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Case Study
Bouygues Telecom – “Avantages”

1. High value customers automatically enrolled 
into Program (top 50% of contribution) 

2. Simple points accumulation structure based 
on spend and tenure. 

3. Key platform for customer communications 
email, SMS, hard copy

4. Rewards related to core business of 
the operator- Handsets, accessories, 
airtime, services

5. Relevant, Realistic, ROI…

6. Program extended to entire post-pay base 
after 6 month trial
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IMPACT -
Intention to Churn 

Decreased 70%

Average Revenue
increase 14%
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62%

5%

29%

14%

14%

Inhouse operator-specific

Outsource operator-specific

Outsource multiparty

No loyalty scheme

Not sure / no reply
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Importance (1-7). 7 Extremely important, 1 Not at all important
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Third party offers (e.g holidays, gift with purchase) 

VAS offer (both network & non-network) 

Airtime offers (e.g. free minutes)    

Bill and/or call discounts (incl. Access fee waver)    

Accessories (e.g extra battery) 

Handset upgrade 

1 2 3 4 5 6 7 
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Loyalty programs are most 
appropriate for established players, 

looking to attract and retain high value 
segments

Established operators
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HK CSL Case Study
9������4	
��9������4	
��9������4	
��9������4	
��

@ �����	�����������4	
���!��5�
@ 9�
���	�������3

�
����
���	
���
��
���

9�3

����3��	�
9�3

����3��	�
9�3

����3��	�
9�3

����3��	�


@ �
��3
��	
��
��3��	�
�	
���3

��
���������
����!������
	����
��	3�0

�
�
��������4�
3���
�
��������4�
3���
�
��������4�
3���
�
��������4�
3��

@ �3����	
��!�
����0-5�	
�
�����	
�
�4�
3������
	13��1�������������������
��
��0

��

�

�

�

��

��

��

��

��

��

Control 
Group

Program
Customers


��
�����������


���������������


�����
���
�

������������
�

�������������
�

Effect on Churn Rate
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Effect on ARPU boost 

APRU
Up 14%

Churn
Down 70%

Retention
Up 20%

Bouygues Telecom Case study


