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1 Appendix I 

1.1 Focus Group 1 (FG1) 

Customer Retention 

CR-DFN Customer Retention Definition 

Customer Retention is when the customer keeps on doing business with 

us, thus does not churn. 

Customer retention can be increased by offering new products and 

services, promotions, bundles, especially items that are not offered by 

the other operator. The aim is to make the customer happy. 

Customer retention is to maintain our real customer base, as previously 

explained, a subscription that is younger than three months is still not 

considered as real customer. 

Customer retention is the process of retaining customers. After 

receiving the responses of the surveys triggered by the Customer 

Experience team, each department takes the results and checks the 

improvements that can be done from his side. The commercial support 

team has many contributions that increase customer retention, mainly 

by offering trainings to the Commercial Team and by trying to provide 

the most efficient SIM cards and Recharge cards. 

Customers would feel frustrated if they call our call canter or visit our 

point of presence more than once in order to solve a certain problem. 

An adequate training is delivered to the commercial staff and agents in 

order to serve the client in a clear efficient manner. Also an intranet 

dedicated for that purpose is continuously maintained to support our 

agents. 

On another hand, customers expect that SIM cards will work on any 

mobile phone currently in the market and thus it is very important to 

work with the best SIM cards providers in order to increase our 
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customers’ satisfaction, to note that a high quality SIM card increases 

the stability of the network signal. 

The commercial support team also make sure the scratch cards have a 

good quality, Lebanese consumers are paying a lot for the recharge 

cards, they expect to have a good service in return, defected and 

scratched cards that would not show clearly the 15 digits’ secret code 

would decrease customers’ satisfaction. 

One example of the quality of SIM cards was during the launch of 3G 

and 4G services when Touch customers had to replace their SIM cards 

in order to benefit from the 4G service, while Alfa customers were able 

to directly benefit from this service. In fact, during the launch of 3G 

services, the commercial team coordinated with their suppliers in order 

to get a USIM card that is compatible with 3G and 4G services at the 

same time, even though we didn’t have the 4G services yet, it was a 

proactive decision. Changing the SIM card in order to benefit from the 

4G services was very frustrating for Touch customers, and this is where 

many Alfa customers were proud of their operator. 

CR-LBN Customer Retention in Lebanon 

The churn that we are currently facing in the Lebanese market is not all 

real; in most of the cases, dealers are initiating the prepaid lines as if 

these lines were sold and then they transfer the credit to another 

principal line that they own. The transferred credits can be used later on 

to recharge customers' phones and the naked SIM can be sold by a much 

lower price than sealed SIMs. A naked SIM card is a card including no 

credits. The naked SIMs that are not sold cannot be considered as churn 

and thus, they should be excluded from the gross churn in order to get 

the real churn. 

CR-EFF-LBN Customer Retention Efficiency in Lebanon 

A subscription that is younger than three months in Lebanon is still not 

considered as real customer. 
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Real customers can be retained whenever the operator is proactive in 

offering innovative services and high-end technologies. We strive to 

fulfil customers' needs even if the customer is still not fully aware of it. 

CR-FCT Customer Retention Factors 

Customer retention can be inferred from our distribution network, our 

sales team are always in direct contact with the dealers and distributors, 

and they continuously report the market trends. Customer retention can 

be also concluded from social media and from our customer care 

feedback; complaints, call canter and CSR. 

As long as the customer still uses our service, he is considered as 

retained. We can predict a churn behaviour whenever a customer 

increases the submission of complaints, especially if these complaints 

are not well resolved, which require a close follow up. 

Also customers might churn if they are frustrated by the quality of our 

SIM cards or recharge cards. 

CR-FCT-MEE Customer Retention Factors – The Most Essential 

Usually dealers play an imperative role when the customer decides to 

buy a SIM card or start a contract with the operator; Lebanese customers 

are highly affected by the suggestions of the dealers. The dealers will 

sell Alfa or Touch SIM cards based on the incentives paid by each 

operators, so if Alfa gives the dealer better incentives, he would do his 

best to convince his customers to buy Alfa line or vice versa in order to 

maximize his profit. 

Switching Costs 

SC-FCT Switching Costs Factors 

The suggestions of the dealers have the highest impact. 

The factors impacting the customer decision to switch are decreasing 

with time. 
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The most important factors affecting a customer decision to switch are 

his profession, the cumulative number of complaints that he has 

submitted and the attachment to his mobile number. 

SC-FCT-QOS SC Factor – Quality of Service 

Alfa and Touch have nearly the same coverage 

SC-FCT-EVL SC Factor – Evaluation Costs 

Alfa and Touch have the same portfolio and offerings 

SC-FCT-LRN SC Factor – Learning Costs 

Alfa and Touch have the same portfolio and offerings 

SC-FCT-STP SC Factor – Setup Costs 

Alfa and Touch have the same portfolio and offerings 

SC-FCT-EOU SC Factor – Competitor’s Service Ease of Use 

Alfa and Touch have the same portfolio and offerings 

SC-FCT-NPI SC Factor – Number Portability Impact 

Some of the cases however, where customers will find it difficult to 

switch is when their business is directly related to their mobile number, 

for instance, a doctor will find it challenging to switch his mobile 

number since losing his number will make him lose his old customers 

and also this will make him unavailable in case of any emergency. 

SC-FCT-AMN SC Factor – Attachment to Mobile Number 

Back in the nineties, the only way to reach a contact was through his 

mobile number, nowadays there are lots of channels in which you can 

reach anyone, therefore, changing the mobile number is getting easier 

with time, especially for senior and low usage customers since their 

number of contacts is small. 

SC-GRP Switching Costs Groups 
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Procedural and relational switching costs are higher for Post-paid 

subscribers than for Prepaid, financial switching costs have the same 

impact on all customers. 

Switching costs impact on different customer type 

SC-IMP-CT SC Impact on Different Customer Type 

Procedural and relational switching costs are higher for Post-paid 

subscribers than for Prepaid, financial switching costs have the same 

impact on all customers. 

Prepaid customers are not much impacted by the switching costs, only 

very old prepaid subscribers might be impacted, however, prepaid churn 

is higher than post-paid churn. The highest impact is on VIP and 

corporate customers, in fact, corporate customers have international 

business and contacts and changing their mobile numbers is a real 

hurdle to their business. Also corporate customers have special 

treatments, they do not call our call centre if they have any complaint 

or inquiries, each corporate client have an administrative line from 

which he can directly call an employee in the back office team, and this 

reason also makes it hard on corporate customers to switch. 

The most impacted customers are people having a profession in which 

they have to stay connected and available, especially that switching to 

another operator is somehow related to changing the mobile number in 

the Lebanese market. Senior and low usage customers, mostly prepaid, 

are not so impacted by the switching costs. 

Effect of the switching costs on the customer retention 

SC-CR Effect of the Switching Costs on Customer Retention 

In Lebanon, we have high switching costs, which play an important role 

in customer retention. Many customers are not satisfied, yet they cannot 

easily switch to the other operator. 
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The switching costs have low impact on the customer retention in the 

Lebanese market due to the monopoly of the two current operators Alfa 

and Touch. Both operators have the same products, same prices and 

nearly the same network coverage and technologies, the only 

competitive edge that operators can take advantage of is in the offered 

services. 

Alfa and Touch are not willing to trigger a fierce competition, they are 

somehow happy with the current market status and thus are not willing 

to invest in a “market war”, as marketers prefer to call it, in order not to 

risk their revenue streams. 

Currently, the impact of the switching costs on the customer retention 

in the Lebanese market is not important especially that most customers 

already have one mobile number from Alfa and another from Touch. 

The Lebanese market will not keep this current status for a long time, it 

will change in order to accommodate with the worldwide telecom 

trends, and some changes will increase the impact of the switching costs 

enormously, such as: 

·        The introduction of a new mobile operator 

·        The number portability service that can be triggered either by the 

management of current operators or enforced by the Lebanese 

Telecommunications Regulatory Authority. 

 

1.2 Focus Group 2 (FG2) 

Customer Retention 

CR-DFN Customer Retention Definition 

The customer retention is a program and a strategy that allows the 

operator to retain their customers especially those who are at risk of 

churning. 
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The retention program requires a budget since it should follow the 

customer from the moment he does the first purchase until the end of 

his lifetime with the operator. 

Since customer retention is to avoid churn, a deep analysis of the type 

of churn is imperative. 

Customer retention is the activity a company undertakes to prevent 

customers from defecting to alternative companies. Successful 

customer retention starts with the first contact and continues throughout 

the entire lifetime of the relationship. 

CR-LBN Customer Retention in Lebanon 

Due to the current structure of the Lebanese telecommunication market, 

where the ministry of telecommunication owns the two operators and 

should preapprove any budget, the customer retention program is not 

given a high priority. Whether the customer uses an operator or the 

other, the revenues will go to the same party at the end of the financial 

period, which is the ministry of telecommunication, therefore, 

providing a budget to retain customers in one of the operators is not 

profitable for the ministry. 

The customer retention is an important but not a critical topic in the 

Lebanese market since Alfa and Touch have the same products, services 

and pricing structure, operators have a small margin of competition in 

the services they offer and the way they treat customers. 

CR-EFF-LBN Customer Retention Efficiency in Lebanon 

In order to predict if a customer will churn, we have to look at his 

behaviour, usage and consumption. 

Churn can be voluntary and involuntary. Involuntary churn happens 

when the customer is forced to stop using the operator’s service due to 

travel, death or financial problems where he is not able to settle his 

unpaid bills or if he commits any fraud. Voluntary churn is when the 

customer still wants to use the operator’s services but takes the decision 
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to switch to another operator, and this is what we call real churn. After 

identifying the real churn rate, we find that the churners are usually 

prepaid users, young customers or they already have two subscriptions, 

one from each operator, so they might decide to keep only one 

subscription at a certain point in time for some reasons. 

CR-FCT Customer Retention Factors 

The best indicators that allows to predict the level of retention or in 

another term the probability of churning are: 

• Technical problems, mainly related to coverage, dropped calls, silent 

calls, unreliable data network connection… 

• The purchasing power of the customer, a decrease in the consumption 

of a customer might signal a lower purchasing power and thus a higher 

risk of churn. 

Other factors are not relevant since Alfa and Touch have the same 

products, prices and coverage. 

After separating the real churn from involuntary churn, the only way to 

measure the customer retention is by assessing the level of satisfaction 

of the customer with his current operator, if the customer does not have 

technical or billing problems with his operators, then he is less likely to 

switch to another operator. 

Customer satisfaction greatly impacts both customer repurchase 

intentions and repurchase behaviour. A satisfied customer usually 

remains with his supplier. An unsatisfied customer will not necessarily 

churn, if competition has no coverage over his residence or work area 

or if he is so attached to his number he will remain with his supplier. 

Theoretically, the customer retention can be measured by adding the 

customer satisfaction value to the indicator measuring the dissatisfied 

customers with no intention to churn because of different 

considerations. 
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CR-FCT-MEE Customer Retention Factors – The Most Essential 

Customer retention is dictated by the customer repurchase intentions 

and his repurchase behaviour. 

Switching Costs 

SC-FCT Switching Costs Factors 

Since Alfa and Touch have the same portfolio and technologies, many 

factors are not applicable in the Lebanese market such as seeking cost, 

evaluation cost, contractual lock-in also both operators do not have 

loyalty programs, thus there is no benefit loss. 

Most point of sales and retailers in Lebanon usually sell both Alfa and 

Touch, they try to minimize the time required by their agents to sell a 

new line, thus they do not offer a lot of information to end users. Also 

the current sales incentive is upfront and does not take into 

consideration the length of the subscription, such as an additional 

incentive if the customer recharges more than three times after initiating 

his line. Thus there is no benefit for the point of sales in explaining the 

detailed portfolio of each operator, if the customer did not get what he 

really needs, he will come back to purchase another line or plan later 

on. 

The payment method is also a factor, customers having their bills 

domiciled at the bank are less likely to churn, their bill is settled with 

no efforts from their side and having a bank account can also signal a 

good financial status. 

Some other factors impact the decision of the customer to switch such 

as the coverage and the quality of service of operators. 

SC-FCT-QOS SC Factor – Quality of Service 

The region is an important factor in the Lebanese market, some regions 

face a bad network coverage, and thus they are more likely to switch to 

another operator. 
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An unsatisfied customer will not necessarily churn, if competition has 

no coverage over his residence or work area. 

SC-FCT-EVL SC Factor – Evaluation Costs 

Since Alfa and Touch have the same portfolio and technologies, this 

factor is not applicable in the Lebanese market 

SC-FCT-LRN SC Factor – Learning Costs 

Since Alfa and Touch have the same portfolio and technologies, this 

factor is not applicable in the Lebanese market 

SC-FCT-STP SC Factor – Setup Costs 

Since Alfa and Touch have the same portfolio and technologies, this 

factor is not applicable in the Lebanese market 

SC-FCT-LCK SC Factor – Contractual Lock-in Costs 

New post-paid customers or customers who migrate from prepaid to 

post-paid will have to keep their lines for a minimum of 12 months or 

else they will have to pay the subscription fees of their first year. This 

is the only contractual lock-in that we have; however, it is not an 

important factor since it exists for the first year of the post-paid 

subscription only. 

SC-FCT-BNF SC Factor – Benefit Loss Costs 

Does not exist in the Lebanese market 

SC-FCT-EOU SC Factor – Competitor’s Service Ease of Use 

Another important factor is the proximity of the operators’ stores and 

shops, customers are usually reluctant to visit distant places and they 

prefer closer outlets. 

SC-FCT-NPI SC Factor – Number Portability Impact 
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Customers using their numbers as a primary contact for their businesses 

are less likely to change their numbers. 

SC-FCT-PRL SC Factor – Personal Relations Loss Costs 

In some regions, the personal relationship is very important for some 

customers, especially outside Beirut and condensed cities, for examples 

some people ask for a specific employee when they visit our stores, 

moving this employee from the regional store will decrease the 

satisfaction of some customers. 

SC-FCT-BRL SC Factor – Brand Relational Loss Costs 

Some regions are less educated than others and thus are less likely to 

switch especially when they get used to an operator. 

SC-FCT-AMN SC Factor – Attachment to Mobile Number 

The attachment to mobile number is a very important factor whenever 

a customer decides to switch, especially in the Lebanese market, in 

other markets, the mobile number is composed of eight or more digits, 

in Lebanon it is only six digits, so it can be easily remembered if it has 

an easy pattern. Customers having an easy number to remember find it 

very hard to change their number. 

The most important factor that keeps most of the customers from 

switching is the attachment to their mobile number, Lebanese customers 

consider their number as part of their identity and thus losing their 

number is not easy. 

SC-GRP Switching Costs Groups 

The suggested categorization of the switching costs into procedural, 

financial and relational is valid in the Lebanese telecommunication 

market 

Switching costs impact on different customer type 
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SC-IMP-CT SC Impact on Different Customer Type 

Prepaid customers have the least switching costs and thus they represent 

the riskier category. 

The customers that are more likely to switch to another operator are 

prepaid customers, young customers and people having financial 

problems. 

The switching costs have the same impact on all customers since the 

most important factor is currently the attachment to mobile number and 

all the Lebanese customers are attached to their mobile numbers. 

SC-IMP-CHR Characteristics of the Most Impacted Customers by SC 

The age of the customer is an important factor, people above 40 are 

more reluctant to change and they prefer to stick with the operator that 

they have already experienced. Also mature customers have more 

values than the current youth generation these days and thus they tend 

to be more loyal. 

Many factors also affect the customer decision to switch to another 

operator in the Lebanese telecommunication market such as: 

·         The lifetime of the subscription, old customers are less likely to 

churn 

·         The type of the subscription, prepaid customers are more likely 

to churn 

·         Corporate customers cannot switch operators easily in order not 

to affect their business. 

·         Customers who already have one subscription for each operator 

and decide to keep only one subscription at a certain point in time for 

some reasons 

The level of usage is an important metric as well, heavy users are easier 

to retain since they are more attached to their mobile number, this can 

be due to the type of their profession. Elderly retired customers are not 
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attached to their mobile number as much as a doctor would be. The level 

of usage can be deduced from the average revenue per user (ARPU). 

Effect of the switching costs on the customer retention 

SC-CR Effect of the Switching Costs on Customer Retention 

There is definitely a link between the switching costs and the customer 

retention, most probably it is a positive correlation, however, this topic 

is not studied yet, thus an accurate response can be provided. 

The switching costs have an important effect on the decision of some 

customers to switch to another operator, but have no impact on some 

others especially when they have unpaid bills since they might find a 

way to switch to the other operator without having to settle their 

previous bills. 

Currently we don’t have relevant switching costs since the number 

portability service is not available in the Lebanese market. If this service 

was introduced, then operators will have to protect their market share 

by increasing their switching costs. 
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