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New services bring new dimensions
to design-led billing communications
As the fruits of digital transformation begin to show through at all types of business across the world, we’re seeing
new, technology-enabled business models emerge as product-centric businesses morph into service companies.
At the same time, traditional service businesses are harnessing a new technological wave composed of 5G ultrabroadband mobile, virtualisation of network hardware, increased engagement with artificial intelligence (AI) and the
growing maturity of Internet of Things (IoT) propositions

W

e’re seeing a coming together of innovative
thought and enabling technologies at a
scale and pace that has not been seen
since the early decades of industrialisation.
Lives and businesses will be transformed by
this and servitization will see what were formerly goods
being bought as services through subscriptions or onetime payments. I can readily see no one owning their
own car, for example. Instead, we’ll rent a car, paying for
the hours or miles we use it for plus the additional
services we select including usage-based insurance,
infotainment and even concierge-style services.
Billing communications will inevitably become more
complex with many different services and types of
charging presented by providers. Some of these will be
brought together on bills from traditional providers such
as telecoms operators, while others will be credit card
charges. Nevertheless, users are going to want
richer data about their consumption – whether
that’s for electricity, water or car club miles –
and this data must be presented clearly to
give an accurate picture and create
confidence in providers.

This is a great opportunity for Brite:Bill because our
design-led capabilities, coupled with our expertise in AI,
big data and machine learning, equip providers with the
tools to present billing communications in the style users
want, using the channels they prefer at the same time as
enabling service providers to cut their costs by reducing
call center interactions.
These are busy times for Brite:Bill, too. Having been
acquired by Amdocs a year ago, we are now part of a far
larger organization with many new channels to market.
Our new product plans have moved from concept to reality
with new innovations to be revealed soon with the launch
of Brite:Bill version 5.0. These draw on our expertise in
machine learning and AI which we are now integrating
into new offerings that augment our design-led approach
to billing communications.
I hope you enjoy this Better Billing By Design supplement
Alan Coleman
Head of Brite:Bill, an Amdocs company

BT Group selects Brite:Bill as its billing communications platform
Brite:Bill has been selected by BT Group as its billing
communications platform provider. BT Group chose Brite:Bill's
technology and services to transform customer invoices into
personalized, interactive communications delivered in the channel
of the customer's choice. Billing communications will be
customized with an engaging design and an opportunity to
promote appropriate new services or notify customers if a
promotional contract period is coming to an end. With Brite:Bill, BT
Group will deliver clear, easy-to-understand billing communications,
that are personalized for each customer situation, giving greater
account clarity.

benefit from new standards in bill presentment which serve to
enhance one-to-one customer relationships”.
Brite:Bill’s vision is to develop solutions that look beyond revenue
collection and towards building and strengthening the most
valuable carrier asset – their established and often long held
customer relationships. BT Group’s deployment of Brite:Bill
technology and design expertise will be informed by our experience
with other tier one global carriers such as Comcast, AT&T, Sprint
and Rogers.

The drivers for BT Group to improve billing communications include
benefits such as a boost in retention and loyalty and a significantly
improved customer experience. Under the new deal, BT Group will,
in stages, roll-out all billing communications over the Brite:Bill
platform, across all customer channels – print, mobile and online.
Alan Coleman, the head of Brite:Bill, an Amdocs company, said:
“We’re delighted that Brite:Bill has been chosen by BT Group to
transform its billing communications. BT has committed to
providing industry leading standards in customer communications
and Brite:Bill looks forward to ensuring all of BT Group customers
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Acknowledge the trends, avoid the stereotypes
2017 is the year when Generation Y became old news. That’s because there’s something shiny, new and exciting to
focus on – Generation Z, the digital generation, writes Teresa Cottam, the chief strategist at industry analysts and
strategy consultants, Omnisperience

B

orn between 1995 and 2020, and set to be the biggest
generation in history, the oldest members of Gen Z are just joining
the workforce and coming into their own in terms of spending
power. These new kids on the generational block want, we are
told, very different things to their predecessors. And, given that
younger people tend to be in the vanguard of technology change and
adoption, there’s a great deal of interest in understanding what these
differences are so that we can remain relevant.
Let’s look at four key ideas to help us understand what Gen Z needs
from companies.

1.

Companies therefore need to be able to show them a bargain, engage
with them in ways they find healthy, useful and appropriate and, most
importantly, help them avoid stress-inducing events which will see you
shut out. Since there is no bigger stress-inducer than big bad billing,
reforming the bill into something less stressful is essential.

Comes with connectivity

Gen Z was born connected. They’re not just mobile, they’re
hyperconnected across multiple screens and make no distinction
between network technologies because they just want to be plugged
in, wherever they are, 24 hours a day.
They inhabit new channels and migrate between channels en masse –
presenting a challenge for companies setting a channel strategy. Their
digital social behavior means they get information from peer networks,
share hints and tips with friends, and place great stock on peer opinion.
Instantaneous viralization across this cohort and group opinion-forming
are behaviors that present both benefits and challenges to those
targeting them. Get it right and you win the jackpot. Get it wrong and it
could break your brand – vilified before you even realize what’s going on.

2.

instantly accessible from their phones, spreading across social media
and news channels like wildfire. This means bad news seems closer
and more immediate than ever before. Gen Z are dealing with this by
moving to closed social networking, unfriending and unfollowing
dissenting opinion, and creating safe spaces. All of these are avoidance
strategies.

3.

It’s all about me

While there are key trends in the behavior of this generation, always
keep in mind that this is an average of their behavior. Generation Z finds
stereotypes anathema and despite their social networking tendencies
they value individuality, uniqueness and updates.
The fact that they believe they can shape the world their own way flips
loyalty on its head and presents new challenges for marketers and
billers. Segmentation is a fossilized relic to this cohort. They demand
not just more personal information but information that changes as they
do – more dynamic, more contextual, completely up-to-date.
For companies this translates into a requirement to address the needs
of individuals in a scalable and cost-effective manner – demonstrating
loyalty rather than demanding it.

Shaped by stress

The dot.com crash of 2000 and the 2008 global recession are not just
seminal moments for Gen Z, but generation-shaping events. Recession
has made them less trusting of big brands, frugal, hard-working and
entrepreneurial. They are advertizing-averse and huge users of adblocking technology, making communicating with them more
challenging. They also saw their parents struggle in the recession, so
bargain-hunting is in-built.

4.

Add to this adverse economic environment some significant
geopolitical events – the 9/11 attacks in the US, the 7/7 London
bombings, wars and conflicts in Africa and the Middle East – and what
you get is a generation shaped by stress. This is not to say previous
generations haven’t had their fair share of stress, but the way this
generation is both exposed to stress and dealing with it is different.

Globalization, a short attention span, and their demand for instant,
appropriate, concentrated communication means The YouTube
Generation has truly embraced the concept that a picture can paint a
thousand words. They communicate in videos, memes, emojis, and
pictures rather than in words – creating, consuming and co-creating.
Companies now have to figure out how they can also utilize pictures,
images and video to communicate with a generation for whom reading
is just too slow.

Firstly, there’s no longer anywhere to hide – news and information is
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Read like an Eqyptian

Gen Z is the most globalized generation ever, in fact their equipment
rather than nationally-oriented, with their digital behavior truly flattening
the world – they’re Eqyptians. This has led them to develop global
communication strategies, which includes the adoption of the English
language as the Lingua Franca and the creation of an entirely new
visual language.
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Brendan O’Rourke: We don’t
constrain design by force-fitting
it to our technology

Why taking a design-led approach is the best
way to create better billing experiences
With all the controversies surrounding inaccurate bills and bill shock, the need to overhaul billing communications
is increasingly well understood among organizations. However, this isn’t just a technical issue, getting the design of
a bill right makes the bill easier to understand, more attractive to read and results in real business benefits

B

illing communications have been the traditional
bearers of unwanted tidings, the dull
spreadsheet detailing consumption ending in a
demand for cash, but the days of biller neglect
of this powerful channel are ending. Organizations are
starting to notice that attractively presented, clear and
personalized bills enable users to understand their
consumption better, result in fewer call center
interactions and create greater customer satisfaction as
well as providing a regular means for organizations to
communicate with customers.

“Being design-led
means always thinking
about how your design
affects the end user,
and putting them
first,” explains
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Greater depth of information delivered in a clear and
attractive way is the self-evident function of effective design.
However, good design cannot be an afterthought added
retrospectively to billing communications. A billing
communications platform needs to be constructed with
presentation in mind. It’s not just about selecting pretty
colors, although the science behind color choice is important.
“Being design-led means always thinking about how
your design affects the end user, and putting them first,”
explains Brendan O’Rourke, the design manager at
Brite:Bill. “We don’t constrain design by force-fitting it to
our technology, instead our technology works to support
our customers’ chosen bill designs.”
The process of creating excellent design begins with
gaining a better understanding of the customer
organization’s needs which forms the foundation upon
which design-led billing communications can be
developed. “We follow a process of detailed scoping and
analyzing with our customers. Here we work with
different parts of the business including brand, IT, sales
and legal so we gather a complete understanding of
what the business wants to achieve from a bill design,”

▲

Brendan O’Rourke

The design of the bill is the customer’s window into their
relationship with the biller. In the telecoms industry, this
window contains a growing number of different data
points as the services provided proliferate and more onetime transactions become part of the billing mix. In other
sectors, such as utilities, digital transformation and
industry changes are driving bill complexity. Electricity
bills, for example, now feature information on electricity
being provided to the grid from home-owners’ renewable
energy generation alongside their consumption. This
complexity is breeding the need for greater clarity in data
presentation.

Complexity needs clarity
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“When you consider that
bills are the most regular
and common form of
communication between
service companies and their
customers you have to
wonder why more effort is
not made in presenting
those bills in a more
professional, intuitive and
appealing manner.”
– Tony Poulos, managing
editor, DisruptiveViews, and
publisher DisruptiveAsia

adds O’Rourke. “We then enter an iterative design phase
where we consult on elements like bill aesthetics,
language and the major billing pain points. Here we will
always be an advocate for the end user, meaning all
design discussions or debates should answer to ‘what
information is most important for the end user?’ and
‘what’s the best way to communicate and display this?’.”

The important aspect of the design-led approach is to
focus first on design before technical and development
teams become involved. “We’re not working in a
technically constrained way,” confirms O’Rourke. “The
focus of our work is to try and solve problems for the
provider’s users and we wouldn’t want to be restricted
by what we can and can’t use. We look ahead at what
customers want and solve the technical challenges later.”

Analysis first, hardware later
Brite:Bill draws on many years experience of working
with service providers and the team of designers are
subject matter experts when it comes to information
design and presentment. Brite:Bill typically will deploy its
bill analysis technology to understand the operator’s
existing bills and products, thereby ensuring that it is
familiar with the data that is available to support a list of
design scenarios.
“Our experience tells us what works and what doesn’t.
Once we are familiar with the billing data that’s available,
we draw on our past deployments and make
recommendations on where we can enhance specific
pieces of communication.” says O’Rourke. “We work
towards an optimal bill design, then technology-wise we
identify how we achieve this, for example, what extra
data feeds are required.”
The design process moves through three distinct stages:
first Brite:Bill undertakes aesthetic enhancement, then it
focuses on presenting engaging customer data and then
it addresses functional customer messaging. Only then
does attention turn to the technical side of the
deployment. “We believe good design should be
invisible. We don’t expect plaudits for designing a bill,
but if a user is frustrated in any way in trying to
understand a piece of communication, then there are
faults in the design that we need to fix,” explains
O’Rourke.
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“Obviously there are
technical constraints
but our mission is
first to solve the
customers’ billing
communication
problems”

However, O’Rourke does acknowledge that the technical
challenges are significant. “Obviously there are technical
constraints but our mission is first to solve the
customers’ billing communication problems,” he says. “A
legacy system will output lots of mismatches in package
descriptions on the bill, for example, causing confusion
to the end user when they see a different package name
to the plan they signed up for. This is a big issue. We
work ahead to recategorise the way organisations’ billing
information is displayed and to make sure each
customer’s bill contains what they would expect to see.”
There are also business priorities that must be considered.
“As well as system constraints, our design experts will
work towards cost saving business goals,” explains
O’Rourke. “For example, some operators only print using
one colour so we draw on our experience to maximize
the impact of single-color billing communications. Other
operators’ priorities are to reduce the number of pages
they print and send so we work to condense the vital
information into a smaller amount of space.”
Being design-led means Brite:Bill is able to determine
where improvements can be made, identify what
organizations’ current bills are missing and make sure
new bills provide a friendly, informative communications
channel between provider and customer. That’s a striking
contrast to the impersonal, hard to read, visually
unappealing bills traditionally sent out by organizations.
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Becky Byrne: Bots are ideal
because they provide instant
information and gratification

Future innovation brings together natural language,
machine learning and artificial intelligence
Becky Byrne is the head of product management at Brite:Bill. Here she tells George Malim, the managing editor of
VanillaPlus, how the company is engaging in natural language, machine learning and artificial intelligence
innovation to extend the capabilities of Brite:Bill to more parts of the customer journey. This won’t be only for the
telecoms industry in future but Brite:Bill will continue to focus on its expertise in design-led bill presentment and
customer communications that focus on influencing customer behavior and improving the customer experience

V

anillaPlus: What do you see as the most
important areas of innovation for Brite:Bill?

Becky Byrne: We’re really focused on
reinventing the invoice and transforming it into a
communications device for service providers to interact
with their customers. Our innovation, therefore, focuses
on how to improve that communication piece and extend
the conversation with the customer across new channels
and touchpoints.
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Brite:Now will use machine learning algorithms to identify
different groups and decide the best way and channel to
communicate with them to achieve the highest rate of
success.
VP: Are you seeing increased interest in chatbots?
BB: Yes, and with chatbots the interest is about
convenience for customers. If you have Amazon Echos
placed throughout your house and suddently think about
when your bill is due, you can ask Alexa, or Siri on your
iPhone, when is the payment due as well as check the
total amount due. This gives customers the ability to get
a response instantly without having to stop to look at the
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One of our innovation objectives for 2018 is Brite:Bot, a
natural language channel that enables us to extend our
expertise in billing communications into a spoken
exchange between the user and a bot such as Alexa, Siri
or even a Facebook Messenger exchange. It’s a natural
fit for us because we see it as just another way to talk to
the customer. It uses the same data and customer
information and offers another channel for customers to
ask and get answers on how much they owe or why
their bill appears high. As a company, Brite:Bill has the
subject matter expertise in all things billing, this is a great
addition to our multi-channel approach.

Another area we’re working on is how to improve
communications with customers by utilizing machine
learning. Our Brite:Now product takes machine learning
on the back end to determine the best way to
communicate with the customer to achieve a specified
goal. This could be to promote sign-up to self-care in the
first 30 days of a contract, for example, or to purchase
value-added services.

“Designing the bill around the customer and their needs rather than around the
complex systems that go to support the service is all part of the telecoms
industry waking up to the importance of keeping customers happy,”
– Chris Lewis, founder of Lewis Insight and The Great Telco Debate

invoice or launch an app to do so. I don’t think this will
replace detailed bill reading for customers that like to see
that level of detail, but for getting a rapid response to a
question in the moment you have it, bots are ideal
because they provide instant information and gratification.
VP: Are service providers and their end customers
ready for these technologies?
BB: 2017 has been about the R&D we’re putting into
these products and we’ll be ready to put the fruits of that
into customer lab environments during 2018. With
Brite:Now and the machine learning aspects of the
product, we’re not trying to solve issues with every
customer journey on every customer touchpoint; we’re
targeting specific painpoints for our customers and the
end users. It’s no secret that there are pain points around
telecoms customer billing.

Billing issues and other customer painpoints that
Brite:Bill can address are not confined to telecoms. If you
know more about users’ interests and how best to
communicate with them, you can serve them better and
that applies to a large number of use cases. We have the
core functionality and power within the platform to do
this, regardless of the industry it is applied to.
Other verticals that have similar painpoints include
utilities, insurance and banking. There are a number of
areas we’re evaluating and it’s more a question of when
than if we’ll engage in these additional areas.
VP: How has becoming an Amdocs company
helped Brite:Bill continue its approach to delivering
innovation?

Brite:Bill is unique in that we look beyond the constraints
of legacy systems to create solutions that tackle these
issues and dramatically improve the bill. We can now
expand out our expertise and experience to other
communications and other structured documents that
cause frustration and confusion.

BB: The main thing is we now have the backing of
Amdocs and the support to continue doing what we do
best. Being part of Amdocs has already opened up the
doors to winning further customers. We have the
Amdocs customer base to work with now and we’re
now part of a much larger organization which reduces
the perceived risk of dealing with a smaller software
company.

When onboarding a new customer for example, a
number of steps in the first 90 or 120 days of new
contract can be prioritized, and that is one area we’re
focusing on addressing initially. We want to take the
insights from machine learning and build on them but do
keep in mind that these will be different from market to
market and will need to take into account regional
differences, the operators’ tone of voice and the different
objectives of operators.

It’s a good relationship because we benefit from the
support for our existing consumer and enterprise
offerings, and continue to innovate new offerings in the
natural language channel, and in machine learning with
Brite:Now. Brite:Bill aligns to Amdocs digital strategy to
enable service providers to meet their customers in their
channel of choice and drive online channel adoption. The
synergies deliver greater benefits for an omni-channel
billing experience.

With Brite:Now there’s also a retention and contract
renewal story that we can bring to our customers which
can increase net promoter score or brand loyalty
depending on the different priorities of operators and
how cohorts of end customers respond to different
channels.

We are also expanding our B2B corporate offering with
advanced analytics and improved reporting, as part of
the joined strategy. Feedback from our customers is
that there is a demand for a solution, specifically for midsize corporations.

We showcased Brite:Bot at Mobile World Congress
earlier this year and it was received really well. We’ve
had great interest from existing customers and we’re
already discussing trials with a leading North American
service provider.
VP: What opportunities do you see for Brite:Bill to
extend beyond the industry formerly known as
telecoms?
BB: Brite:Bill’s specialism is working with structured
documents. From the early days of the company we
have done this, and the concepts and expertise we have
to improve the customer experience of telecoms
operator customers can be applied to other industries
that use structured documents as well.
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We showcased
Brite:Bot at Mobile
World Congress
earlier this year and
it was received
really well

Also, this has been good for Amdocs as it now
possesses the leading bill presentment platform, with
proven technology and happy customers. One year on, I
think it’s worked well for both Brite:Bill and Amdocs.
VP: How do you maintain focus on the capabilities
that make Brite:Bill a specialist?
BB: The main thing to emphasize is that all our initiatives,
including the new Brite:Bot and Brite:Now, involve us
doing what we do like no other. It’s about understanding
the billing data, using our expertise in customer
communications and behavioral science and tying these
together so operators can achieve their end goals of
enhancing the customer experience. We’ll keep it
cohesive and continue to apply what we do best to
different areas of the customer journey.
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