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If you persist in trying to be  

all things to all people, you will fail.  

 Seth Godin, We Are All Weird  



StatConsultingõs activity  
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Delivered projects  

ƴ Finance  

ƴ Alior Bank 

ƴ AIG Bank 

ƴ Bank BPH 

ƴ Bank BOŤ 

ƴ Bank Millennium 

ƴ BRE Bank Hipoteczny 

ƴ EFL (leasing, Cr®dit Agricole 
financial group)  

ƴ Euro Bank (Soci®t® G®n®rale) 

ƴ Kruk (debt recovery)  

ƴ Mercedes-Benz Bank Polska 

ƴ Polcard (card payment services) 

ƴ Polish Post Bank 

ƴ PZU Űycie (insurance) 

ƴ Toyota Bank Polska 

ƴ Telecommunication  

ƴ Polkomtel  (Plus GSM) 

ƴ Direct Marketing & Market Research  

ƴ ASM (Market Research and Analysis) 

ƴ Premium Club (loyalty program)  

ƴ Healthcare  

ƴ Cegedim Polska 

ƴ Eli Lilly Polska 

ƴ Energy & Manufacturing  

ƴ KGHM Polska Miedů 

ƴ Statoil Polska 

ƴ Retail & FMCG 

ƴ Bertelsmann Media 

ƴ Carrefour 

ƴ Danone 

 



Polkomtel S.A.  

Our telco  experience  

Permanent provider  of analytical services since 2002 
 

customer  behavior  modeling  Â advanced data analysis Â data processing 

major Polish GSM operator 

 

14 millions  customers 

(6.6 millions  prepaid ) 

 

 

Polkomtel  

Orange 

T-Mobile  

Play 



Telco solutions  

 Consultancy & 

Analytical  Projects  

 Analytical   

software  

ƴ Data Mining 

ƴ Data Processing 

ƴ Scoring systems 

Analytical  

Data Mart 

Predictive 

Modelling 

Data Mining  

Operational 

Scoring 

Data 

Cleaning & 

Preparation 

Advanced Analytics  

Data infrastructure for analytics  

Customer segmentation  

Cross/up selling  

Customer value  

Fraud  detection  

Campaign planning  

Campaign targeting  

Campaign reporting  

Churn  reduction  

Payment  risk 

Business applications  



Prepaid  Challenge 

How to influence customer to recharge more & increase ARPU? 

How to approach (segment) them? 

Quantity  Lack of information  

Prepaid  customers  



Prepaid  Challenge 

Lack of information  

ƴ Little demographic data 

ƴ Only reliable  ð behavioral data 

 usage & recharges  

Prepaid  customers  



Recharging behavior  

Regular  Keeping account alive  

When no money  Occasional irregularities  



Behavioral -demographic  
segmentation  

ƴ survey / usage / demographic data 
 
 
 
 
 
 
 
 ƴ strategic  ð for overview 

ƴ hardly  applicable  segmentation 

- mapping surveys to population  

ƴ no direct  link  

ƴ static   

ƴ unreliable  & weak data coverage 

 

ăkidsó ăseniorsó 
ăwomen  at 

homeó 

ăyoung 
active  bizó 

ăheavy 
multimedia 

useró 

Revenue 



Recharge-based  

segmentation  

 

ƴ based on reliable  recharge data  

ƴ trigerred  by customer actions 
 
 

 

 

 
 
 

 

 

ăRegularó ăIrregular1ó 
ăKeeping 

aliveó 

ăWhen 
empty ó 

ăNo simple  
pattern ó ƴ Directly  applicable  to revenue 

generation 

ƴ Dynamic ð reflects  current  

behavior 

ƴ Reliable  data 

 

Revenue 



Problem & solution  

How to approach Prepaid users? 

 

 

t  

R
e

c
h

a
rg

e 

Credit recharging pattern  

Estimated  recharge   

date  for each customer 

Predictive 

models 

do segmentation  based  
on recharging  patterns  

adapt  message  
to recharge  segment 

send timely   
marketing message  



Data 

Recharge 

history 

sequence 

Prepaid  

transactions  

DWH 

Where it  fits  

Marketing actions 

Increase 

recharge  

amount  

Recharge  

earlier  

Shorten  

recharge  

period  
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Scoring models 

Estimated 

recharge date 

Segmentation  

by recharge 

behavior 

Classical 

segmentation 



7 recharges / year 

Effect  of influencing  recharge  pattern  
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classical  

segmentation  9 recharges / year: +2 avg recharges / customer 
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recharge  

date   

estimation  

+10 û per user * 100 000 responding customers = +1 million  û revenue  



Further  applications  of recharge  models  

15 

Up-selling 

activities 

Anti -churn  

incentives  

Retention 

activities 

Recharge 

history 

sequence 

Recharge 

predicting 

models 

t  
R

e
c
h

a
rg

e 

Estimated  recharge   

date  for each customer 



Benefits  of recharge -based segmentation  

Recharge-
based 

segmentation  

Availability   
of reliable  data 

Directly   
links to profit 

generation 

High model 

accuracy   
& increased 

response 

Clear savings 

Åsmall but 
cumulating  

Ålow cost 

Profit  

Costs 

www.StatConsulting.eu            telecom@statconsulting.eu  



Average is for marketers who donõt have 

enough information to be accurate.  

 Seth Godin  

www.StatConsulting.eu            telecom@statconsulting.eu  

 

Recharge-based segmentation  

ƴ Direct  

ƴ Dynamic 

ƴ Reliable  data 
 

High response  

& Revenue increase 


