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“WHERE’D YOU GO?”
OR A QUEST FOR CHURN REDUCTION

“If you don't like your Internet provider, just switch it,”
— some guy from Reddit.

With the UK telecoms market being saturated and EE, O2, Vodafone and Three owning 82%of
the mobile market combined, it gets progressively harder for the new players to enter

the scene, while the opportunities for the ones already in the game are diminishing day to day.

In the US, the situation is no better: major providers such as AT&T, Verizon and T-Mobile take
up 98.5% of all wireless subscriptions according to Statista. Virtually any person has a
connectivity service provider, and most residential areas have all of the major ones available
which make it easy for the users to switch.

Retention is the name of the game that companies are playing to secure their market share.
Generally, in a competitive and saturated telecom market, as it currently is, providers gain
more by keeping their existing customers, not acquiring new ones. However, it's not that easy

as it seems.
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WHY CUSTOMERS ARE LEAVING

AND HOW TO STOP THEM

The aim to focus on retention sure sounds
great, however, to accomplish this task,
providers need to know, at what rate
customers are switching and why.

Naturally, for
most (if not all)
telecom provid-
ers, this is a
crucial metric
that should be
regularly moni-
tored. While for

the developing markets or emerging niches

growth rate is the primary measure of
success, for stable and nearly saturated
markets churn rate is the best indicator
that shows where the company is at.

It is usually different from service to ser-
vice even within the same company. For
example, for the Dallas giant AT&T post-
paid phone churn for 2020 was reported
to hit 0.79% (thanks to their record-low
fourth quarter which lowered the churn
rate to 0.76%,) which is the second-best
they ever achieved and overall very

impressive.

Now, if AT&T's churn rate for wireless
postpaid customers, which was 0.98% for

2020, is compared to the one above, it will

seem that something went wrong with the
service and everybody did not do a good
job. Of course, the answer is a bit more
complicated than that.

© CONFIDENTIAL & PROPRIETARY OF MAXBILL AND LOGNET BILLING LTD.

The percentage of service subscribers
who cancelled their subscriptions

within a given time period is referred

to as churn rate or customer churn.

Customers can leave for different reasons,
and it's not always within the service pro-
vider's area of responsibility. Sometimes,

a company has little chance of influencing

decision of those
people who are
moving outside
their service area.
In this case,
subscribers switch

due to personal
reasons or go off

the grid, and that's the part of the business
that is beyond the company's control.

But of course, for the most part, there are a

lot of areas where a provider has the power

to keep users loyal and keep their churn at bay.
One of those, for example, is making a competi-
tive offer to a customer with a cheaper or
better alternative or minimizing customer
dissatisfaction by offering superior service

and support.

MaxBill supported telecom service providers
for many years, accumulating vast knowledge
of the industry specifics. As customer-centricity
is one of the main 2021 trends and one of our
key business values, our team makes sure that
our partners have the means to manage their
interactions with their subscribers.

Discover how MaxBill supports

the multiple brands' convergence.

MaxaBill
Modern Billing



https://www.fiercewireless.com/financial/at-t-holds-onto-wireless-customers-adds-800k-postpaid-phone-subs-q4
https://www.statista.com/statistics/219831/postpaid-churn-rate-of-atandt-wireless-customers-since-2007/
https://maxbill.com/blog/discover-four-telco-trends-of-2021-in-maxbill-datasheet/
https://maxbill.com/blog/maxbill-supports-the-convergence-of-multiple-delta-and-caiway-brands/

“WHERE’'D YOU GO2” OR A QUEST FOR CHURN REDUCTION

A DATA-DRIVEN APPROACH

TO UNDERSTANDING THE
CHURN RATE

To effectively evaluate the churn rate for
the telecom company and make a well-in-
formed decision on the proper course of
action, it's best to employ a data-based

approach that consists of three steps:

STEP ONE: DATA COLLECTION AND ANALYSIS

One of the benefits of automated
processes, including customer manage-
ment, is that all customer data can be
stored securely in one system and can be
accessed at any time. It is crucial to have
a unified way to gather details about
each consumer so that it can be analysed
later. Having enough data allows for
breaking down the customer base into
different segments based on demo-
graphic data, behaviour, geography,
revenue per period, etc.

CHURN RATE
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Modern internet service companies like
Facebook or YouTube are inherently data-
driven companies. They need to understand
their user base intimately, how it changes
over time and how to facilitate those
changes. Data reporting and data-driven
marketing along with short learning cycles
allow those companies to continually
improve key metrics week over week, month
over month.

This, in big part, is a driving force behind
those companies' ever-growing presence.
The same principles applied to service
providers ensure increased visibility of
the key metrics per customer segment.
This, in turn, allows for comparing churn
rates dynamics in two service areas and
seeing more clearly which one needs

more focused attention.
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Those insights are clear and actionable
data: when doing a series of marketing
campaigns, not only the results of each
promotion can be measured per segment
but different campaigns can be started if
necessary based on segment preferences.

Moreover, as companies divide the cus-
tomer base into groups sharing similar
characteristics, it becomes more evident
how business practices impact the key
metrics for a given group (segment).

STEP TWO: PREDICTIVE ANALYTICS

Once the data is being gathered and there
is operational reporting in place, insights
can be expanded even further by applying
self-evolving ML algorithms. MaxBill uses
an ensemble methodology that combines
several algorithms to achieve an impres-
sive outcome: the results of a control run
on historical data show 97% accuracy of

churn prediction.

The model involves validation of the exis-
ting records of customer data against
their consequent behaviour. The system is
ready to analyse the new incoming data in
real time and predict customer behaviour.
This way, the risk of churn for each specific
user can be detected and calibrated based

on each new piece of information.

Our team plans on enriching the model
with the additional data artefacts from

a variety of segments and use them to
determine which customers are at

risk even faster and more precisely.
“Risky" customers, who are likely to churn,
are those who require the most attention.
Direct measures, be it an additional bene-
fit or personalized offer, can be offered to
those, who have one leg out the door.
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Related: learn more about the role of
machine learning in predicting customer
churn.

STEP THREE: EMPOWER CSR’'S WITH DATA

Sophisticated analytics and the ability to
pinpoint the risks for each consumer sound
great, but they don't bring any value unless
the company empowers CSR's to act upon it.
The customer service representative can use
the report created by the system and give
extra attention to the risky customers.

The analytical tool that we showcased in

the previous steps can notify the CSR about
any individual who needs additional attention.
A customer services representative then can
view the available information and take
data-driven actions to engage with

the consumer.

Actions to reduce the risk of customer churn

often include

enhanced onboarding;
personalized offers;
discounts and credits;

faster technical support.

CSRs can choose from the above and pick
the right course of action with the support
of hard data.

As industry practice shows — data and
machine learning are not here to replace

humans.

The best results are achieved when human
expertise is combined with computer-gener-
ated data.
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CONCLUSIONS

There is no denying that it is hard to be

a player in this game, especially when you
are having a strong competition. Tele-
communication providers in the UK, the US
and the EU are facing the challenges of
market saturation. Even though new tech-
nologies evolve constantly, opening up
opportunities for adding new services like
5G connectivity, loT support and others,
telecom businesses would always benefit
from improving customer retention, no
matter the size and specifics of the busi-

ness.

The pivotal metric to keep track of is cus-
tomer churn. Knowing the rate at which

a company is losing customers, observe
how it changes over time, and impacts
different customer segments, can give

the idea of what a company needs to
improve in order to retain its user base.

A CRM powered with analytic and machine
learning tools that supports the deci-
sion-making process of a dedicated team
of CSR's can help determine the risk of
churn for each customer in real time and
is a vital aid in keeping the user base loyal.

The synergy of customer service represen-

tatives and smart technology is the future

of customer service. It's that simple.
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ABOUT MAXBILL

MaxBill is an innovation-oriented BSS/0OSS
solution provider, with a focus on bringing
new, creative approaches to open up new
possibilities and enable growth where it
wasn't possible before. With MaxBill, busi-
nesses all over the world can expand with
no limits, create and provide any service for

their customers to enjoy, trust and control.

Being a trusted partner for known
triple-play / quad-play providers, FNOs and
ICT solution providers, MaxBill delivers

a smart billing and partner management
solution in response to skyrocketing cus-

tomer expectations.

Over the last 25 years, MaxBill has been
successfully operating on the market, sup-
porting service providers in their digital
transformation journey. We are actively
involved in the community to provide our
clients and partners the most cutting-edge
solution and together revolutionize the

industry.

For more information, please visit

maxbill.com
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