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Internal churn – only bad?

• Be competitive – also internally
• A world of double SIM
• Educate your customers
• Make it easier to change promotion than to 

buy a new SIM card
• Find the really price-sensitive customers
• Better with internal churn than external!!



Strategies to prevent internal churn

• Balancing offerings to new  and existing 
customers

• Loyalty programs that stimulates tenure 
and spending on the same SIM card

• Tie them in with Friends & Family
• Migration between packages based on the 

unique behavior of the customer
• Right package advisory
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Pricing approach – Main principles

• Buffet kind of pricing – fixed price per month 

• Pay per number up to 3 numbers
• 24 hours on-net

• 1 number – 99 Baht
• 2 numbers – 129 Baht

• 3 Numbers – 149 Baht
• Free Trials for retention

• Phase II – consider per  minute pricing



F & F for ARPU Development & Retention

F & F as reward and ARPU Development
� Target group

� Subs who are active status, mainly in 
3B25st, 3B50st

� Medium-to-High Usage & ARPU
� Maintain same Usage & ARPU every 

month
� Medium-to-High AOU (>3 mths)
� Not in On-Net package; Krapuk, 

DFamily, Buffet Day/Night
� Communication

� Manual Advisory SMS, IVR

S
U
S
P
E
N
D

S
I
L
E
N
T

ARPU 
Drop, 
ARPU 
Low, 
AOU 
Low

Active Callers

Healthy Risky

F & F for Retention
� Target group

� Subs who are Suspend, Silent, 
ARPU drop from last month

� Low Usage and ARPU
� Low AOU

� Communication
� Silent and Suspend Alert
� Dr.Happy (New Subs)
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Migration Strategy
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June 2006 Promotion-End: Extend All
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Why Right Package Advisory?
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Why Right Package Advisory?
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Why Right Package Advisory?
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Result of Right Package Advisory
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Result of Right Package Advisory
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Result of Right Package Advisory

� ������������	��������������	���������8��
�	���
���� �����$�	��
�����


��
�	
�����
����8



How to advise?

Key Message of Advisory
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Response Rate

AVG. 15% Response Rate
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Wrap up

• Lower your sales targets
• Internal churn happens because the 

customers are collectively smarter than us!
• Be fair to the customers and they will 

become more stable



Happy to c u!

May 22, 2007


