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 1.0 Objective of the Research
 ur objective, from the outset, was to address the real problems faced by cellular service
 providers dealing with the issues of churn and to provide these companies with a guide
 to:
 Analyze the factors contributing to subscriber churn by identifying the factors, creating a
 questionnaire and interpreting primary and secondary data
 Understanding country specific case studies on churn management by telcos and
 interpreting key learnings from these cases
 Analyzing the data and arriving at the key findings
 Recommendations for implementing effective churn strategies for telcos
 Overview of the importance of Customer Experience and its positive impact on managing
 churn
 O
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 2.0 Executive Summary
 he Indian telecommunication market is one of the most competitive and price sensitive in the
 world. With a slew of operators providing both GSM and CDMA services on their networks,
 the user is flooded with options of virtually unlimited plans and offers to choose from. Indian
 telecom companies have traditionally looked to tap the urban consumer base which has proven to
 be the major revenue earner for these companies. In the bid to cover the cities, especially the
 metros, the companies are going all out for acquiring and retaining the urban consumers.
 To survive in such competition and to make business viable, operators have to understand the
 customer completely. The overall lifetime value of each customer is different and thus, having a
 churn management strategy is becoming vital for winning over the customer, developing products
 and services for complete customer satisfaction and segmenting customer for better one-to-one
 target marketing. In this study we have tried to come up with various factors due to which customer
 churn from one provider to another and have finally tried to arrive at recommendations for reducing
 churn for the operators based on the data and its analysis.
 For achieving the desired objective we initially studied about churn, types of churn and churn
 management in general. We undertook secondary research to figure out various factors of from the
 earlier studies that have been carried out in the same domain. From the factors derived from
 secondary research coupled with the group’s interaction with peers and general telecom users, we
 prepared an extensive questionnaire and conducted the primary survey.
 This research focuses on determining the major reasons why urban mobile phone users leave a
 particular service provider. This research tries to study the urban users to better understand their
 buying influences, their tenure on the service provider’s network and their voice and VAS usage. This
 research also aims to highlight key issues that may help in better recommendations to the
 telecommunication service providers in India. This research aims to mark key indicators for the
 companies to see business sense in this opportunity to retain their existing customers and to cash in
 on the brand loyalty of their user base for higher, more profitable and sustainable future growth.
 T
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 3.0 Scope of our Project
 s the Indian telecommunications operators have close to 95% of subscriber base as
 prepaid subscribers, our focus for data points and analyzing customer behaviour is on the
 above segment. Further we have selected the urban subscribers as our target audience as
 this is a very mobile segment, being reflected by the multitude of more than 12 operators serving in
 a given circle. The average urban tele-density as of August, 2010 is 120% and it is expected to grow
 further and hence this segment is a key area of concern for churn management. We have also tried
 to sample the high revenue ‘business users’ to understand their expectations and to match that up
 with the general users of the mobile telephony.
 The following stakeholders in the Indian telecom ecosystem have been analyzed during the course of
 this research project
 Cellular Service Providers
 Telecom Regulatory Authority of India (TRAI)
 Wireless Mobile Subscribers
 Figure 1: Scope of the project
 A
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 4.0 Churn Management
 he Indian Telecom Industry has undergone a revolution in the recent years. According to the
 Telecom Regulatory Authority of India (TRAI), the number of telephone subscriber base in
 the country has already reached 670.60 million as on August 31, 2010, an increase of 5.10
 per cent from 638.05 million in April 2010. User satisfaction and enhanced user experience is
 emerging as the major focus point for the service providers, wherein preventing customer attrition,
 called churn and acquiring new customers are the biggest challenges being faced currently by them.
 According to Gartner, Indian cellular operators face the highest churn rates compared to their
 counterpart in Asia pacific Region (APAC).The monthly churn rates for India range from 3.5 per cent
 to 6 per cent. As per the estimation of researchers, the average churn of telecom industry worldwide
 is 2.2% per month, i.e. about 27% of given carrier’s customers are lost every year. Also, the cost of
 acquiring a new customer is usually much higher than that of retaining an existing one. Thus, it is
 essential to develop effective methods to retain the existing customers for any telecom operator.
 Figure below is a statistic report of customer churning rate as of 2009-10.
 Figure 2: Global Churn Rates (2009-10)
 The service providers are providing competitive offers to attract new customers and thereby
 penetrating deep into the growing segment, which essentially means how to maintain good
 relationship with existing customers and remain competitive in such a tough campaign is equally an
 important task for these operators.
 T

Page 8
						

P a g e | 8
 Symbiosis Institute of Telecom Management
 Research Project Report: Churn Management – Managing customer experience
 In today's competitive telecom environment, knowledge about the customer is the key to customer
 retention. The telco’s data assets are converted into effective customer retention solutions using
 Data Mining. The system can use segmentation and data mining to probe customer information,
 discovering “Profiles of loyal customers” and customers who are likely to churn. These profiles
 usually reflect various combinations of usage, customer data, and socio-demographic factors.
 Customers vulnerable to churn should also be identified, scored, and ranked, based on these
 profiles.
 The above analysis takes account of customer value, thereby optimizing customer retention efforts
 by focusing on high-value customers. High value customers can be classified by parameters such as
 number of phone lines, average usage, revenue, and usage trends. The data thus analyzed for Churn
 Management can be integrated with any customer care and billing system so as to give real time
 data to Customer Service Representative to handle any potential churning subscriber, or ‘churner’
 effectively. Hence looking at the high subscriber base and equally high churn rate, it can be
 concluded that effective churn management can prevent a lot of revenue loss for telcos and when
 used with proper data mining techniques, it, in fact can result in increased revenue for telcos.
 4.1 Churn Taxonomy
 According to Cambridge Dictionary, churn can be defined as the number of customers who decide
 to stop using a service offered by one company and to use another company, usually because it
 offers a better service or price.
 Figure 3: Understanding customer churn

Page 9
						

P a g e | 9
 Symbiosis Institute of Telecom Management
 Research Project Report: Churn Management – Managing customer experience
 4. 2 Churn Classification
 In order to address the churn management strategy, we need a comprehensive understanding of
 exactly what the different kinds of churn might be. There are many ways to categorize customer
 churn. One can group it by the time it happens (people who churn within one month of signing up,
 after one year, or when their contracts expire), by the way the customers do it (phone churners,
 in-person churners, and missing person churners), or by the reasons they give for churning. The
 most useful approach is to categorize by the reasons for the churn.
 1. Involuntary Churn
 The easiest types of churners to identify are the involuntary churners. They are the customers that
 the telco decides should be removed from the subscribers list. Involuntary churn has turned out to
 be the biggest kind of churn problem for some providers and an almost non-existent category for
 others. This category includes people that are churned for fraud, non-payment, and under-
 utilization.
 2. Voluntary Churn
 Although the involuntary churn category defines a large part of the customer attrition problems,
 when people think about telco churn it is usually the voluntary kind that comes to mind.
 Voluntary churn occurs when the customer initiates termination of the service contract.
 Each of the above categories can be further sub divided according to the following:-
 INVOLUNTARY CHURN
 VOLUNTARY CHURN
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 Figure 4: Involuntary churn
 Fraud (customers who cheat)
 A few years ago fraud was the biggest single problem that wireless companies faced. Ingenious
 criminals had figured out how to steal the identification code from passing cell phones and place
 them into other phones. This process, known as cloning, meant that a customer’s phone number
 could be stolen and used by criminals to make phone calls for free.
 This problem got so bad that wireless providers needed to build all sorts of safeguards into the sales
 and activation process just to try to catch these situations as soon as possible. Newer wireless
 technologies like CDMA and GSM have eliminated the majority of cloning cases by making use of
 encrypted partial and full keys and handshake protocols that make cloning virtually impossible.
 Today, fraud cases are usually associated with tracking down the theft of actual handsets or with
 customers violating the terms of their contracts.
 Non-payment churn (customers with credit problems)
 A problem that is growing in importance for many carriers is non-payment, or credit churn. This
 situation occurs when subscribers fail to pay their bills, usually for several months in a row.
 Credit churn is a particularly interesting form of churn. It is completely up to the carrier if or when to
 cut off the customer and terminate the contract. There are customers who will continue to use the
 phone for as long as they possibly can, with no intention ever to pay. Then again, there are also
 customers who intend to, or will at least try to, pay when offered some assistance. This makes credit
 churn a challenge for the provider. If you are too abrupt or offensive with the customers, you run
 the risk of angering them and encouraging them to go to a competitor (who might get paid on time
 Involuntary Churn
 Fraud
 Non-payment
 Under-utilization
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 every month). On the other hand, if you are not firm enough you run the risk of donating a lot of
 airtime to a customer who will never be any good.
 Underutilization churn (customers who do not use the phone)
 Another new category of involuntary churn that some telcos are beginning to pay attention to is
 underutilization. For some telcos the fact that customers have a phone and a number but are not
 making good use of it is reason enough to disconnect them. These telcos keep track of how much a
 phone is being used and cancel subscribers after a certain period of time. (Underutilization is only an
 issue for the prepaid customers or those who pay no fixed monthly fees.)
 Managing involuntary churn
 The nice thing about involuntary customer churn is that you, the company, have a great degree of
 latitude in how this kind of churn is managed. You also have a great deal of control over the amount
 of involuntary churn risk exposure that you take.
 Fraud, credit, and underutilization are all problems that can be anticipated ahead of time. By
 tightening up your customer screening efforts, you can prevent many of these situations. On the
 other hand, you can loosen up the criteria, allowing more customers into the firm, thereby
 increasing your potential revenues but also increasing your risk of having to deal with these kinds of
 churn more often.
 Ultimately, it is simply a trade-off decision based on a number of factors. Some companies need to
 have a high headcount (for reasons of investor confidence or marketplace image). In these cases,
 allowing the obviously higher risk customers to sign up can be one of the best ways to address the
 issue. The downside, of course, is that you will have to deal with these people at a later time.
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 Figure 5: Voluntary churn
 Deliberate churn
 For the most part, incidental churn occurs only in a very small number of cases and is usually nothing
 more than a natural part of any business. More important are the many kinds of churn that happen
 when customers deliberately leave your company. Deliberate churn happens for reasons of
 technology (customers wanting newer or better technology), economics (price sensitivity), quality
 factors, social or psychological factors, and/or convenience reasons.
 Technology based churn
 In our technology-based society and with the ever changing technology, new and improved
 profile that wireless telephones offer, it should come as no surprise that wireless customers
 are sensitive to technology issues and will switch carriers in response. Technology-based
 churn can be divided into three major categories: handset churn, feature/function churn,
 and network churn.
 Voluntary Churn
 Deliberate
 Technology
 Economics
 Quality
 Social/
 Psychological
 Convenience
 Incidental
 Finances
 Location
 Major life changes
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 Economic churn
 The most easily understood of the churn types is the churn for economic reasons. Despite
 the best efforts of service providers to make their companies and products unique and
 interesting, the resounding number-one reason for churn mentioned by consumers
 generally is the price that they pay for using the telecom services. Since customers are
 sensitive to price, the telcos must respond to price pressure from their competitors.
 Quality
 Although price is the generic, number-one reason people churn; quality is the second most
 common reason. This is not a surprise either. The wireless industry is, after all, a service
 industry, and the quality of the service is what people are paying for.
 When it comes to churn for quality, social/psychological, and convenience factors, however,
 the job of churn manager becomes much more difficult because these areas are no longer
 quite so objective. For the consumer, decisions about quality, convenience, and
 social/psychological values are very personal and subjective and as such are extremely
 difficult to measure, assess, and act upon.
 Social / psychological
 So far we have discussed technology, price, and quality. Although these are by far the
 biggest reasons for churn, some other more subtle factors, which by themselves will
 probably not cause churn to happen, can contribute individually or combined to the
 consumer’s churn decision. People are social animals, and friends, family, and many other
 social influences sway them. Social pressures can even cause a person to drop a carrier and
 switch to one that is more socially acceptable.
 Convenience
 As with many of the churn reasons we have considered, the types of churn events that occur
 as a result of convenience are probably not so much reasons as a contributing factors. The
 category of convenience churn includes all those types of activities that make it very easy for
 the customer to make a churn decision. Customers often name these convenience events as
 their churn reasons.
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 Incidental Churn
 Incidental churn occurs, not because the customers planned on it but because something happened
 in their lives, and the termination of the service is a side effect of that very incident.
 Change in financial condition churn
 Change in financial condition churn is attributed to the customer losing a job, going
 bankrupt, ending up with large bills, or any other kind of financial calamity. Obviously, under
 such conditions the customer will be forced to discontinue service.
 Change in Location Churn
 The other incidental churn occurs when the customer moves outside of your service area.
 This happens more often in countries such as the U.S. or China where people can easily
 move between carrier boundaries without leaving the country. In countries that are less
 geographically dispersed, change in location churn is much less likely to occur.
 Change in Life Situation Churn
 Finally, the change in life situation churn covers most other reasons that might cause
 customers to terminate service when it isn’t their idea. Customers die; their parents take
 away their phones, or any other of a variety of causes.
 4.3 Telco churn management techniques
 We can separate how a telco responds to churn into two major categories.
 Preemptive churn
 management
 Reactive churn management
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 1. Pre-emptive churn management
 This category includes all of the churn management actions that attempt to prevent the churn
 through proactive satisfaction of customer churn reasons.
 2. Reactive churn management
 This category includes all those actions that attempt to correct or compensate for the churn that has
 begun to occur, or churn events that are already underway.
 Pre-emptive churn management
 From the provider’s perspective, there are two ways that the rate of churn can be affected. The first
 way is to eliminate or minimize customers’ dissatisfaction. If the customers are already receiving the
 best price, the best service, the desired call quality and coverage, and these customers are
 associated with a firm whose brand image is appealing to them, then churn will not occur. A
 company’s attempts to prevent churn through the proactive satisfaction of customer churn reasons
 is the pre-emptive churn management technique.
 At first glance, the idea of trying to prevent churn opportunities from occurring makes sense.
 Imagine positioning yourself so you do not have to worry about your customers switching despite all
 your competitor’s efforts to try and lure your customers away from you. While this thought process
 seems appealing, there are some economic realities to consider.
 Pre-emptive churn management will cost the firm money. There are expenditures for improving
 customer service, call quality, and coverage. These expenditures often come in the form of the
 reduced prices that you will have to offer your customers so that you are able to compete in the
 market. There are also marketing and advertising expenditures to ensure that your brand image and
 reputation remain intact and on par or better than your competition’s image.
 These expenditures can quickly add up to a lot of money, and a company cannot afford to “churn
 proof” all of its customers in this fashion. Of course, the other consideration, which we will examine
 further, is that no company should want to pay to keep all of its customers.
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 Reasons for no blanket churn-proofing
 There are several reasons why attempting to churn-proof your entire customer base is not a good
 idea. Some of the more notable reasons are:
 1. Not all of your customers are worth keeping.
 2. Different customers have different values to your company.
 3. There is no need for churn proofing before it becomes necessary because it will cost you
 revenue that you don’t have to spend yet.
 Premature churn-proofing is expensive
 The final reason to delay or forgo large scale, blanket churn proofing activities is that they can cost
 your company a lot of money that it may not have to spend. Responsibly investing in the prevention
 of churn is certainly a good idea, but it makes no sense to invest in a churn prevention activity
 before it is absolutely necessary. For example, let us assume that you know that your competition
 could, at any time, decide to offer your customers a greatly reduced rate for services. In order to
 churn-proof these customers you could offer them a greatly reduced rate for services now, before
 the competition has a chance to tender the offer.
 This makes sense from one perspective; the customers will probably be retained (assuming all of the
 other satisfaction factors are being met). However, we should consider that if your company reduces
 the rate to all of your customers in order to prevent a price reduction by the competition, how much
 revenue will it cost you? How many months could you have been able to maintain the same old
 billing rate without jeopardizing the customer?
 This decision about when to churn-proof a customer is critical. The trick involved in running pre-
 emptive churn management is to delay the expenditure of funds or the reduction of customer rates
 as much as possible without actually allowing the churn event to take place. On the other hand,
 failing to address the issues proactively greatly increases the chances of losing the customer
 altogether.
 Reactive churn management
 While it should certainly be the goal of every company to develop as much pro-active and pre-
 emptive churn management activity as it can, this is not always possible. There are several reasons a

Page 17
						

P a g e | 17
 Symbiosis Institute of Telecom Management
 Research Project Report: Churn Management – Managing customer experience
 company might find itself in a position where large numbers of its customers begin leaving with little
 or no advance warning. When this occurs, the company’s only alternative is to react and to try to
 stop or slow the churn.
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 5.0 Motivations for conducting the research
 s the estimation of market researchers, the average churn of wireless telecom industry is
 2.2% per month. That is, about 27% of given carrier’s customers are lost each year. Thus, it
 is more essential to develop effective methods to retain the existing customers for these
 companies, because the cost of acquiring a new customer is usually much higher than that of
 retaining an existing one. Churn is the problem for all telecommunication providers around the
 world. The problem confronting wireless telecommunications’ management is that it is very difficult
 to determine which subscribers leave the company and why. It is therefore even more difficult to
 predict which customers are likely to leave the company, and more difficult still to devise cost-
 effective incentives that will convince likely “churners” to stay. Therefore, from the above
 description, we know the churn management is most critical issue in any telecom firm.
 Specifically, when CRM (customer relationship management) have been discussing more and more
 popularly in service industries, then how to manage customer churn is relatively important for
 telecom industry. Based on above-mentioned, this research tries to use market research techniques
 to assist the telecom churn management of telcos, particularly using data analysis to further
 promote their competitive advantage.
 The major motivation for this study was to understand how better customer experience by the
 telecom operators will result in effectively managing the churn for that operator amidst the hyper
 competition in the Indian telecom market. Churn rate is considered to be a challenge for the
 company, it decides whether the customers are happy with the services being provided by
 telecommunication company. Churn rate implements the customer satisfaction index and can help
 the company to find out the weak points and to make it better. Churn rate also plays an important
 role for the investors of the telecom companies. Investors get the information of churn rate from the
 financial results of the company and on that basis, the share price of how the company performs. As
 the market competition becomes intense, and the value which can be derived from each customer
 varying, constructing a churn management framework is coming to the forefront of the company for
 winning over the customer, developing services and products for customer satisfaction and
 segmentation of the market for better customization and one-to-one marketing and relationship
 building.
 A
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 Figure 6: Motivations for the research
 Operators in the fast-growing emerging markets are under constant pressure to balance market
 share expansion with profitability, making service relevance and integration critical to driving
 incremental revenue growth and improving customer retention.
 While there is an expectation that they will expand their subscriber share continuously, their high-
 ARPU and high-profitability user base is under sustained attack from new entrants as well as existing
 competitors. This threat is especially severe because of the concentration of the user base and profit
 pools: in emerging markets, such as India, the top 9% of subscribers are estimated to contribute
 about 29% of revenues and 45% of EBITDA margins, as shown in the below figure.
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 Figure 7: Revenue and profit concentration in subscriber base
 Therefore, critical issues for operators in such emerging markets include:
 Retaining high-end subscribers, especially following the introduction of changes such as
 mobile number portability.
 Increasing revenue from mid-end subscribers by up-selling and cross-selling services, and
 optimising tariff plans.
 However, traditional retention mechanisms and revenue enhancement have had limited success. To
 reduce churn, operators in emerging markets, such as India, have been working with data
 warehousing and business intelligence models. At an implementation level, initiatives include minor
 service enhancements, such as occasional personalised gifts and co-branded rewards programmes.
 However, the success of these initiatives will be tested significantly once mobile number portability
 is introduced. Competitive offers from new entrants are expected to include bundles of
 smartphones and value-added services, along with committed customer care and empty networks,
 which could very well be a very strong incentive to churn.
 On the revenue growth front, operators have long searched for a ‘killer application’ to drive non-
 voice revenues. However, with the exception of a few markets, such applications and services have
 been elusive. As a result, operators are now focusing on increasing the penetration of simple non-
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 voice services, such as caller tunes or CRBTs, by offering flexible billing options and improved service
 discovery. Stickiness remains a challenge though, with customer churn rates on some value-added
 services reported to be as high as 30% per month.
 For combating the high cost of churn and towards improving the customer’s relationship,
 increasingly sophisticated techniques can be employed to analyze why customers churn and which
 customers are more likely to churn in the future than others. Such information can be utilized by
 marketing departments of the telcos to better target their campaigns and by active monitoring of
 customer call base to highlight customers who may, by the signature in their usage pattern, be
 thinking of migrating to another provider can utilize. As churn is such a massive problem that it
 affects other aspects of customer relationship management (CRM), such as customer acquisition.
 Wireless telecom operators have to think the following questions:
 1. Are we recruiting the right people or are they likely to churn before we have made a return on our
 investment?
 2. How is churn affecting the lifetime value of our customer base?
 3. Can we get a complete view of our customer information, so that we can profile likely churners?
 Based on these questions, telecom operators also need to find a solution to reduce the churn rates,
 and to prevent the profitable customers switching to other competitors. But in the real world, it is a
 real difficult problem to all mobile operators, how to find the right customers to acquire? And how
 to retain the profitable customers to stay? All of these questions are the critical issues that are
 bothering these mobile operators. IT departments of telecom always tend to focus on meeting day-
 to-day operational goals, such as providing and maintaining the switching system needed to allow
 calls to take place, and the billing systems to charge for calls made. In many cases the technology is
 not in place to support the complex requests for information from the sales and marketing
 departments, who must address the issue of churn. Also, the organization may lack the expertise to
 support complex data mining and analytical tasks, which are essential in combating churn as well as
 in many other aspects of CRM. The volumes of data that are needed to undertake such tasks are
 huge and sometimes difficult or impossible to access and consolidate using conventional
 operational-system tools. Because of these, marketing departments can only provide existing
 customers with a general promotion to retain them. But, in fact, this way also costs as much money
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 as acquiring new customers. Even as we have noted, most of wireless companies have built their
 data warehouses, allowing the relevant operational data to be stored separately from the
 transactional systems themselves, and organized according to units that make sense to marketing
 analysts (such as contract and customer). But at the present stage, they only use the data
 warehouse to generate the operational reports, management reports or a few business analytical
 reports rather than using data warehouse to find the hidden valuable information to upgrade their
 marketing competition even though they have sensed that in the present competitive environment
 within the service industries, retaining customers and maximizing profit from an existing customer
 base have become a least as important as attracting customers. The telecommunication industry has
 quickly evolved from offering plain old telephone services into providing many other comprehensive
 communication services including fax, e-mail, computer and web data transmission. The integration
 of telecommunication, computer network, Internet, and numerous other mean of communication
 and computing is also underway. Moreover, with the deregulation of the telecommunication
 industry in many countries and development of new computer and communication technologies, the
 telecommunication market is rapidly expanding and highly competitive. This creates a great demand
 for data mining in order to understand the business involved, identify telecommunication patterns,
 make better use of resources, and improve the quality of service. In order to analyze the customer
 attributions to manage the customers’ churn, this study will intend to base on the
 cause/reason/characters that were collected and hope it could identify the patterns that can
 precede customer churn, allowing businesses to pinpoint customers who are most likely to leave and
 take appropriate action in advance.
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 6.0 Review of the literature
 ustomer churn is a basic unit of the telecommunication industry, which is used to describe
 customer loss, more precisely defined as the gross rate of customer attrition during a given
 period. It assesses a service provider’s customer retention efforts and provides an insight
 into the growth or decline of the subscriber base as well as the average length of participation in the
 service. In the Indian telecommunication industry, customers are able to choose among multiple
 service providers, thus actively exercising their right to switch from one operator to another. There is
 a significant relationship between customer loyalty, customer satisfaction, trust and switching costs
 in the mobile phone market.
 In this fiercely competitive arena, with around 14-15 players in telecom market, subscribers demand
 tailored products and better services at lower prices, while service providers focus on customer
 acquisition as their prime business goal. Customer retention has become the key business issue for
 telecom companies.
 Yankee Group indicated that mobile operators estimate the cost of acquiring a new client at seven
 times more than the annual cost of retaining an existing subscriber on an average basis.
 The emergence of the digital economy has intensified the problem of churn management. Lejeune
 states that a company’s initiatives to handle churn and profitability issues have been directed to
 more customer-oriented strategies.
 Heejin and others has developed a research model to identify multi-dimensions of mobile service
 quality and perceived value, and investigated their influences on satisfaction and loyalty. It has been
 figured out that two dimensions of perceived value (i.e. economic value, emotional value) had
 significant influences on customer satisfaction and loyalty intention.
 A report on Best Practice Churn Management Strategies for pre- and post-paid customers identified
 the strategies that best practice operators use to combat churn for both prepaid and post-paid
 customers. It provided an assessment of the impact versus cost/complexity of the full range of churn
 management strategies employed by the operators and benchmarks achieved. It showed that
 operators could achieve quick wins in the battle against churn by obtaining comprehensive customer
 information and applying this information to churn prediction. It also identified various ways to
 manage churn in the future as the market becomes saturated and customers tend to become
 extremely selective.
 C
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 Operators have to invest in CRM and database management in order to understand clients’ needs
 and anticipate churn before it happens, putting in place actions to generate fidelity.
 Caruana investigates the dimensions of switching costs, which influences customer loyalty by
 working out a correlation analysis among the corporate customers of mobile phone operators. A
 better understanding of customer satisfaction, churn and win-back initiatives can reverse customer
 attrition, thus proving the adage, prevention is better than cure. Ignorance of customer risk,
 behavior and profitability results in ineffective utilization of CRM efforts.
 Berson noted customer churn is a term used in the wireless telecom industry to denote the
 movement of mobile customers from one provider to another. Churn management is to describe the
 process of ensuring that profitable customers stay with a particular company. However, customer
 churn is a serve problem for wireless telecom operators, in the meantime to increase its services
 base while controlling customer churn is essential to survival and growth of a wireless telecom
 company. On the other hand, Kentritas thought that the term Churn Management in the
 telecommunications market is used to describe the procedure of securing the most important
 customers for a company. The proper customer management presupposes the ability to forecast the
 customer’s decision to move from one provider to another and the reception of proper measures in
 order to avoid the movement and retain their customers.
 As SAS institute investigated, churn costs European and U.S. telecom close to US$4 billion each year,
 and the global cost of customer defection may well approach a staggering US$10 billion each year.
 Annual churn rates of 25 to 30 percent are the norm, and carriers at the upper end of this spectrum
 will get no return on investment on new subscribers. Why? Because it typically takes three years to
 recover the cost (approximately US$400 in the United States and US$700 in Europe) of replacing
 each lost customer with a new one (customer acquisition). Particularly, in the European and Asian
 markets, the number of new market entrants is adding to the churn phenomenon.
 In Europe, 30 new telecom companies entered the market in 1998, seeking the 15 percent
 marketing share that analysts say they will need to survive. The growth in the number of subscribers
 has eased this situation in the past, but as market growth slows and average revenue-per-user
 declines, increased competition is likely. How serious of churn problem in telecom?
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 Rob Mattison said churn is expensive, not only is churn an inevitable part of doing business in
 wireless, it is also proving to be an extremely expensive experience. Churn has many consequences,
 and most of them carry a large price tag. The biggest consequences of churn are the loss of revenue,
 since lost customer is equivalent to lost revenue. Thearling proposed that data mining is the
 extraction of hidden predictive information from large databases, is a powerful new technology with
 great potential to help companies focus on the most important information in their huge database.
 Miguel A.P.M. Lejeune addresses that data mining techniques allow the transformation of raw data
 into business knowledge. The SAS institute defines data mining as “the process of selecting,
 exploring and modelling large amount of data to uncover previously unknown data patterns for
 business advantage”. The empirical results show that the response rate of the target marketing
 strategy supported by the proposed approach was more than three times of that of the mass
 marketing strategy. Anand, Patricj, Hughes, and Bell have identified the cross-sales problem and
 analyzed this problem from the view of solving it using data mining techniques.
 In recent years, CRM has been discussed extensively, especially in customer-oriented industries.
 They emphasize CRM more than other aspects. Hence, from the above references, churn
 management seems much important to telecom’s CRM, especially in the case of wireless market is
 getting saturated in Taiwan. Therefore, meanwhile, how to keep existing customers is quite
 important for these wireless providers. After finding out the churn’s predictive model, marketing
 department further needs to segment their customers, score customers, and to identify the
 profitable customers, retain the profitable ones who will likely to leave that has been predicted by
 using the predictive model. For all churn predictive models, customer segmentation and scoring can
 also be completed to use the data mining techniques. Such like Anand mentioned data mining
 techniques can be applied to discover the customers’ information for other service industries. Wei
 also addressed that data mining techniques can be developed for other telecommunication
 applications. Consequently, this study is referring to these researches as a benchmark to develop
 similar approach to support telecom churn management.
 Customer experience is defined as the sum of all experiences that a customer has at every touch-
 point of the customer-company relationship. It is an intentional effort on the part of the company to
 develop and maintain good experience which is differentiated from the competition, consistent at
 every touch point and most importantly valued by the customer.
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 In their book Understanding Customer Experience, Christopher Meyer and Andre Schwager say that
 “Customer experience is the subjective response customers have to direct or indirect contact with a
 company. It encompasses every aspect of an offering: customer care, advertising, packaging,
 features, ease of use, reliability. Customer experience is shaped by customers' expectations, which
 largely reflect previous experiences. ”
 Customer experience is the internal and subjective response customers have to any direct or
 indirect contact with a company. Direct contact generally occurs in the course of purchase, use, and
 service and is usually initiated by the customer. Indirect contact most often involves unplanned
 encounters with representations of a company’s products, services, or brands and takes the form of
 word-of-mouth recommendations or criticisms, advertising, news reports, reviews, and so forth.
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 7.0 International case studies on churn management
 Pakistan case study
 Cellular industry of Pakistan is growing at a high annual growth rate. This tremendous growth has
 attracted many national and international cellular services providers to invest in Pakistan. Cellular
 companies battling for supremacy and profits have started to focus on consumer retention than on
 acquisition. The growth rate shows that number of subscribers have increased from 68,000 in 1996
 to 3.3 million by the end of 2003; since then the subscriber base has heaved to reach 80 million in
 early 2007 and exceeded 95 million in 2009 that accounts for almost 60% penetration. There are five
 telecom players present, Mobilink, Ufone, Telenor, Warid and Zong. There is a virtual hyper
 competition between these companies especially between Mobilink and Telenor, which are the
 main players in the cellular industry of Pakistan. As of November 2009, Mobilink captured 31.5% of
 the entire market with highest number of subscribers followed by Telenor having 23% of the market
 share. ARPU level is around $ 2.66 for 2009-2010.
 For the purpose of understanding customer churn in the telecom industry, the research report that
 was studied by the group focused on two major players, Ufone and Telenor. A primary survey
 method was adopted by the researchers of this report to determine the factors that give rise to
 customer churn and which operator accounts for less customer churn.
 It was found out that the major reason for customers switching over from the previous service to the
 current one is fairness of price, poor voice quality followed by network problems, as depicted by the
 choice of both Ufone and Telenor customers. As far as the satisfaction level of customers is
 concerned, more than half of Ufone customers were satisfied with its prices and cellular coverage,
 but dissatisfied with the billing system. A majority of the customers of Telenor were satisfied with its
 cellular coverage and billing, but dissatisfied with the voice quality. Overall result was that Ufone
 was using major churn management techniques thus churn in case of Ufone was low as compared to
 Telenor.
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 Taiwan case study
 Taiwan has undoubtedly one of the most advanced telecommunications networks in Asia. Increasing
 land and labour costs have forced Taiwan to concentrate on technology, and it is now a leading high-
 tech centre in Asia Pacific. Headed by what had been a runaway mobile sector which passed 100%
 penetration in early 2002, and a strong but declining fixed-line telephone sector with a penetration
 of over 55%, the market continues to find new ways to grow. Taiwan has been very progressive in its
 efforts to liberalise the telecommunications industry and to create a positive regulatory regime. First
 there was the strong push for competition to Chunghwa Telecom. The focus then moved to
 privatising the incumbent operator. Taiwan’s telecommunication infrastructure has been upgraded
 significantly, undergoing a series of network modernisation projects over the last decade or so. The
 report that was studied provided statistics on the Taiwan telecom market including broadcasting and
 submarine infrastructure. It also considered key areas of regulation in the Taiwan
 telecommunications industry.
 Customer demographic analysis
 The customer whose age was between 45 and 48, their probability of churn was found higher than
 the overall population churn rate and the customers whose tenure was between 25 and 30 months
 were found highly possible to churn. The possible reason for this result was the contract expiry, since
 most subscribers were required to sign a two-year contract with their mobile operators. On the
 gender side, co-operator’s churn was higher than others. The customers who subscribed as
 corporate accounts were the employees of some certain companies. Hence, when this group of
 churner quit these companies, they deactivated their mobile service.
 Bill and payment analysis
 The customer whose monthly fee was less than 100 or between 520 and 550, the churn probability
 was reported higher. It seems that the subscribers who paid low monthly fee were easily to churn. If
 they subscribed this service mainly for free handset, after contract expired, the likelihood for them
 to deactivate this service was high. The customer whose average billing amount of six months was
 not over 190 NT, the probability of churn was higher. The same as high monthly fee, low revenue
 subscribers aimed for free handset at the beginning. Therefore, they probably did not use mobile
 services quite often.
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 Customer care service analysis
 The customers who ever changed their phone numbers or the number of changed count was greater
 than two, their churn probability was high. It seemed that this kind of subscribers did not feel
 satisfied with the mobile operators. Hence, they decided to churn after they had changed their
 phone number many times. In general, customers who had ever been barred of suspended, the
 subscribers will be bared or suspended by the mobile operators due to their over-due payment.
 7.1 Churn around the world: Other major countries and their churn
 structure
 FRANCE
 Figure 8: Churn rates in France
 Analysis: Increasing over time, but all MNO’s remaining consistent. There is a common impact of
 MNP (reduced port time) and attrition of the pre-pay user base from the MVNO sector. MNO’s
 continue to increase their proportion of the long term contract base to offset pre-pay churn.
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 UNITED STATES
 Figure 9: Churn rates in U.S.
 Analysis: Of the providers AT&T is seeing a reduction in churn levels, partly as a result of new
 network capacity. Verizon continues to be the market leader, but the gap is closing. Sprint also
 reduced churn, but continues to lose customers year on year.
 ITALY
 Figure 10: Churn rates in Italy
 Analysis: Churn levels are increasing buoyed by MNP & MVNO entrants, with 80% of users being
 pre-Paid. Secondary SIMs are also increasing. But overall the incumbent TIM uses “on-net” call
 packages to reduce churn levels, and is increasing its use of bundled packages for new users
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 GERMANY
 Figure 11: Churn rates in Germany
 Analysis: German churn is increasingly volatile, with O2 and Vodafone attempting to reduce churn
 levels in 2008. O2 saw customer growth at the end of 2008. T-Mobile has consistently the lowest
 churn rate amongst all the MNO’s. E-Plus’ churn remains stable, and is increasingly based on Pre-Pay
 SIM-only “multi-branding” services such as SIMYO.
 United Kingdom
 Figure 12: Churn rates in U.K.
 Analysis: In general all MNO’s have maintained or reduced churn levels year on year, but is still
 relatively high. Orange UK has consistently the lower churn, but its 28.5% rate is the highest in 2
 years (24% is the lowest).
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 SPAIN
 Figure 13: Churn rates in Spain
 Analysis: Movistar continues to have the lowest levels of overall churn, although Orange has
 reduced its churn level over the last year. Vodafone has seen its churn decline over the same period
 by 28% overall.
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 8.0 Impact of MNP on churn
 NP (Mobile Number Portability) in the Indian context is the service that allows a
 subscriber to shift from one service provider to another without changing his/her
 mobile number at a very nominal charge i.e. Rs. 19. It requires a period of 4 days for
 completion of porting of mobile number except in J&K Assam and North East where it will be 12
 days. Considering different perspective of present Indian telecom sector, it shows that there will be
 partial impact of MNP in the market.
 Indian telecom market comprises of more than 91% prepaid customers and rest postpaid customers.
 But as per some studies these postpaid customers accounts for more than 20% revenue chunk.
 Prepaid segment is already experiencing a churn of around 50% whereas postpaid churn is in range
 of 12-24%. MNP will have major impact on this very segment. If these high end customers are not
 happy by the services of current service provider they are most likely to churn. So MNP will force
 service providers to increase the quality of service in order to retain high end customers and in order
 to grab more market share of high spending customer base.
 According to syndicated study done by IMRB, Portability will hit the relatively loyal and stable
 market of postpaid consumers harder. It was estimated that for most players, the maximum
 movement of inflow and outflow (nearly 65 per cent) would occur in the first two months because
 those who have waited for portability will try do so immediately. It also underlines the importance
 to brace for churn in a brief span of time. It would trigger the need to pull customers as it would
 then need to retain existing customers. CDMA operators are expected to be hit the hardest, market
 leaders stand to gain the most because of their strong brand equity. Players in the middle rungs,
 who don’t lead yet, could be in the eye of the churn too. Players who are neither leaders nor
 newcomers will gain subscribers because of less congested networks and stronger customer service
 and infrastructure than new players, so they can handle the traffic better. Brand pull and customer
 service will decide the drift for the operators. “High-end customers will be more sensitive to
 branding and customer experience. Branding power in telecom becomes clear when users are ready
 to forgive their operator for its errors because the brand resonates with them.
 M

Page 34
						

P a g e | 34
 Symbiosis Institute of Telecom Management
 Research Project Report: Churn Management – Managing customer experience
 Figure 14: Key reasons for MNP churn (Nielsen)
 MNP effect at initial stage
 The initial reaction of the introduction of MNP in Haryana indicates minimal churn in early days but
 Haryana circle represents only 1% of the total subscriber base and may not give a right indication.
 Less than 2% prepaid subscribers and 4%‐5% postpaid subscribers in Haryana circle are expected to
 opt for MNP noting the current porting requests within the first 14 days. Tata Teleservices have got
 about 21% of the customers who have opted for MNP while for RCom out of the total movement on
 postpaid, 80% are port in (those who want to join RCom). In value terms, this is 73% of the total
 value of port‐ins and port‐outs (those who wish to leave RCom) put together. RCom has been
 concentrating on getting only high paying post‐paid customers as ARPU in this category is equivalent
 to 10 pre‐paid subscribers while Vodafone is assertive on retaining existing customers and attracting
 fresh high end customers. Post pan‐India MNP launch we might get a better view of its effects on
 different service providers and 3G launch at the same time would also play important role in MNP.
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 9.0 TNS research on customer classification
 NS, a leading market research firm has classified telecom subscribers according to the
 following:
 1. Apostles – satisfied and retained customers and who massively support business sales by
 making positive recommendations in the market. These customers are generally quality
 oriented customers.
 2. Mercenaries- satisfied but low on retention. While selecting an operator, they are more
 concerned with the tariffs and are always prepared to switch if they obtain a favorable
 offer. Mercenary group can be easily won over, but this means offering better prices than
 competitors.
 3. Hostages- dissatisfied but loyal to the operator and fear switching costs and other
 difficulty.
 4. Terrorists- neither satisfied nor retained and virtually lost. They are a major risk as they
 spread their word without being prompted and thus contribute to a dip in the market
 share.
 T
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 Figure 15: TNS TRI*M customer typology
 The TNS research provides information about the resistance to be faced in the market with regard to
 word-of-mouth recommendations
 Figure 16: TNS Market Resistance Ratio (MRR)
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 The index thus computed is called Market Resistance ratio (MRR).
 For a company with a low number of Apostles and high proportion of Terrorists means they need to
 have a higher sales figure to sell just as many products as a company with low number of Terrorists
 and a high number of Apostles. This ratio is one of the reasons why Customer Retention has such a
 strong influence on profitability.
 Figure 17: TNS customer typology
 The above figure demonstrates the comparison and share of type of subscribers of the leading GSM
 operators.
 The figures in decimals indicate the Market Resistance ratios. MRR
 Highlights of the Survey
 11 Service Providers (Idea and ten competitors)
 Sample size spread across Headquarter City, and Rest of Cities in circle (Includes Small
 Towns)
 HQ: Split as 75 Pre Paid & 30 Post Paid per service provider
 Rest of Circle: Split as 100 Pre Paid & 60 Post Paid per service provider
 Small Towns : Split as 25 Pre Paid per service provider
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 Survey Population
 Idea Planned – 5002 Achieved -5268
 Airtel Planned – 5001 Achieved -5104
 Vodafone Planned – 4380 Achieved -4423
 Reliance CDMA Planned – 4769 Achieved -4770
 Tata Planned – 4769 Achieved -4617
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 10.0 Customer experience
 ustomer experience is defined as the sum of all experiences that a customer has at each
 and every touch-point of the customer-company relationship. It is an intentional effort
 on the part of the company to develop and maintain good experience which is
 differentiated from the competition, consistent at every touch point and most importantly
 valued by the customer.
 In their book Understanding Customer Experience, Christopher Meyer and Andre Schwager say
 that “Customer experience is the subjective response customers have to direct or indirect
 contact with a company. It encompasses every aspect of an offering: customer care, advertising,
 packaging, features, ease of use, reliability. Customer experience is shaped by customers'
 expectations, which largely reflect previous experiences. ”
 Customer experience is the internal and subjective response customers have to any direct or
 indirect contact with a company. Direct contact generally occurs in the course of purchase, use,
 and service and is usually initiated by the customer. Indirect contact most often involves
 unplanned encounters with representations of a company’s products, services, or brands and
 takes the form of word-of-mouth recommendations or criticisms, advertising, news reports,
 reviews, and so forth.
 10.1 Difference between Customer Experience and Customer
 Satisfaction
 Customer experience is much more that customer satisfaction
 Satisfaction of customers is what every company tries to achieve but satisfaction is achieved
 through meeting the expectations of the customers. But these expectations keep on shifting
 hence the satisfaction levels will also keep on shifting. If companies try to focus on delighting the
 customers and providing them with great experience rather than satisfying them each time, then
 organizations will build a much better and an ever-lasting relationship with the customer.
 Customer satisfaction is how the products and services supplied by the company meet or
 surpass the expectation of the customer, whereas experience is the perception and the feel of
 the company and its brand as a whole.
 C
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 Delivering Total Customer Experience (TCE) goes beyond mere customer satisfaction and is a
 relatively new concept since satisfied customers could still shift to competitive brands. In the
 past, companies have primarily focused on the physical aspects of the product, while totally
 neglecting the emotional and value aspects and hence, losing many customers in the long run.
 We say that customer experience encompasses the satisfaction parameters and much more.
 Satisfaction is only adherence to the promised quality of service where as customer experience
 considers customer loyalty, brand perception, tendency to advocate the brand further,
 emotional attachment, building relationships, constant delivery of performance.
 However we cannot completely segregate customer satisfaction from customer experience. A
 Good customer experience will necessarily have a satisfied customer but the reverse is not true.
 (A satisfied customer may not necessary have had a good experience). The level of satisfaction
 determines the customer loyalty and thus is also a measure of customer experience. We can
 safely say that customer satisfaction is a subset of Customer Experience.
 Figure 18: Experience matters
 Also customer satisfaction and customer loyalty are highly co-related. A highly satisfied customer is
 very likely to be loyal to the organization. As shown in the above figure, as the experience levels
 increase the customer becomes satisfied with certain degree of experience level. This can be called
 as the point where his expectations have been just met. At the highest degree of experience the
 customer becomes an advocator of the brand.
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 Why conduct an experience survey rather than a satisfaction survey?
 After understanding the difference between customer satisfaction and customer experience it was
 decided to conduct an experience survey rather than a satisfaction survey. Customers satisfaction-
 surveys only tend provide a superficial measure of the behaviours that drive profitability and growth.
 The problem with customer satisfaction surveys is that they don't tell you much about the perceived
 differentiated customer experience that drives loyalty in terms of intentions to repurchase, or
 advocacy in terms of willingness to actually refer you to friends, family and colleagues.
 Dr Ken Blanchard says that “A satisfied customer isn’t going to tell everyone what a great experience
 they had with your company. Your customers are only satisfied because their expectations are so
 low and because no one else is doing better. Just having satisfied customers isn't good enough
 anymore. If you really want a booming business, you have to create Raving Fans.”
 A satisfaction survey will only be able to measure the customer feedback on the products, pricing
 and services of the company whereas the experience survey will measure the emotional bonding
 towards to the company, along with the loyalty and the advocacy rates of the customer. A customer
 having good customer experience is more likely to stick to the company and it is always much
 profitable for the company to retain customers rather than attain new.
 Customer Experience in Indian Telecom refers to all the contacts with the service provider, Pre
 Sales/ Sales person before buying the service or Customer Care or Billing during the usage of service,
 the Service or product itself, its usage, should bring in a extreme positive outcome in the mind of the
 customer, which would lead to not only continuation of service but also recommendation of the
 service providers to others.
 10.2 Customer experience management
 Challenge in modern telecom industry - Customer retention
 In the modern day telecom industry, which has attained high penetration level, acquiring a customer
 is getting even costlier. Industry analysis states that only 25% of the acquired customers stay with
 the company after a year's time and on an average only 20 -30% of the entire customer base is
 revenue earning/profitable customers. This dugs a deep hole in the balance sheet of the telecom
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 service providers. Due to the churning effect of the customers, there is a huge imbalance created in
 gross additions of the customers and net addition.
 Forward path: Way to customer retention - Customer experience management
 Therefore, the major challenge for the telecom operators around the world is managing customer
 churn. It affects profitability of the company if a customer churns before the company can earn back
 the investment it incurred in acquiring the customer. Therefore, it is very critical to indentify the
 profitable customers and retain them.
 Retaining the profitable customers includes the following two steps:
 1. Identifying the revenue earning customers from the entire customer base.
 2. Managing the customer experience and customer value for the revenue earning customers.
 Identifying the Revenue earning customers
 The telecom service providers need to define their business logic for identification of the revenue
 earning customers. For e.g. the customers with usage more than ARPU are classified as high valued
 customers, or in case of pre-paid, customers recharging more than INR 250-300 per month (in the
 Indian scenario) are considered as revenue earning. Depending on the business rules the entire
 customer base needs to be segmented into revenue earning customers and non-revenue earning
 customers. Managing customer’s ARPU (average revenue per customer) and the customer’s data in
 scale of hundreds of millions is a challenge. This can be achieved with the help of various business
 analysis tools (e.g. SAS, SPSS, Teradata, Minitab, etc.).
 After the identification of the valued/revenue earning customers, managing those identified group
 of customers is of utmost importance.
 Focusing on customers instead of products
 Over the past years, the telecom service providers have concentrated on introduction of new
 products. They have originated new products/services and then sought to find or create a market for
 them. But increased competition among the existing service providers and lower barrier to entry for
 new players has resulted in the growth in predatory activities in the telecom industry. Moreover, the
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 cost of acquisition of new customers has increased considerably. Hence, in the modern times, there
 is a gradual shift in focus from introduction of new products for acquiring new customers to
 customers' experience management is observed. Currently, the telco's need to concentrate on
 retaining the existing valued customers and targeting more wallet share of each customer by
 creating more value and improved customer experience.
 For e.g. in UK, O2 has aligned its functional silos to obtain its existing customer's perspective for
 making product decisions and designing promotional offerings. They have focused on retention by
 placing equal weight for renewals and acquisitions. By this the company has reduced its churn figure
 to half of its existing number. Nintendo has established an online community for capturing customer
 insights and offers incentives in return of customer information. By this Nintendo has gained
 valuable insights into market needs and preferences.
 Customer led customization model
 There is an underlying assumption that the service providers will dictate the future of
 telecommunication products and services. But with the growing bargaining power of the customers,
 there is a shift in paradigm and the service providers need to customize their model based on
 individual customer preferences. Now the business will follow the lead of the customers in designing
 and promoting services intended to meet specific needs of the customers. Under this circumstance,
 the service providers need to identify the unique needs of the individual customers, and then
 attempt to develop services which satisfy those multifaceted needs.
 With this model, the mass marketing will give way to the customized market research and the
 survival of the service providers will depend on the company's ability to meet customer's demand on
 an ongoing basis. In other words, customers will dictate the terms of service they intend to receive.
 Developing multiple channels
 The service providers need to develop multiple channels for sales and support to enhance the
 customer experience. Increasing the footprint by adding on retail outlets is one of the options which
 the telecom service providers have practiced since ages. Traditional channels like call centres also
 had been in focus. With the increase in competition and economic slowdown, the operators are
 looking for economical ways to serve their customers while keeping the service quality intact.
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 Eventually the service providers would like to move majority of its sales and services online through
 the web to attain better economics. Apart from attaining a cost effective solution by moving to web
 channels, the operators can empower the customers to perform various activities at a much cheaper
 price than the retail channels.
 Over the web channels, a customer can perform a host of activities like:
 - Bill viewing and online payment
 - Online register of a complaint for support
 - Altering price plan and subscriptions
 - Viewing the product catalogue and buy products/services online
 In addition to the above mentioned activities, the operators can offer promotional services and
 cross-sell other products over the web. The operators can have added revenue by ticker
 management on their websites and advertisements.
 To provide the customers a consistent and connected experience, the operators need to integrate all
 the existing channels. When a customer walks-in to a retail outlet, the customer service
 representative should be able to retrieve his/her past interactions over all the channels to serve
 him/her in the best possible way.
 The operator needs to analyze/monitor how the customers use these channels. Depending on the
 available data of customers' usage of these channels, the operators can identify the preferences of
 the individual customers and mould their offering accordingly. By this the operators can build up
 customer experience by empowering them to perform activities and therefore increasing the service
 value to them.
 There are various ways to initiate a customer centric and a value driven transformation. Operations
 can start with high visibility initiatives like equi-balancing spending on customer acquisition and
 retentions with a greater emphasis to enhance the overall customer experience and empowerment
 of the customers. This transformation is the key for the modern day telecom service providers to be
 in the race and to excel in future. Therefore the telco's need to reorient their business and
 marketing models to manage the customer experience in a better and more efficient manner
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 Telecom operators have been talking a lot about delivering a consistent and branded experience to
 their target customers, at multiple touch-points and channels, across the entire customer lifecycle.
 But until they can manage the Total Customer Experience (TCE) with an integrated and quantifiable
 mechanism, delivering a consistent and branded experience will be lip service rather than real
 action.
 10.3 Overall customer experience leading to satisfaction
 According to UCTI, Asia Pacific University College of Technology and Innovation, the importance of
 customer satisfaction is critical in relation to customer loyalty and customer retention. We can gain a
 quick overview of the overall customer satisfaction with the help of the following figure:
 Figure 19: Factors that affect customer satisfaction
 Also according to a report by Price Water House Coopers, the customer experience includes the
 following five factors:
 1. Brand
 2. Environment
 3. Culture
 4. Communications
 5. Offerings
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 The ladder of customer loyalty as a function of total customer experience can be depicted as follows:
 Figure 20: Customer experience ladder
 Note: Read the above table from the bottom row upwards
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 Also developing a Life Cycle Map of the customer can guide us to understand the various factors that
 could affect the customer experience.
 Figure 21: Customer company interactions (BCG Analysis)
 Note: The above set has been prepared by BCG (Boston Consulting Group) and we have referred to
 this while formulating few of the questions for our questionnaire for this research
 Advertisements and promotions done by the Cellular Service Provider
 This is an important factor that plays role initially in the buying decision of the customer. Also during
 the subsequent stages of customer life cycle, this is the factor that influences the emotional needs of
 the customer. The image of the brand including the promotions and the schemes and offers offered
 from time to time might affect the customer’s decision to stay with the current service provider or
 switch to the other. According to University of Detroit Mercy, USA, the branding affects the
 emotional experience of the customer which ultimately triggers the experience of meaning, value,
 entertainment, caring service and belongingness and brand community. All this helps in turning the
 customers into loyal customers that would deliver value to the organization ultimately.
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 A Brand Touch point Wheel can be depicted as follows:
 Figure 22: Brand touch point wheel
 The pricing scheme or the cost to the customer
 India being a price sensitive market makes this factor very important. Also when we refer to other
 surveys conducted, such as the one conducted in Pakistan to study the customer churn in the
 telecom industry, it indicated the fairness of price to be the most important factor followed by voice
 quality and network problems. Indian customers’ psyche and their demographic profile being similar
 to those in Pakistan makes cost one of the most important factors to consider while preparing the
 questionnaire.
 Regular updates and information provided to the customer by the service provider
 While talking to the various retailers on why the customers churn, one of the factors that came out
 was that many a times companies come out with new schemes and offers. The information about
 such schemes and offers don’t reach even the retailers well in time let alone the customers. In such
 a scenario, both the retailers and customers fail to avail the benefits which otherwise might have
 helped retain the customers as well as retailers to reap the benefits in terms of various incentives
 offered.

Page 49
						

P a g e | 49
 Symbiosis Institute of Telecom Management
 Research Project Report: Churn Management – Managing customer experience
 The role of retailers
 According to MCE (Management Centre Europe) the largest provider of International Management
 Development Services in Europe and the Middle East, The Telecom Retail Store is still one of the first
 and main customer “touch point” for the Telecom Service industry. As some channels are managed
 directly and some are being managed indirectly, motivating the staff, get the right “look and feel”,
 selling to the retailers and make sure that the products attributes are making it to the end customer
 are difficult challenges. There is nothing worse than having retails stores that are not reflecting what
 the websites or the adverts have promised in the whole customer experience. There are a lot of
 factors that make the role of retailers very crucial for every service provider like depending upon the
 commissions offered by the different service providers, the retailer might push one particular brand
 and how the retailer manages various posters, danglers etc displaying various schemes offered by
 the service providers.
 The quickness of services, efficiency and other facilities like recharging, registering complaints
 According to a major market research firm in USA, in the marketing of services involving high end
 technologies, along with the P’s of marketing there are 3 Q’s which play very important role:
 1. Quality
 2. Quantity
 3. Quickness
 Accordingly, in telecom industry, it plays a very significant role in determining the customer’s
 experience as how fast his or her complaints, queries or requests or the new service orders for that
 matter are resolved and fulfilled respectively. In order to provide the desired experience to the
 customers, the service operators ought to have the excellent business processes and operational
 processes at the back end.
 Retail and distribution network of the service provider
 The Indian telecom industry is going through the phase of hyper-competition with almost 12 to 14
 players in most of the circles. In such a case every player tries to eat upon the other’s market share.
 Ensuring the availability of your product such as LAPU, SIM cards etc with all the retailers all the time
 is very important to gain new customers as well as retain customers. The distribution network and
 the expansion of the network in new territories become very critical in such a scenario.
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 Products and services offered by the service provider
 The 3 D’s of the customer experience are majorly quoted as:
 1. Design: Designing the right offers and experiences for the right customers. A company can't
 turn its customers into satisfied, loyal advocates unless it takes their experiences at all these
 touch points into account
 2. Deliver: They deliver these propositions by focusing the entire company on them with an
 emphasis on cross-functional collaboration.
 3. Develop: They develop their capabilities to please customers again and again
 According to a paper published in College of Business Administration, University of Detroit Mercy,
 Detroit, Michigan, USA, anticipating and fulfilling customer needs and wants better than the
 competitor is one of the most important factors in gaining the loyalty of the customer
 Network Service Performance
 According to a report published by Ernst and Young, network and service quality plays a major role
 in managing customer experience and churn. In this report, E&Y have given a number of reference
 questions to be used such as:
 1. Do I have service availability where I need?
 2. Is the service provided with good quality?
 3. Is the service easy to use?
 4. Are my services secure and fast enough?
 Network performance and service quality usually affect customers only when their experience is
 negative. It has a strong impact on overall customer behaviour because customers tend to share
 their experiences – especially the bad ones.
 If the customer demands: ‘I want to access services wherever I am’; the service must work well
 everywhere, even abroad. ‘The services I use must be secure’; applications must be easy to use.

Page 51
						

P a g e | 51
 Symbiosis Institute of Telecom Management
 Research Project Report: Churn Management – Managing customer experience
 Customer Care
 Taking the reference of the same report by Ernst and Young, the questions for this section have been
 developed. Some of the customer expectations with respect to the customer care as mentioned by
 Ernst and Young are as follows:
 My issues must be solved first time
 I want different service options matched to my needs
 I want proactive support
 As soon as I subscribe to a service, I want to be able to use it
 Paying attention to customer service will help you achieve differentiation and boost customer
 loyalty. But this isn’t just about call centre investment – for lower tier customers, automation and
 self-administration can go a long way to improving customer satisfaction.
 If the customer demands: ‘I want proactive support with different service options matched to my
 needs’; my problems must be solved first time; as soon as I subscribe to a service I want to be able to
 use it.
 Cost and Billing
 According to Ernst and Young, cost and billing is one of the most visible influences on the customer
 experience, offering you an important opportunity to differentiate from your competitors. Cost is
 not always about the cheapest price – the amount a customer spends is usually less important than
 the value they perceive they are getting.
 If the customer demands: ‘I want value for money. Pricing plans must be relevant, simple and
 transparent; I want online visibility on how much I have spent’, bills must be accurate and easy to
 understand.
 Service portfolio
 There is a direct correlation between the strength of your service and device portfolio and your
 market position, as well as your customers’ perception of the value of your offering. Achieving the
 right mix of innovative devices, services that are easy to find, purchase and use, and converged
 service bundles – including those created by your customers – goes a long way towards creating real
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 customer satisfaction, improving your acquisition, loyalty and customer lifetime value.
 If the customer demands: ‘Services must be easy to find, easy to subscribe to and easy to use; I want
 services that match my needs and preferences; I want a particular device; services must be cool and
 work well; I want to combine my own service packages’.
 VAS (Value Added Services)
 According to Hutchison 3 Global Services (H3GS), the value added services provided by an operator
 improves the overall customer experience. According to them, if the customer profile and usage
 patterns are studied and analyzed with the help of analytics (available as a module in CRM these
 days) and the results used to design the customized services for the customers, then this leads to
 give rise to a stickiness factor which helps in retaining the customers.
 Creating exit barriers for customer retention
 Customer retention can be enabled by ethical exit barriers, which not only helps retain the customer
 but also add to the customer satisfaction. These include understanding customer domain, his or her
 needs and providing value added services etc. Exit barriers help retain customers, as customer see
 an expense in moving away from you or switching to competition.
 According to Accenture Consulting, as the Indian market matures, including the advent of MNP
 (Mobile Number Portability), churn will become an increasing problem. Experience in other
 countries indicates that the more services a customer uses, the lower their propensity to churn.
 Hence VAS (Value Added Services) can be used to increase customer loyalty, particularly if services
 are priced to encourage usage and if they involve some “time investment” from the customer such
 as backing up personal data or creating personalized content.
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 Figure 23: Increasing customer stickiness
 Get sticky
 VAS can provide the opportunity and means for differentiation. Sticky services help to lock in
 customers by helping them mange their lives through services such as address book storage, SMS
 back up, and a range of personalized content and social networking tools.
 Operators can mine customer data to generate insight about the types of service bundles that would
 suit specific customer segments and use these to help drive retention.
 Integrate the ingredients
 First of all we must understand the 4P’s of Digital Mix:
 1. The Pipe (network)
 2. The Pod (device)
 3. The Panel (user interface)
 4. The Programs (content and applications)
 The customer experience is essential for the success of any new service, and the mobile VAS
 experience is dictated by how well you integrate the 4P’s of Digital Mix. It is the blend of all of these
 ingredients that makes a successful experience. Often heavy investment in a “cool UI” is let down by
 another part of the mix leading to a poor end customer experience.
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 According to a research carried out by Ciuci Consulting, value added services provide a range of
 opportunities to the customers and the operators. Telecom operators stand to benefit immensely
 from the provision of value added services to customers. Two major benefits to them include:
 Increase in revenue
 Customer retention
 Value added services can be grouped into two categories:
 Stand alone VAS: Services that can be offered alone as core services
 Bundled VAS: Services that must be bundled with core services
 Personal Information
 The main reason for asking detailed personal information is to:
 1. Form the segments
 2. Analyze the different segments
 3. Come out with the recommendations specific to these segments
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 Emotional Signature of Value
 Figure 24: Emotional signature of value
 The Destroying Cluster of emotions is the first place you need to focus on when looking to improve
 your customer experience. This cluster not only destroys value but it also costs you money, for
 example dealing with customer complaints, returns etc. Hence this makes the customer care centres
 and the services provided by the customer care executives very crucial in satisfying the customers.
 (The dissatisfied customers not only have the high propensity to switch to the competition but they
 also contribute in creating a negative impression of your brand).
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 Destroying Cluster of emotions
 Figure 25: Destroying cluster of emotions
 Besides these, there are three clusters that drive value:
 1. The Attention Cluster: contains the emotions that have a proven link to increased customer
 spend. If you evoke the emotions in this cluster, your customers will spend more money
 with you in the short term.
 2. The Recommendation Cluster: about gaining customers who will recommend you.
 Therefore, evoking these emotions will create loyal customers and will improve your NPS
 (Net Promoter Score).
 3. The Advocacy Cluster: If a customer is an advocate, they proactively tell people about your
 organization without prompting. These, then, are the ultimate drivers of customer loyalty
 and your NPS apart from being the cheapest source of marketing.
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 Attention Cluster of emotions
 Figure 26: Attention cluster of emotions
 Advocacy Cluster of emotions
 Figure 27: Advocacy cluster of emotions
 According to Buck Rodgers of IBM, people buy emotionally and then justify with logic. Emotional
 state is driven by three factors – traits, moods and emotions. A trait is something that is inbuilt
 within you, it is part of your makeup; a mood is a sustained feeling; and an emotion is a feeling
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 which takes place over a short period of time. All these factors play a role in defining the customers’
 actions during the full customer life cycle.
 The consolidation of how a customer feels can be shown as below.
 Figure 28: Consolidating how a customer feels
 Experience (good or bad) increases exponentially every time you come across such an experience at
 any point in time during your whole stay with the operator
 IBM says that be careful what you look for, because you will find it. If you look for things to confirm
 that you are unlucky, you’ll find them. If you look for things to confirm your positive outlook on life,
 you’ll find them too. Therefore if customers feel they are being treated fairly, they will look for other
 signs that reinforce this. If customers think they are getting bad service, again they look for other
 signs to confirm this.
 A research carried out by IBM gives us a consolidated view of human emotions which needs to be
 taken care of with respect to every single emotion across various touch points defined for a service
 provider.
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 Figure 29: Consolidated view of human emotions
 A customer in a hurry if not treated properly will eventually be hurried to switch to competition
 This is very important for a customer care service to understand. The customer care executives must
 understand the stage and the state of the customer according a figure shown below and hence
 prioritize and act according to prevent the likelihood of a churn.
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 Figure 30: Understanding the customer states
 Stop the emotional burnout to turn the customers into the advocates of your services
 There always comes a time when the customer becomes used to the delight provided earlier to the
 customer of your services. Reasons could be many, like the time factor, the unique features or
 services have become as the basic industry standards. You must continuously reinvent yourself and
 provide the customers with more enriched experience at this point in time so that the customer
 feels that you are the best and hence is carried to a level where he becomes the advocate of your
 services. The concept can be better explained with the help of a figure as shown below:
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 Figure 31: Time to reinvent experience
 A more elaborate example is given below
 Figure 32: Emotional stages of a product
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 10.4 Models studied for customer experience and lasting loyalty:
 Model 1: Creating raving fans
 In an organization, it needs to be considered that everybody has a customer. The Personnel
 department may not deal with anyone outside an organization but they still have ‘customers’. Now,
 the primary focus should lie into converting these customers into ‘Raving Fan Customers.’ However
 the way we treat our colleagues or internal customers has a huge impact on how an organization
 treats its external customers. When people are treated badly internally, ripples spread through the
 chains of command and poison the whole organization. Dr. Ken Blanchard insists that you can only
 be guaranteed to beat the competition if you create ‘Raving Fan Customers.’ So who are they and
 how do you get them? Dr Ken Blanchard says that “A satisfied customer isn’t going to tell everyone
 what a great experience they had with your company. Your customers are only satisfied because
 their expectations are so low and because no one else is doing better. Just having satisfied
 customers isn't good enough anymore. If you really want a booming business, you have to create
 raving fans. Satisfaction may be all the rage, but here’s the stark truth. If your customers say they
 are ‘satisfied’ with the service you offer then your service isn’t good enough. A satisfied customer
 isn’t going to tell everyone what a great experience they had with your company. They won’t make
 sure they don’t do business with anyone else but you ever again. A satisfied customer may not
 complain and may not quibble about payment but you can bet your bottom dollar they will try and
 get a better deal at a better price somewhere else next time. So forget about satisfying customers
 because satisfying them won’t help make it in the increasingly competitive business world. To do
 that you need to create ‘Raving Fan Customers;’ customers who are so devoted to your products and
 services that they wouldn’t dream of taking their business elsewhere.
 It’s rather a hackneyed phrase, but this is only possible if you believe genuinely that the customer is
 “King” and focus on the customer in everything, from planning your company vision to developing
 business strategies and setting goals. Initiating a customer service program is a doomed exercise if
 not already done this. A recent survey by Customer Management magazine showed that 60% think
 customer service is getting worse, despite the fact there is more media and management attention
 focused on this subject than ever before. If organizational culture and vision isn’t intrinsically
 customer-focused and if customer service systems work against rather than in favour of the
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 customer, no amount of talk or money put into a one-off ‘customer service initiative’ is going to
 change anything, thus requiring a clear, customer focused vision. The second secret of creating
 raving fans is discovering what the customer wants. By listening to their suggestions, increased
 revenue and provided a better service.
 But there are two parts to listening. The first is to understand what the customer is saying; the
 second to decide whether or not you want to do what they suggest. Complying with requests isn’t
 compulsory. If their request doesn’t tie in with your vision, you don’t have to meet it.
 Thus we derive from the concept of raving fans how “Customer Experience in Indian Telecom refers
 to all the contacts with the service provider, Pre Sales/ Sales person before buying the service or
 Customer Care or Billing during the usage of service, the Service or product itself, its usage, should
 bring in a extreme positive outcome in the mind of the customer, which would lead to not only
 continuation of service but also recommendation of the service providers to others.”
 Model 2: Total Customer Experience (TCE)
 The Three D’s of Customer Experience.
 These three Ds try and define the customer experience by taking into consideration the prospect of
 design, deliver and develop. So defining the D’s of customer experience
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 1. Design the right offers and experiences for the right customers. A company can't turn its
 customers into satisfied, loyal advocates unless it takes their experiences at all these touch points
 into account.
 2. They deliver these propositions by focusing the entire company on them with an emphasis on
 cross-functional collaboration. Customer Experience is response that customers have to any direct or
 indirect contact with the company
 • Direct contact generally occurs in the course of purchase, use, and service and is usually
 initiated by the customer.
 Indirect contact most often involves unplanned encounters with representations of a company’s
 products, services, or brands and takes the form of word-of-mouth recommendations or criticisms,
 advertising, news reports, reviews, and so
 3. They develop their capabilities to please customers again and again. However we do not get a
 wholesome account of the customer experience by any of the models studied above. Hence with the
 inputs from various review models and pooling them together to navigate all the gaps incurred a
 more comprehensive approach was established for this project which will be discussed in the coming
 sections of this report.
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 11.0 Churn management systems and software
 11.1 SAS Institute's CRM Knowledge Solution Series (CKSS)
 SAS Institute announced a solution that will help telecommunications companies reduce customer
 defection, known in the telecommunications industry as "churn." The Churn Management Solution
 for Telecommunications, announced at the National Centre for Database Marketing Conference &
 Exhibition, is the first offering from SAS Institute's CRM Knowledge Solution Series (CKSS). The series
 will consist of industry and application-specific solutions that offer marketing professionals results
 on some of their most pressing customer relationship management issues. The series will be
 expanded to include solutions for fraud detection and cross selling.
 The Churn Management Solution for Telecommunications helps companies predict which customers
 are likely to leave so that they can take early appropriate action to retain valuable customers. SAS
 Institute is the first software vendor to offer an integrated churn management solution that
 supports the whole process of managing churn: from gathering and warehousing data, to predictive
 churn modelling, to distributing the results via a range of media, including corporate intranets and
 portals.
 "Churn costs European and U.S. telecommunications companies an estimated 4 billion dollars each
 year," said Jim Davis, SAS Institute's global IT strategist. "With annual churn rates of around 25 to 30
 percent, it typically takes three years and costs up to $700 in Europe for a telecommunications
 company to replace each lost customer with a new one. Clearly, a solution that lets organizations
 reverse churn can contribute directly, and considerably, to a Telco’s ability to survive in today's
 deregulated and highly competitive telecommunications industry."
 At the core of the Churn Management Solution will be SAS Institute's technologies for data
 warehousing and Enterprise Miner software for data mining. Data warehousing is used to gather
 data relating to churn from an organization's operational systems, such as networking and billing,
 and organize it into a form suitable for analysis. Data mining helps organizations identify their
 profitable customers and the kinds of products and services they want to buy.
 The solution includes a template that is based on SAS Institute's data-mining methodology (a step-
 by-step approach to structuring a data mining project), but adapted specifically for managing churn,
 allowing marketing professionals to achieve a very rapid return on the application of data mining
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 techniques to churn. The solution will also include a Rapid Result Service, through which SAS
 Institute, together with the customer, work on a focused project to access customer data, and
 predict who is likely to churn, assess their value to the organization, and give insights into what is
 driving their decisions. This service is designed to deliver actionable results within two to six weeks.
 The Rapid Results service includes a Best Practice Paper on churn that provides a step-by-step guide
 to managing churn based on SAS Institute's extensive experience with telecommunications
 companies. SAS software is used by virtually all of the top 20 international telecommunications
 companies worldwide, including AT&T, Sprint, and U S WEST in the United States; France Telecom,
 Telecom Italia, and Belgacom in Europe; and Hong Kong Telecom and China Telecom in Asia.
 SAS APPROACH
 SAS approaches the problem by delivering software and services to help:
 • Understand the customer experience across services and business units with data management
 capabilities that let you integrate the customer view by including households, third-party data,
 trouble tickets, CDRs and more, as well as remove duplicate trouble tickets and records.
 • Prioritize, predict and pre-empt customer issues leading to dissatisfaction and churn by applying
 data/text mining and forecasting to CDR, trouble ticket and performance data – uncovering issue
 trends, root causes and their impacts.
 • Target social influencers and create more comprehensive yet granular churn models by using
 advanced analytics specific to the communications industry.
 • Measure the profitability of customers, products and services with cost and revenue analysis.
 • Implement retention campaigns with campaign automation and optimization tools that lets in
 reduced cost per save and creates the optimal mix of offer, customer and channel given various
 constraints (e.g., contact policies, channel and budget).
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 CASE STUDY: A tier-one wireless provider in the US
 Situation
 Developing, managing and deploying customer behaviour models were expensive, time-consuming
 and error-prone. And the company’s analytic CRM capabilities –pieced together from different tools
 and systems – weren’t scalable.
 Solution
 SAS provided an end-to-end solution that included opportunity identification, segmentation and
 program design, implementation and evaluation – and enabled:
 • Data and information to flow freely with no manual intervention between phases.
 • The faster building of reliable, predictive models.
 Results
 • Exceeded customer retention goal by 47 percent. Monthly churn dropped 30 percent, and cost per
 save was 25 percent lower than the previous year.
 • Reduced churn rate to 1.4 percent, a full point below the industry average.
 • EBITDA margin of 23 percent – 9 percentage points above average.
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 11.2 HP OneView
 The HP Oneview Churn Management solution, powered by HP Oneview predictive CRM (PCRM)
 software, is a leading churn reduction and customer retention application designed specifically for
 the telecommunications industry.
 The solution delivers automated, predictive churn modelling by analyzing customer billing details,
 revenue, call usage, customer care, and demographics information to create individualized customer
 profiles in near–real time.
 HP Oneview Churn Management scores and ranks customers according to more than 200 factors.
 Most important are their propensity to churn, their usage patterns, their payment patterns, and
 their potential lifetime value. Churn prediction—with revenue forecasting, churn behaviours, and
 lifetime value assessment tightly integrated—is used to retard customer churn rates and support
 multiple reporting environments. Companies can then design predictive customer relationship
 programs to identify and target potential churners with focused, proactive campaigns aimed at
 retaining their business.
 The solution also provides the data storage and application framework—which includes the full
 infrastructure and back-end support systems—to offer these services in an optimal and cost-
 effective way.
 HP’s comprehensive Oneview solution suite also includes the HP Oneview Campaign Management
 solution and HP Oneview Customer Analytics solution, offering service providers the kind of in-depth
 customer knowledge that leads to greater customer retention. They can even target their highly
 valued customers with timely offers designed to discourage them from churning and maximize their
 lifetime value. With the right timing and messaging, carriers’ marketing campaigns yield higher
 response rates and increased customer loyalty, which can be measured by increased usage and
 higher rates of offer acceptance.
 Additional HP Oneview solutions areas include IP usage analysis and 3G content delivery analysis.
 These enable telecommunications companies and ISPs to analyze Internet usage as part of their
 customer churn profiling efforts.
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 Benefits
 1. Reduced customer churn
 Experience shows that, by tracking the behaviour of their customers, companies can anticipate the
 factors that would ultimately lead them to churn. HP Oneview Churn Management leverages
 automated, predictive modelling technology in near–real time to identify these factors to reduce the
 likelihood of churn by targeting at-risk customers with promotions and campaigns aimed at building
 their lifetime loyalty.
 2. Higher profits
 The HP Oneview Churn Management solution takes a quantum leap forward in the speed and
 accuracy of behaviour analysis and prediction by automating the once painful process of customer
 profiling, segmentation, and modelling. Using state-of-the-art statistical intelligence and machine
 learning algorithms, the solution quickly analyzes customer behaviour information, allowing carriers
 to identify and target their high-value customers with timely cross-sell and up-sell offers that meet
 their customers’ communications needs and satisfy their appetite for new services. The result is
 higher profits and happier customers. As customer retention rates rise and customer-acquisition
 costs drop and profits continue to increase.
 3. Greater market share
 By leveraging automated behaviour analysis and modelling to deal with customer churn, companies
 will know which customers are likely to leave before the thought ever occurs to the customer. HP
 Oneview Churn Management enables rapid dissemination of this churn data to key decision makers
 and customer contact points within the corporation, to give companies a powerful edge in retaining
 their valued customer base—in spite of competitive efforts to entice those customers away.
 Decreased churn and higher customer retention translates to significant gains in market share.
 4. Improved return on investment
 HP Oneview Churn Management offers the lowest cost per model with fixed-cost implementation
 for a single, integrated solution deployed as a ready-to-go customer profiling system on HP mission-
 critical platforms. This means companies incur lower up-front costs to obtain the tools necessary to
 gather, analyze, and store the data they need for customer churn assessment. As they leverage this
 data to create effective customer retention programs, companies can measure improved return on
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 investment (ROI) in terms of decreased churn, higher marketing response rates, and a drop in overall
 customer acquisition expenditures.
 Figure 33: HP Oneview churn management solution
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 12.0 Research design and methodology
 fter understanding the difference between customer satisfaction and customer experience
 it was decided to conduct an experience survey rather than a satisfaction survey.
 Customers satisfaction-surveys only tend provide a superficial measure of the behaviors
 that drive profitability and growth. The problem with customer satisfaction surveys is that they don't
 tell you much about the perceived differentiated customer experience that drives loyalty in terms of
 intentions to repurchase, or advocacy in terms of willingness to actually refer you to friends, family
 and colleagues.
 After interpreting various models available on customer experience we define customer experience
 as “Customer Experience is the Sum of Quality of interactions that the Customer has at all touch-
 points (direct and indirect) during the customer-company relationship”.
 The customer experience involves 5 facets namely brand, product performance, communication,
 environment and culture. The definition of customer experience is clearly explained by the diagrams
 shown below.
 Figure 34: 5 facets of customer experience
 A
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 The total customer experience can be calculated as follows:
 What to measure – The quality of interaction in terms of the aspects of Customer Experience
 (Brand, Product Performance, Culture, Environment and Communication)
 Where to measure – At every touch-point (inclusive of the searching, finding, usage and post-usage
 stage), or every possible interaction that the consumer has with the company whether be it direct or
 indirect. It can also be inferred that majority of the touch-points are covered in the product life
 cycle.
 Hence the qualitative information is being captured at every touch-point of the customer-company
 relationship.
 This information was captured using the questionnaire. The approach followed was to have an
 exhaustive list of parameters (117 parameters) which was then reduced by clubbing and elimination
 to 24 parameters to measure each and every aspect of customer company interaction. Hence we
 had 24 detailed touch points which are subsets of the 6 touchpoints shown above. We measure two
 things at every touch point, how important service at that touch point is and the level of
 performance at that touch point.
 Brand•Differentiation
 •Positioning of the brand
 •Brand Consistency
 •Relevance of the Brand
 •Emotional Quotient of the Brand (Bonding)
 Communication
 • Clarity, Consistency and effectiveness of communications
 •Proper representation of the Company. Advertising, communication of launch of new products etc.
 Product Performance
 •Quality of Product Provided to the Customer
 •Effectiveness and Quality of the Services (Customer Care, Sales, Billing )
 • Innovative and new product offerings.
 Culture
 •Attitude toward the customers
 •Employee behavior in accordance with set standards and values
 Environment
 •Proper and consistent maintenance of customer environments.
 •Ease of accessibility to customer touch points.
 •Sensory engagement elements and comfort items.
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 12.1 Approach development
 The Project follows top bottom approach. We first decided upon top level equation and decide upon
 the variables affecting it.
 a1.. An = Performance Score at each of the Touch-Points/Parameters across which experience is
 measured
 W1.. Wn = Importance Weights of each of the parameters
 = Variance WRT previous iteration.
 n = No. of Parameters/touch-points.
 N = Sample Size.
 Research Instruments
 Questionnaires and formal questions were used to gather information. Telephonic interviews were
 considered along with focus group representation for the pre pilots. Various statistical models were
 used to define the further proceedings. In this project we followed a bottom up approach. An
 exhaustive parameter list of 117 parameters was made which was later reduced to 24 parameters.
 These 117 parameters were collated by brainstorming sessions which included the team, faculty and
 experts from the corporate. Further, a field survey was conducted wherein inputs from the retailers
 and customers were collected just to observe that none of the parameters were missed out. This
 exhaustive list was then reduced to 24 unique parameters.
 Prepilot 1 was conducted for the field survey. Please refer appendix-1 for the questionnaire.
 Next we conducted prepilot-2 to judge the relative importance level of parameters for individuals. A
 trend that was observed from this survey was importance levels differs for every individual and is
 independent of any category. Hence we decided to include questions on asking relative importance
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 of parameters in the questionnaire. Depending on the relative importance the weights will be
 assigned to the parameters.
 Figure 35: Approach development
 12.2 Data Sources
 Primary Data
 Primary data was decided to be collected from various field survey etc for which the pilots were
 carried out. Questionnaire was available online and also as hard copy. In primary data collection, the
 data was collected using methods such as interviews in the pre pilot conducted.
 Secondary Data
 The TRAI publishes reports of individual Cellular Service Providers and verifies the audited reports
 provided to it. The publication of the TRAI report is a 4-step process:
 1. Verification of Submitted data against benchmarks set by TRAI.
 2. Verification of performance by 3-days live testing
 3. Verification of performance by analyzing the reports submitted by the CSPs.
 4. Drive-Tests:
 a. Live testing the networks of all the participating CSPs.
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 b. Live testing of the customer support provided by CSPs.
 The data was collected in the following steps
 For designing parameters
 For pre pilot 1
 For pre pilot 2
 For pilot 1
 Prepilot-1
 Designing parameters
 The Exhaustive List of 117 parameters was created with inputs taken from reference material, a
 small phone survey, websites of the service providers etc. Following are the sources from where
 inputs have been gathered:
 a) Voice & Data Surveys
 b) TRAI Reports
 c) IMRB Survey Reports
 d) SITM Class Informal Discussion
 e) Brainstorming Sessions in the group, etc.
 A Field Study was conducted by the group to gain more insight on the parameters and to find out the
 most important parameters from the customer point of view. A simple questionnaire was prepared
 and inputs were taken from various sources. The respondents were majorly from Pune and nearby
 areas. The questionnaire was also send to urban mobile users via internet and email, and the group
 received multiple responses via this medium. Also, websites of the different service providers were
 studied for secondary analysis.
 The following Points were taken from the field study:
 1) The Parameter List prepared was capable of representing the set of parameters
 required for customer experience.
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 2) Weights – Whether Different Parameters should be assigned different weights
 The sample size for this research project was 600, out of which 536 responses were considered for
 analysis. The remaining responses were discarded due to incomplete or varying responses.
 Thus to sum up, the purpose of this questionnaire was to find out the touch points which have direct
 impact on experience level of the customer. The questionnaire also targeted the user group in
 understanding their expectations from the service providers and to gain insights into the reasons
 which are responsible for the user to make the decision to churn or to stay with their operator of
 choice. Inputs from this survey helped in refining the Qualitative parameters list for Pre-pilot survey.
 Customers from different segments were asked about the parameters which they feel are important
 from their experience point of view. Basic personal information about the customers was asked so
 as to categorize them into different demographics, further the questionnaire consisted of few open
 ended questions regarding customer experience and expectations. The pattern of the questionnaire
 used for conducting this survey is provided in the Appendix section at the end of this report.
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 13.0 Results and analysis
 0.0%10.0%20.0%30.0%40.0%50.0%60.0%70.0%80.0%90.0%
 100.0%
 Strongly Agree
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 The prices charged by Service Provider are appropriate and provide value for money
 0.00%10.00%20.00%30.00%40.00%50.00%60.00%70.00%80.00%90.00%
 100.00%
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 24.09%18.81%
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 44.22%39.60%
 7.26% 3.96% 1.98%
 0.00%
 10.00%
 20.00%
 30.00%
 40.00%
 50.00%
 60.00%
 70.00%
 80.00%
 90.00%
 100.00%
 Very Important Neutral Least Important
 Delivers the promised Quality
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 Delighting Factor
 The concept of customer delight was initially explored in late 1980’s. Many researchers have been
 done dedicated to this subject and customer perceptions have been categorized into various zones.
 Delight exists above the zone of satisfaction.
 The ‘Zone of Satisfaction’ which has also been referred to as ‘Zone of Tolerance’, is a broad range
 within which differences between the firms with regard to customer’ satisfaction doesn’t produce
 much change in customer behavior, and therefore business results.
 11.6%
 35.3%
 19.5% 18.8% 13.9%
 0.0%
 20.0%
 40.0%
 60.0%
 80.0%
 100.0%
 Will Definitely Pay Neutral Will Definitely not pay
 Tendency to spend
 Tendency to Spend

Page 79
						

P a g e | 79
 Symbiosis Institute of Telecom Management
 Research Project Report: Churn Management – Managing customer experience
 The “Staying Power” of Delight
 Specifically, assumptions must be made about how long one can expect a delighting experience to
 maintain the consumer's interest. If delight is fleeting or momentary and the consumer has no
 motivation to remember or recall the event, little is gained by the cost or effort expended. In
 contrast, if delight or its memory endures, then the effort may be worthwhile. The function of
 delight is that of an enticement. This is the type of delight emotion that decays, but its memory is
 savored. The delight one experiences when a favorite movie is viewed or popular song is played is an
 example of this. Here, one retains memories of the delight and can re-experience the delighting
 stimulus at will or when available. We will refer to this as "reenacted delight" In the context of
 consumption, consumers would understand that the delighting facet is truly unique and cannot be
 built into future versions of the product.
 Thus, delight can be viewed as existing on a continuum whereby it can be encoded permanently as a
 raised expectation, where it can be selectively retrieved as a remembrance, or where it is forgotten
 entirely. We will entertain the three cases of assimilated, reenacted, and transitory delight for
 exposition but will model the memory component as a continuous variable, for that is what our
 exposition assumes.
 Survey Responses for delighting factors
 0.0%
 10.0%
 20.0%
 30.0%
 40.0%
 50.0%
 60.0%
 70.0%
 80.0%
 90.0%
 100.0%
 Excellent Exp
 Good Exp
 Neutral
 Poor Experience
 Very Poor Exp
 Good + Neutral
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 13.1 List of the critical factors identified post analysis
 Sr. No Bucket Parameter
 No
 Parameters
 1 Basic Services 1
 Roaming Facility
 -- Roaming Coverage/ Tie-ups
 2
 Basic Services 2
 Peripheral Services
 -- Ability to Call Toll Free numbers(1800 etc)
 -- Incorrect EVR(Electronic Voice Recording) to
 calls
 -- time Zone Updates
 -- Billing services (credit extension)
 3
 Basic Services 3
 Voice Quality
 -- jitters
 -- cross connections
 4 Basic Services 4 Timely SMS delivery during Peak Hours
 5 Billing-Postpaid 5
 Transparency and Authenticity in Bills (Hidden
 charges) (Postpaid)
 6
 Billing-Postpaid 6
 Ease of bill Payment / No of Channels for Bill
 Payment
 -- Bill Payment using Mobile Phone (Postpaid)
 -- Online Bill Payment (Postpaid)
 -- Door To Door Bill Collections (Postpaid)
 -- Drop boxes
 7
 Billing-Prepaid 7
 Ability to Recharge Easily (Channels of Recharge )
 -- No of Retailers (Prepaid)
 -- Online Recharge (Prepaid)
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 -- Recharge Denominations (Prepaid)
 8
 Billing-Prepaid 8
 Accuracy of Charges levied to the prepaid User
 (Prepaid)
 no hidden charges
 9
 Customer Care 9
 Resolution of Complaints
 -- Resolution Rate: Total Time taken by Customer
 Care to resolve complaints
 -- How frequently complaints are being made?
 10
 Customer Care 10
 Ease of Accessing Customer Care :
 -- Time taken to reach First Human Interface
 -- Hold time
 -- Local Language Support
 11
 Customer Care 11
 Interaction with the Customer Care
 -- politeness, courtesy etc.
 -- Problem solving ability. ( Ability of CE to
 understand the Problem and offer a solution )
 -- Freebies Provided
 12
 Information
 Services
 12
 All the Information that customer should be
 provided with by the Operator whether on query
 by the customer or proactively
 -- Info about Rights
 -- Alerts
 -- Advertisements
 -- CSR
 -- New Schemes
 13
 Innovative
 Products 13
 The innovative products and pricing that the
 Operator does in order to stay in completion
 14 Network Quality 14 Network Coverage
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 --Restoration of Network Faults
 --Network Downtime
 -- Signal Strength
 15
 Network Quality 15
 Accessibility of Network
 -- Ability to make Calls Easily (Network Coverage
 good but problem in setting up a call)/ Call Setup
 Success Rates
 --Call Drops
 -- Ability to Call during Peak Hours
 16
 Others 16
 Handset Supported by the Company
 Handset Provided by the Company (Virgin,
 Reliance, etc)
 17
 Others 17
 -- Adapting to Regulatory changes
 -- Compliance to Regulations
 -- Do Not SMS
 -- Do Not Call Registry
 19 Others 18 New Technology Launch - Time to Market
 20 Pricing
 19
 The Pricing Scheme followed by the Operator
 -- SMS pricing
 -- voice pricing
 -- data pricing
 -- no of schemes and plans
 21 Sales Pre Sales 20 Selling of services at Retail outlets
 22 Sales Pre Sales 21
 Ease obtaining a new connection
 -- Activation time
 23 VAS 22 -- services covered by data channel
 24 VAS 23 -- services offered through SMS channel
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 What drives Customer Experience?
 Out of the 24 Parameters, the results are more sensitive to 7 purple zone parameters, as compared
 to the remaining parameters. CSPs that perform better on these 7 parameters rank higher on the
 experience levels than the ones who default in the purple zone.
 Customer care services have the maximum impact on the Experience Levels.
 Correlation values of performance * importance of the 24 parameters against the calculated Ideal
 value are as shown in appendix. The regression value of these 7 parameters taken together on this is
 R2=.884 which means that 88% of scale can be understood by the analysis.
 With the help of purple zone parameters, we have identified certain parameters improving which
 Service Providers can improve its standing on Customer Experience. For Airtel, Idea and Reliance,
 efficiency of CSR ranks high whereas better products than competition ranks high for Vodafone on
 the improvement list. However, it must be noted that no particular parameter stands out so CSPs
 will have to improve upon a club of parameters to effectively provide better customer experience to
 its customers. New players will have to work on additional parameters such as High Reputation,
 Brand Image and Professionalism as Incumbents are performing very well on this parameter.
 Purple
 Parameters
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 The IP-Matrix: Performance Importance Matrix
 The 24 parameter Plot:
 The index calculated also provides an importance v/s performance matrix for the various parameters
 over which the CSPs are evaluated. The 4th quadrant which shows low performance, high importance
 parameters is the one the CSPs have to focus on. The parameters 10 and 11 are the network
 parameters, namely network coverage and call connection, whereas 17 which just fall below in the
 quadrant is ease of accessibility of customer care.
 Figure 36: 24 parameter plot for the entire market
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 13.2 Key findings
 Top 4 telcos low on experience level, default in network performance.
 Airtel misses out on index because its performance on the network touch point is poor as compared
 to other parameters. This is evident even in the TRAI reports as Airtel was the only CSP which did
 not meet the benchmarks set by TRAI in the call setup success rate for Q2, 2010.
 74% subscribers loyal, but are they really?
 Out of 536 respondents surveyed an overwhelming 74% of the responded that they will not switch
 their current service provider in near future. But on being quizzed further out of these 74% an
 alarming chunk of 44% responded positive to switching their service provider is they were allowed to
 retain the same mobile number. Non availability of MNP plays a major role in forced loyalty.
 Also 50% out of the remaining 26% were planning to switch, i.e. 13% of the entire sample were
 switching because they had a bad experience with their current service provider where as 5% will be
 forced to switch because of change in location, company offering a new connection etc. reasons.
 5
 5.5
 6
 6.5
 7
 7.5
 Operator 1 Operator 2 Operator 3 Operator 4
 Network Performance
 Network Performance
 18%
 8%
 74%
 Churn Tendency
 Yes
 Don't know
 No
 0%
 20%
 40%
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 80%
 100%
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 Bad Exp
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 Others
 No Incentives
 Same Service
 No MNP
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 Good experience levels but none in the ‘Class’.
 The average experience level of the customer lies at 6.49/10. Only one operator manages to break
 that barrier, leading the pack at Index of 7.09.
 50% of the customers are relatively satisfied with their mobile services, but only 16% agree to fact
 that they are being provided excellent top of the class service by their service providers. Here in lies
 the difference between satisfying a customer and making him/her a diehard fan of your brand.
 Service providers must fast realize the fact that retaining customers is always an easier and cheaper
 option rather than obtaining a new one. As the Indian telecom industry faces consolidation in the
 upcoming years players providing this delight factor, making the customer feel royal are bound to go
 ahead in the race.
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 Analyzing the importance scale
 The scale below shows the parameters important classified according to the monthly spending of
 the customers. This can be used to analyze the trend regarding the parameters which are very
 important for the high paying customer, and accordingly the CSPs can decide their investment
 priorities. Certain parameters such as value for money are consistent across the entire pyramid.
 Every Indian customer wants his value of money irrespective of the amount of money he is
 spending.
 Figure 37: Analyzing the importance scale (by revenue)
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 1. SACEI ratio: shows potential of CSPs to current delight level provided.
 2. 24 parameters importance v/s performance index
 3. Bucket matrix.
 4. Key recommendations for service providers to increase their experience levels…
 The Students are more sensitive to value for money as compared to the businessmen, whereas
 businessmen react more to the marketing and advertisements and access to customer care. The
 behavior patterns (Businessmen are hard-pressed for time, whereas students are moved by
 packaging of product) of the groups are quite evident and CSPs should align their strategies
 according to the product positioning plans.
 There exists a positive correlation between average monthly expenditure of the users to Index
 values. Higher the values greater is the observed average monthly expenditure.
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 Figure 38: Analyzing the importance scale (by customer segment)

Page 91
						

P a g e | 91
 Symbiosis Institute of Telecom Management
 Research Project Report: Churn Management – Managing customer experience
 70% of Vodafone subscribers are officers/executives at middle and higher level. Hence Vodafone
 should concentrate on the expectations or requirements of this segment.
 20% of the top telco’s customers want to switch because of having a bad experience
 Close to 12% (37/300) of the entire population responded that they want to switch because of
 having a bad experience with the service provider. The top CSPs could be the ones most badly hit by
 this as 20% (17/83) of a top telco’s customers want to switch because of having a bad experience
 with the service provider. 50% of these are high expenditure customers (>Rs 600-800 pm). The top
 telco’s monthly collection will fall significantly if these 20% people switch with the telco being lowest
 on the Index at 6.11. People who want to switch have their Index at 5.25
 Loyalty pie.
 Index provides an indication towards the expected churn rate in the next cycle and also the most
 common reasons of switching. Below were the questions posed to the respondents in this regard.
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 On response to the above questions, 536 respondents answered in the following manner.
 Out of 536 respondents surveyed an overwhelming 74% of the responded tha
 They said that they will not switch their current service provider in near future. But on being quizzed
 further out of these 74% an alarming chunk of 44% responded positive to switching their service
 provider is they were allowed to retain the same mobile number. Non availability of MNP plays a
 major role in forced loyalty.
 Also 50% out of the remaining 26% who were planning to switch, i.e. 13% of the entire sample were
 switching because they had a bad experience with their current service provider where as 5% will be
 forced to switch because of change in location, company offering a new connection etc. reasons.
 VAS not a major current churn driver, but is all set to become one post 3G!
 With the advent of 3G in India, there will be a wealth of VAS applications developed in India using
 high speed data capabilities of 3G offering rich user experience. In the next few years, VAS is
 expected to grow exponentially with increased data ARPU for the carriers. As 3G supports
 simultaneous data and voice, there will be concurrent services allowing the customers to chat or
 viewing video while talking etc., thus enabling the development of innovative VAS applications
 developed for India. India offers ample opportunities for innovators to develop innovative VAS
 applications compared to rest of the world as we come across several opportunities to enhance the
 end-users' experience which best fits their life style. Of the over 500 million handsets in use in India,
 around 20% are already 3G-enabled, ensuring a market ready for high-speed services. 3G will open
 18%
 8%
 74%
 YesDon't knowNo
 32% would not like to lose their current mobile number.
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 doors to innovative value added services and the market will move beyond ringtones and music
 downloads to much more. Hence operators' potential portfolio of Value Added Services could also
 be huge. For VAS providers, 3G will open up revenue streams through a far richer content than
 today.
 With every operator trying to outdo the other with the range 3G services offered, a few facts are
 very clear on how the uptake of 3G services will actually pan out in India. Expected to be rolled out
 in a phased manner the top 75 cities in urban areas will be getting the first taste of high-download
 speeds. Enterprises and youth, amongst consumers are likely to be the main takers for 3G in urban
 areas, and services like live mobile TV, high-speed video and music streaming, social networking,
 video-calling and video conferencing between multiple users, as well as multi-player m-gaming and
 m-commerce, with the ability to transfer money in seconds from one mobile to another, are some of
 the initial services being looked forward to. Education, government, health, advertising, and location
 based services are other areas where 3G is expected to make a mark. VAS services will be demanded
 more by urban customers and they may switch from one operator to another on basis of VAS
 offering. Low-cost 3G handsets have also taken the Indian market by storm in recent times, with
 local handset manufacturing finally giving cheap Chinese handsets a run for their money.
 Revenue Churn: Problem of plenty affecting the top telecom operators
 Amongst the urban mobile using population, about 27.8 % have already crossed 140% teledensity
 and it is estimated that this teledensity would reach 170% in 2012. The use of multiple SIMs is
 widespread in the Indian telecom market, because it saves money for the users. It's usually cheaper
 to call someone on the same network than someone on a different network, and there are lots of
 special deals offering discounts at particular times of day, though these vary from operator to
 operator. To get the best available deal for a particular call, it makes sense to own lots of SIMs, and
 to swap the appropriate SIM into your handset when needed. The problem, of course, is that you
 then end up with lots of phone numbers, and you really only want to give out a single number to
 other people. So in practice you use one SIM most of the time, and occasionally swap in another
 one. This is also common practice among people who travel a lot, and among cost-conscious users,
 such as teenagers, in the developed world.
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 A more than usual increase in the number of subscribers can to some extent be attributed to the
 dual SIM handset phenomenon. For instance, there is more than 100% teledensity in a metro today,
 and still a company like Reliance Communications is adding 7-8 lakh subscribers every month. This
 means that the churn is happening, and an existing customer is taking more than one connection. In
 most of the cases the new entrants are the secondary SIM providers. But their focus is not to
 become the primary SIM, rather to get a higher share of the consumer's wallet. They have been
 tracking our users and it has been found that 75% of the people are using two or more SIM. When
 they again reach the same set of users they found that even after a period of three months they
 continue to use two SIMs.
 Strong brand, stronger following!
 Brand is the sum total of the consumer's impressions about the product and service. The more
 distinctive these impressions, the lesser the risk that a competitor's products or services may gain a
 stronger perception—and competitive advantage. The strongest ones are cult brands, whose
 customers are fans, not just consumers. Think of Harley Davidson, Manchester United and Apple.
 Another category of strong brands is made up of those where customers have settled into a habit of
 ordering: Coca-Cola, McDonald's and Intel, among others. These are able to charge more and
 command a major share of the market.
 Brand refers to the intangible value that accrues to a company as a result of its successful efforts to
 establish a strong brand. A brand is a name, symbol, or other feature that distinguishes the
 company's goods or services in the marketplace. Consumers often rely upon brands to guide their
 purchase decisions. The positive feelings consumers accumulate about a particular brand are what
 makes the brand a valuable asset for the company that owns it.
 ‘In our globalizing world’, companies that manage their corporate brands effectively gain advantage
 of market entry, penetration, and differentiations over their companies in ways that help them
 integrate their wide-ranging activities. It encapsulates its values and its identify, and explains these
 to all stakeholders: customers, employees, investors, society at large. Break a corporate brand down
 into its components parts and you find, not tangible assets, but a series of symbols, myths, images,
 perception-sometimes even mistaken perceptions, but no less powerful for that. Put these back
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 together and find that a corporate brand in total is the sum of all stakeholder perceptions of the
 firm, its reputation and its values.
 On the other side the evolution of new media and changing media habits of consumers has made it
 very tough for telecom brands to make the user see value in their offering. Though every telecom
 brand spends anywhere between Rs. 150 crore and Rs. 400 crore a year on brand building, there is a
 lot of buzz about the telecom brands, new offers, promotions etc. But only very few telecom brands
 have made smart investment in new media to make the most out of it
 Third generation technologies could be providing the much needed differentiator in the
 hypercompetitive Indian telecom space
 We found out from the personal interviews that 70% of urban customers are interested in migrating
 to 3G services. These were majorly the high ARPU customer who will use data and video services,
 and are already having 3G enabled handsets. The battle is set for the mobile operators to fight an
 exciting game. Some like Tata DoCoMo have raced ahead in launching (and surprising the industry)
 3G much ahead of its peers. Other operators like Airtel, Reliance Communications, Idea, Vodafone
 and Aircel who won 3G spectrums will be launching 3G by Dec 2010. Introduction of MNP at the
 same time will heat up the battle and make the contest more fierce and exciting.
 Out of 14 players in Indian telecom market only six have won 3G licenses of which STel getting
 licenses only in three circles. Once the 3G services are deployed, these operators will lead the 3G
 race; will be the one who creates a perfect ecosystem (Innovative Products and Services,
 Pricing/Value, Network coverage, including roaming in non-local operator network, Network QoS,
 etc.). Good customer service and reasonably priced hardware – dongles and bundled handsets will
 be of key importance.
 MNP will also play a significant role in the 3G space as not all the operators have spectrum. So, a
 subscriber of a mobile operator which does not have 3G services may look to move to an operator
 who has. Also more than 30 handset companies in Indian telecom market, this will help the winners
 in providing the low cost handsets which will are more affordable to an Indian customer. Companies
 like Tata DoCoMo, which are promoting 3G services aggressively in metros and major cities, will
 definitely benefit from it.
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 MNP can be a leveler for new entrants against the incumbents
 MNP is a good tool for new players, who would like to establish their presence in the low-growth,
 highly penetrated Metro and A circles. Overall, MNP can be beneficial, as it may divert investments
 to better product offerings and differentiation of services. If an operator is entering a new telecom
 zone, he will not have to struggle for a (relatively) long time for getting enough number of users to
 keep itself in business. Usually, new telecom operators offer better price to value ratio for the
 customers. Before Mobile Number Portability, they had to wait for a significant time before they
 could get sufficient number of users to sustain their business. Since Mobile Number Portability offers
 users a relatively faster and easier way to change operator, it is expected that it will play a significant
 role in getting new operators a good number of customers.
 The main benefit of mobile number portability is freedom of choice. You are free to choose a new
 mobile service provider without losing your existing number. If you are not satisfied with your
 existing provider, you don't have to stay just to keep your number. If you are in business, keeping
 your number when changing phone companies means you will avoid missing calls, reprinting
 stationery and having any signage redone. For individuals it means avoiding the inconvenience of
 having to notify friends and associates that you've changed your number. Once the users begin to
 shift to 3G, the 2G network would get decongested and the operators would be able to offer
 GPRS/EDGE plans to their subscribers. Subscribers should first experience internet and then would
 demand better speeds. Hence, GPRS can be a good stepping stone to complete the 3G transition. It
 is therefore important for the operators to continue to focus on increasing GPRS penetration in the
 lowly penetrated areas in the urban as well as the A circle markets in this aspiring Indian telecom
 market.
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 13.3 Recommendations
 1. New operators should offer attractive schemes to win customers
 Operators should offer attractive plans that will help them in winning customers and will
 inspire loyalty and longevity of the relationship. An operator may offer 3 or 4 months of
 customer care services in addition with these offer packs at substantially low price range.
 Once the customer remains active on the operator’s network for 3-4 months, he will remain
 for much longer period of time provided his experience is good.
 BSNL has recently come up with unique and attractive schemes on 2G GSM Prepaid Mobile
 connection with unlimited free calls to another BSNL number, and also reduced the
 minimum recharge amount to obtain the life time validity for prepaid customers
 from Rs. 200 to just Rs. 54 with effect from October, 2010
 2. Focus more on postpaid and high ARPU prepaid customers
 Targeted offerings should be focused by operators on postpaid and high ARPU prepaid
 customers. Operators generally see a good future revenue stream with the post-paid
 enterprise users, who can even opt for high-end 3G services. The all India postpaid ARPU
 was stable at Rs 530 in 2009, though Indian telecom industry has been impacted by declining
 ARPU. ARPU from metro users was a whopping Rs 615. The post-paid ARPU from circle A, B
 and C was Rs 513, 465 and 487, respectively. With 3G deployed and widely adopted in these
 areas, post-paid ARPU will go up significantly from the current levels. Enterprise customers
 will also significantly contribute to the 3G kitty.
 3. Segment your newly added subscribers and give them what they require
 The number of mobile phone connections in urban India has exceeded the urban population,
 thanks to the intense price war over the past six months or so. The over 100% urban
 teledensity reflects multiple SIM ownership. Urban India accounts for close to 70% of India's
 500 million cellular users and over 75% of the telecom operators' revenues.
 Multiple SIM holding customers may use one SIM for local voice services, one for long
 distance calling, one for VAS services and like. Operators should find out the need of their
 customers on the basis of their past usage and should segment them under different
 sections using the advances data mining and business intelligence techniques. These
 segments of customers should be offered packs as per their needs. E.g. if a customer is using
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 a particular operator’s SIM only while roaming then offer his roaming related tariff plans at
 competitive prices than the existing competition. A person with high VAS usage should get
 preferential VAS plans which provide him/her higher value for money and thereby provide
 the delight much needed for a fantastic customer experience.
 4. Telcos not having 3G licenses should highly promote data offerings to avoid churning their
 customers to 3G ready telcos
 According to our survey, around 70% of urban customers have agreed to opt for 3G services
 once they become available, with many of them already have 3G enabled handsets.
 Companies which missed the 3G opportunity could also provide 3G service through
 franchisee model, MVNO or ICR. Such operators should be extra cautious during the times
 ahead to hold on to their customers and avoid losing them to the operators that have won
 the third generation licenses and are gung ho about launching their 3G services.
 5. Awareness about tariff plans and benefits through newer, evolving means of mass
 communication
 People in urban cities are not fully aware about the various tariff plans which a company is
 offering due to over cluttered offerings and mind numbing options with very little difference
 to choose from. Telecom operators should communicate more with their customers, both
 existing and prospective, through the newer, evolving mediums such as messages, social
 networking sites, pamphlets along with movie tickets, invoices, greeting at malls and places
 of interest, etc. Communicating the offering in the correct way to the correct target market
 segment is essential for the operators to succeed in the cluttered market and win over the
 customers amidst the heavy competition.
 6. Focus on network performance and customer care services
 The urban Indian telecom market is almost saturated and the operators are struggling to
 maintain their shares of the user pie. There is lesser customer loyalty particularly in the
 prepaid segment of the mobile market which constitutes the lion's share of the customer
 base of any operator, as switching to another operator's network is very easy. Free SIM
 availability and implementation of an efficient number portability system would also aid this
 process for these operators in the urban regions. The services offered by all the operators
 are very similar to each other, with voice being the prime revenue generator. Under the
 circumstances, one of the differentiator that still remains like an unchartered territory is the
 Quality of Service (QoS).
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 MNP implementation will put lots of pressure on the operators as the customers will have a
 choice to churn from one network to another retaining their existing number. So, MNP will
 also act as a catalyst for improving the quality of service for these operators giving the
 customer more value for the money. This is also being seen as a threat for the larger
 operators and an opportunity for small operators for turning the customers which are not
 satisfied with network performance on their side by making them switch their old operator
 based on the network performance and the customer care services on offer.
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 14.0 Appendix and References
 14.1 Abbreviations used
 APAC: Asia PACific
 ARPU: Average Revenue per User
 CC: Call Connectivity
 CDMA: Code Division Multiple Access
 CRBT: Caller Ring Back Tones
 CRM: Customer Relationship Management
 CSP: Cellular Service Provider
 EBIDTA: Earnings before Interest, Taxes, Depreciation and Amortization
 GSM: Global System for Mobile Communication
 ICR: Intra Circle Roaming
 INR: Indian Rupee
 MNO: Mobile Network Operator
 MNP: Mobile Number Portability
 MRR: Market Resistance Ratio
 MVNO: Mobile Virtual Network Operator
 NPS: Net Promoter Score
 NSP: Network Service Performance
 SIM: Subscriber Identity Module
 TCE: Total Customer Experience
 TRAI: Telecom Regulatory Authority of India
 UI: User Interface
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 14.3 Questionnaire
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