enabled SFR to leverage its various 
network environments, while significantly controlling the costs of customer-side equipment deployment, management 
and evolution.

 •    Strong partnership model - OneAccess has been able to establish close relations for monitoring and quickly 
responding to and resolving any issues that may arise during the different phases of SFR’s new service development, 
testing and rollout. As a competitive provider, this is critical for SFR given that it must often take the initiative for quickly 
introducing new and innovative products and services within a fast changing marketplace.

Vodafone Office Voice – The step to integrated office communications

Vodafone is the leading competitive mobile service provider in the Nether-
lands (Pop. 16 M), with over 5 M clients and €1.8 B in revenue.

At the end of 2006 Vodafone acquired The Network Factory (TNF), a network-
less provider of integrated voice and data services serving the enterprise 
market. This strategic move has allowed it to compete better with KPN, the 
incumbent service provider, who has since integrated its fixed and mobile 
operations in order to better serve its customers.

  Vodafone’s Business Challenges

While relatively small, the Netherlands is a highly competitive market for mobile and broadband communication services. 
Prior to its entry into fixed voice communication services, Vodafone faced a number of challenges.

 •   Product differentiation - In a market of 5 major mobile service providers, Vodafone needed a way to offer its 
business customers something different than its competitors.

 •    Offering businesses tangible value - Instead of simply reselling voice minutes, Vodafone wanted to help busi-
nesses address day-to-day issues like increasing staff productivity, reducing expenses and simplifying supplier relations.

 •   Establishing a commercial platform for its other services - To help generate new opportunities, Vodafone 
wanted to develop a commercial platform, based on its fixed-mobile, voice and data activities, to easily facilitate fur-
ther business.

By leveraging its fixed-service assets, in 2008 Vodafone introduced Office Voice; an all-in-one business communication 
offer targeting medium and large-sized businesses with existing phone systems, by offering integrated fixed broadband 
voice and data services delivered over an on-premise IAD.
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  Office Voice: A guaranteed, high-quality connection with competitive rates

Highlights of the Office Voice customer value proposition are shown in Figure 9 below.

Practical Challenges

When developing the Office Voice offer, Vodafone faced several challenges:

 •   Assuring technical interworking - Guaranteeing SIP interworking is a key challenge for any communication 
provider looking to offer dependable, SIP-based voice services. When connected to the network each PBX can behave 
differently and certain steps had to be taken at the outset to ensure service consistency and reliability across different 
vendor platforms, thus minimizing any future maintenance work and supporting a strong end-user experience.

 •   Streamlining operations - Prior to the large-scale service launch, it had to ensure efficient service provisioning 
and effective service billing, as well streamline the logistics related to delivery of customer-side IAD13 equipment.

 •   Enabling new sales channels - New sales channels had to be enabled to effectively reach the new customer 
targets. This required further development and training of its in-house enterprise sales channels, as well as establishing 
partnerships with third party VARs such as Dimension Data and Intech.

13 IAD: Internet Access Device

Figure 9 - Vodafone ‘Office Voice’ Service Overview
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  The Value

Vodafone was able to achieve several benefits (Figure 10) as a result of introducing its Office Voice proposition:

Quantitative benefits

 •   Vodafone’s new offer helped improve the retention level 
of its existing SMB and corporate mobile clients.

 •    Office Voice enabled Vodafone to grow its business 
within the large enterprise segment.

 •    By working with a new set of enterprise channels, Vo-
dafone was able to benefit from additional revenue opportunities.

Qualitative benefits

 •    The introduction of a fixed offer helped Vodafone’s cor-
porate goal of positioning itself as an innovative company adapting 
to its customers’ changing needs.

 •   Selling more than just mobile service helped improve 
Vodafone’s image within the mid to large-sized enterprise market.

Despite the challenges of entering a new market Office Voice has yielded a positive business case since its commercial 
launch in 2008.

  Why Vodafone chose OneAccess?

When choosing its partners to enable its Office Voice service, Vodafone looked for the right combination of service features, 
partner relationship, including local support, and cost leadership. Eight potential partners were initially considered, out 
of which 2 where ultimately selected. OneAccess was chosen for the following reasons: 

 •   Business-class, mass customized service platform - OneAccess accommodated many of Vodafone’s service 
feature requirements that were not already integrated within its MSAR solutions. OneAccess’ MSAR solution provided a 
stable platform to deliver business-class voice and data services, accommodating fixed and mobile devices, and supporting 
a wide range of client configurations (ex. client PRIs and voice ports, xDSL and Fibre access, Wifi connectivity). This made 
it the ideal platform to serve mid and large enterprises of different types, all at a competitive cost. 

 •    Close and flexible team working - OneAccess provided Vodafone with close, consistent cooperation and the 
agility to meet its evolving needs. By setting-up a dedicated project team OneAccess created close proximity and facilitated 
good day-to-day team working. Assistance requests where usually handled in a matter of hours and days. Customized 
adaptations were also provided, including a tailored, web interface for Vodafone’s clients.

 •    Lower cost of ownership - Vodafone was able to lower the cost of deployment thanks to the auto-configura-
tion capabilities of OneAccess’ MSAR platform, lowering the need for staff training, intervention and associated on-site 
costs. The multi-service routers where also easily integrated in their existing network management system, facilitating 
operation and maintenance activities, and enabling Vodafone to offer real-time performance reports to clients, improving 
the overall end-user experience.

Figure 10 - Key Benefits of Office voice solution
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Conclusion

The time is right for creating attractive and profitable business voice propositions, aimed at small to large businesses.

Preparing and delivering successful business voice propositions is not an easy task. It requires a clear focus on the market 
and on fulfilling unresolved customer needs. Being successful also requires a clean, well thought-out execution plan when 
bringing the offers to the marketplace.

There are many practical aspects to consider for introducing a great service, to minimize potential day-to-day issues and 
to ensure a great end-customer experience leading to satisfied, loyal and profitable customers. When done right, custo-
mer-driven business voice propositions will deliver measurable and tangible value to the service providers that produce 
them. 

This can include:

 •   Net customer growth

 •   Incremental ARPU

 •   Increased relevance with key market segments

 •   Improved retention of existing customers

 •   Demand and growth in new business segments

 •   Potential for additional business opportunities

 •   Greater market visibility and enhanced positioning.

As a leading, global provider of business multi-service router platforms, OneAccess has successfully worked with service 
providers to develop and deliver a range of business-class communication propositions, creating real business value.  

To see how OneAccess can assist you in achieving your company’s business goals contact us via our website at: 
oneaccess-net.com
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