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Reducing churn is
multi-pronged challenge

BY HELLY HILL

Cimee linle pumber means w much—its a
sign of customer stisfiction, implies net-
wenrke quaality and is closely tracked as an indi-
cation of the health of wireles service
providier.

Steve Bamberger, vice pressdent of media,
cormimiunications aned utilities for Oracle,
dlescribes three sirabegies foe @okling charn;
instituting specific kvalty programs, miproving
the overall customer expericnoe, and trving o
Iock customers i by uge-selling additial ser-
vices, While somie carriers abroad have institul-
e loyally programs similar to those offered by
airtines, Bamberger sad that UL5, cirriees fend
o focias od the larter Dwo tadtics,

Linitied, efficeent back-oifice systens can

“We spend our first and
last dollar on our
networl, and that’s the
reason that
people stay with as."

rensove annoyances that might drive cus-
tomiers i other providers, he said, And while
pricing is irnportant imitially, it may ot Lead
i & hoval customer.

“Churn is caused by general customer dis-
satistaction, nod by price,” Bamberger said.
“You might be able o get somebody in with
& peally preat offer, but they won't stay with
vo amiless you oo provide them the kind of
service that they want,”

In terms of addinional services, carriers ane
always competing to have the next-besi-thing



Measuring success

Measuring a strategy’s effect on customers is
a cruclal part of figuring out what works best (o
raduce customer churm.

SoundBite Communications nc., based In
Burlington, Mass., provides wireless camers with
8 senice that places automated voace calls o
customens and tracks the outcome of that interac-
tion. Some wses for the service inchnde contract
renewal reminder, payment reminders, custonmer

SoundBite’s director of product management,
John Keyes, gave some examples of successful
campagns in which making contact with cus-
tomers made a demonstrahle differencs in cus-
tomer behavior,

® One wireless carrier wanisd to drive cus-
tomer traffic to local stores when their confracts
were up for resewal, The SoundBite call included
a renerwal reminder and then a grompt for cus-
tomers to enter thedr ZIP code and be told where
the closest stores were located. Within 72 howrs
of the messages being sent, traffic in multiple
stores Increased 10 percent to 15 percent, and
@y of the customers who received the mes-
sage made acditional instore purchases,

® A customar that Keyes descrbed a5 “a wine
less camer that needed to magrate a large seg
ment-of customers to its upgraded network ina
short period of time” needed 1o get customers
into its retail stores to have SIM cards replaced,
SoundBite sant out voice calls that allowed cus-
tomers 10 1ype In their area code to locate the
rearest store. In this case, the effort worleed a bit
too well. “After & few days .. the stores became
frooded with customers,” Keves said, One stone,
b =aid, had a nush of about 200 customens, with
53 many as 40 in fine at a time walting to swap
out cards. *Our customer decickesd that they'd bet-
ter slow down the calls and spread it oot over a

numbser of days,” Keyes sald.
—By Heily Hill






