SUCCESS STORY

ABC Corporation is one of the largest telecom
Company, belonging to a group of highly
diversified business conglomerates. ABC had two
challenges:

U  Fulfill the vision of providing integrated
solutions for their customer under one
banner.

i How to control ARPU decline even
though customers were growing.

The Business Issue

To achieve these twin objectives, ABC integrated
the marketing efforts and shared the databases
across its group companies. Marketing worked
very hard to achieve the following objectives.

U Cross Sell Running the campaign to
targeted customers for increasing the
customer base of other businesses like
insurance, equity brokerage services etc.,

U For Telecom Companies

e Retaining the existing profitable
customers.

e Running the campaign to focus
group of customers for up-sell;
upgrade the plan, encourage
using whole set of value added
services.

e Optimizing the customer facing
processes to improve the
interface experience of the
customer.

e Bench mark ARPU with other
contemporary operators.

e Circle wise monitoring of
acquisition, ARPU, retention and
marketing campaigns.

The Marketing Department received the data
from the operations and data center. And found
many of the details in the database were not
correct, current and accurate. ABC marketing thus
hit a roadblock.

On the other side, the Operations department
purchased few software tools to analyze the data.
The results conveyed very little because of poor
data quality. Both Marketing and Operations
started discussing this matter jointly. Finally they
reached the conclusion that software tools must
be used in conjunction with expert help. They
therefore started looking for a core statistics
company, having core competency in data analysis
and expertise in using these higher end software
tools.

CSllApproach

ABC decided to hire the services of CSIL to help
them. Cranes Software International Limited
(CSIL) is one of the fastest growing engineering,
scientific and analytics company with solutions in
the analytics area.

CSIL first studied the data in detail and certified
the data. CSIL then inferred the following:

U  Quality of data was inadequate; the
customer information was
incomplete or wrong.

U  Data were available in multiple data
sources in a multiple format.

0 Massive Cleaning and data
integration was needed in



conjunction with experts validation
was required for arriving the
behavioral patterns.

CSIL proposed an off-shore and on-site project
model. The delivery methodology adopted was as
follows.

Data quality Management

Demographic data was iterated through a Cranes
data quality product on telecom circles data. The
verdict after the first iteration of the data quality
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names, or addresses or city name etc., unclean
data was given to the customer care center to get
it updated on circle wise. The maximum
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data.

A second team worked on the clean data to
identify clusters of telephone numbers and
assigned them a unique id and cluster ids. Unique
ids are names and households with one single
connection and cluster ids are those who have
multiple telephone numbers under each name
and address combination. Though this data was
clean and usable for the up sell and retention
campaign, this has little effect on cross sell due to
duplication of efforts in contacting the same
customers many times. The iterations were run
multiple times to clean the data completely. The
process helped ABC in enriching and standardizing
the formats and identifying the duplicate data.

In the process of cleaning the data it was found
that in the prepaid customer address database:
there were multiple connections granted to same
household! Forged address proofs were given to
secure connections. This was cleaned by the
Customer Care. The data base was shared with
the Marketing Dept for cross sell and the clean
data for processing on up sell and churn
management.
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Profiling and Segmentation Analysis

The clean, unique and clustered data, along with
the billing and CDR information, were transferred
to a data repository. Aggregate revenues were
enriched with at both the household level and
individual level. Profiling was done based on the
usage patterns, plans, billing and geographical
areas like urban or rural areas. This analysis was
given to the Marketing Dept for the up sell
campaign and analyzed periodically on an ongoing
basis to measure the strategy effectiveness.
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Churn Management Analysis
Profiling was again done based on the usage
patterns and billing and customers were divided
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yielding customers. The churn data was analyzed
and inferences were drawn. Since the object of
churn management was to improve the ARPU it is
very critical for Premium, High and Medium
customers to be retained. The cost of acquiring
customers of each profile was compared with the
corresponding retention cost. It was found that
retaining customers was 20% of the cost of
acquiring new customers. With this the customer
life time value and NPVW a
every such customer and provided to the
Marketing Department for designing the
campaign. Some of the issues like bad debts were
also addressed, especially for post paid customers
who churn within a span of 30-60 days with
outstanding dues in their accounts. It was found
some of them were re-joining the network. Such
people were identified and blocked. The blocked
customer list was provided to customer care
teams and when the application was received for
connection, it was immediately identified using
the profile extraction technique developed by
Cranes Software International Limited. There
were some customers who were rejoining the
network by providing false information which was
not available in the block list. Such customers
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were monitored for calling patterns and, based on
the evidence, added to the list of blacklisted

The Results

customers.

CSIL provided the output which helped the marketing department of ABC to design customized
marketing program to its customer base. The effectiveness of campaign are measured and presented
using customized dashboards as the project is on going the ROI is measured using the following

templates on quarterly basis.

ROI Calculation Taking Churn as a parameter

Parameters Pre Paid Metrics Post Paid Metrics
Monthly Churn Rate 1.5% 1.0%
Subscriber Base

Average Tenure for customers (In Months) 12 18
Residual CLV 50.0% 50.0%
No. of months retained 3 6
New Customer Acquisition Cost (In Rs.)

ARPU

Incremental Revenue 0 0
Cost of retention 150 300
Profilt per Customer

NPV 267 1,055
Number of total churners predicted 0 0
Number of Total customer retained 0 0
total return (per month) 0 0
Total Investment 0 0
Total Return (pre paid + post paid) 0

Total Retention Expenses (pre paid + post paid) 0

Cost of capital

Return on investment #DIV/0! 33%
EVA (ROI - Cost of capital) #DIV/0! 33%
Total Saving from Churn Analytics (per month) 0
Total Saving from Churn Analytics (per year) 0
Strategy Effectiveness (1st year) 10.0%b |1t can range form 10% to '
Strategy Effectiveness (I nd Year) 30.0% |1t can range form 10% to 50 ¢
Strategy Effectiveness (III rd Year) 50.0% |1t can range form 10% to 50 ¢
Model Performance (Ist year) 65.0%b |1t can range form 50% to i
Model Performance (II nd Year) 70.0% |1t can range form 50% to 75 ¢
Model Performance (IIIrd Year) 75.0% |1t can range form 50% to 75 ¢




