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Unskilled workers
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Example:

A Median 79
ties
A Call networ

The gender of call network:
persons per month.-8 persons strong

KS of woman one quarter to one third

larger. More volume, part of stronger linked cells
A Woman significant more calls to acquaintances and

relatives.

A Women talk with women, males with women and __
YFE SAaT { A Ely-)\o?\IEBCSbIR)ALyEI\éZ N2

within the g

roup of women (70 /30) in comparison to

males (50/50)
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16 NI S RNI/ER 2.8 xindredisiely that

you trigger a snowball effect targeting females than males!



Simulation of Diffusion

%04 i > %] ]

L
zetup qo

denzity B1.0 %

pEMCEN I burned
28.2

10/13/2010




FAS.research "2

Understanding Networks

iNQgS

Learn

Iminatehree areas
) burntareas

Discr

a

Ine areas

) fire
) unburnt areas

b
C

© 2010 FAS.research

10/13/2010



Understanding Networks

What are the factors that drive
customer churn & conversion?

10/13/2010 © 2010 FAS.research 10



Factors
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ne market share factor
ne community morphology factor
ne peer pressure factor

ne needfor-confirmation factor (buyers

remorse)

. Change starts from the serperiphery



Factors

1. The market share factor
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Market shares are not randomly
distributed
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Regional Market Shared a TelcoProvider: August 2009
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onversionActivities

)

{37 o

RS
PRty

Mai-Jul 2009 S
R e

b LY A -
e

- 4
SER a5
ST e S

LT ol e P Ul kY
JeScen s el g
P L T

T

¢ Veak>
S * e

Network effectsg Customers generate new customers
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Home Base Competitor
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Factors

1. The market share factor
2. The community morphology factor
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Same market share, different communiti

Eberndorf

St.Kanzian
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Same market share, different communiti

St.Kanzian

e e R N X g, ! / .
-Customers whare notembedded in f %
 communities of critical seize and density &6x .
" more likely tochurn! e
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Factors

1. The market share factor
2. The community morphology factor
3. The peer pressure factor
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Conversion probabilities

Prospect Prospect Prospect Prospect

¢

1.5 X higher 2.1 X higher 3.2 X higher
conversion conversion conversion
probability* probability* probability*
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* Business case large European cell pheereier B2 C


http://www.heidelberger-dialogforum.de/

Factors

AWN R

. The market share factor
. The community robustness factor
. The peer pressure factor

The needfor-confirmation factor (buyers
remorse)



Where WOM happens
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Factors

O~ wWN R

. The market share factor
. The community robustness factor
. The peer pressure factor

The needfor-confirmation factor
Change starts from the senperiphery
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Churn Ratiag Center/Periphery

A Increasing ratio indicates that churn
propagates from Innovators to Early Majority
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Early Late
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Thevirality map of highest potential

Virality
Legend
Strategiekarte [[Jo.p45407228 - 0 0E0205158
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Regional Network Analytics
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The darker thanore viral,
the higher ROI on
marketing investments
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Challanges fotffargeting

A New, complementary measures
required
I Analytics for network morphology
I Analytics for network spin (dynamics)

I Analytics for peer pressure
constellation

A New customer analytics for the
virality of a target group

A Integrate analytics into established
analytical frameworks
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