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Age of Networks and Networking 
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tŜƻǇƭŜ ŀǊŜ ƭƛƴƪŜŘΧ 
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!ƴŘ ƛƴŦƭǳŜƴŎŜ ŜŀŎƘ ƻǘƘŜǊΧ 
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From Segmentation to Networks 
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Example: The gender of call networks 
ÁMedian 7-9 persons per month. 3-5 persons strong 

ties 
ÁCall networks of woman one quarter to one third 

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

relatives. 
ÁWomen talk with women, males with women and 
ƳŀƭŜǎΤ {ƛƎƴƛŦƛŎŀƴǘ ƳƻǊŜ άƛƴ- ōǊŜŜŘƛƴƎέ ŎƻƳƳǳƴƛŎŀǘƛƻƴ 
within the group of women (70 /30) in comparison to 
males (50/50) 

5ǳŜ ǘƻ ƘƛƎƘŜǊ άƛƴ-ōǊŜŜŘƛƴƎέ ƛǘΩǎ 1.8 ς 2.5 x more likely that 
you trigger a snowball effect targeting females than males! 
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Simulation of Diffusion 
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Learnings 

Discriminate three areas:  

a.) burnt areas 

b.) fire line areas 

c.) unburnt areas 
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What are the factors that drive 
customer churn & conversion? 
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Factors 

1. The market share factor 

2. The community morphology factor 

3. The peer pressure factor 

4. The need-for-confirmation factor (buyers 
remorse) 

5. Change starts from the semi-periphery 
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Factors 

1. The market share factor 
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Market shares are not randomly 
distributed 

Regional Market Shares of a Telco Provider: August 2009 
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Mai-Jul 2009 Aug-Okt 2009 

Conversion Activities 

Network effects ς Customers generate new customers 
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Conversion Opportunties & Churn Risks 

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 communities 

Eberndorf St. Kanzian 
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Same market share, different communities 

Eberndorf St. Kanzian 

Customers who are not embedded in 
communities of critical seize and density are 3.5x 
more likely to churn! 

© 2010 FAS.research 18 10/13/2010 



Factors 

1. The market share factor 

2. The community morphology factor 

3. The peer pressure factor 
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Conversion probabilities 

Prospect 

1 2 3 4 

Prospect Prospect Prospect 

1.5 X higher 
conversion 
probability*  

2.1 X higher 
conversion 
probability*  

3.2 X higher 
conversion 
probability*  

* Business case  large European cell phone carrier B 2 C 
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http://www.heidelberger-dialogforum.de/


Factors 

1. The market share factor 

2. The community robustness factor 

3. The peer pressure factor 

4. The need-for-confirmation factor (buyers 
remorse) 
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Where WOM happens 

conversion rates 11/09              churn rate 11/09 
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Factors 

1. The market share factor 

2. The community robustness factor 

3. The peer pressure factor 

4. The need-for-confirmation factor 

5. Change starts from the semi-periphery 
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Churn Ratio ς Center/Periphery 

ÁIncreasing ratio indicates that churn 
propagates from Innovators to Early Majority 
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Diffusion Dynamics 



The virality map of highest potential 

Virality 
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Regional Network Analytics 

The darker the more viral, 
the higher ROI on 
marketing investments 
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Challanges for Targeting 
ÁNew, complementary measures 

required 
ïAnalytics for network morphology 

ïAnalytics for network spin (dynamics) 

ïAnalytics for peer pressure 
constellation 

ÁNew customer analytics for the 
virality of a target group 

ÁIntegrate analytics into established 
analytical frameworks 
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