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Who

is

cablecom



Who is cablecom?

 Cable TV operator located in Switzerland

 Since 1999 offers: TV, PHONE, and INTERNET

 Covers 55% of the Swiss Market

 Since 2005 part of the UPC Group (NASDAQ: 
LYBTA)

 Approx 20 ML Customers in Europe



Why

managing

the

experience



SATISFIED CUSTOMERS GENERATE LESS THAN 7% 

CHURN PER YEAR

HAZARD CURVE
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Source: Survival analysis – January 2010



…UNFORTUNATELY MOST OF THEM HAVE A 

DIFFERENT BEHAVIOUR 

HAZARD VS NUMBER OF CASES
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Source: Survival analysis –January 2010



Level of customer satisfaction (NPS) drives 

to different churn behaviors
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Correlation between CSI and Churn
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INSIDE OUT vs OUTSIDE IN: the Company view vs. the 

customer perception

WHAT FIRMS DO

WHAT CUSTOMERS

THINK

WHAT CUSTOMERS

DO

WHAT FIRMS

GET
FINANCIAL PERFORMANCE

BEHAVIOURAL OUTCOMES

(observed metrics)

PERCEPTUAL MEASURES

(unobserved metrics)

COMPANY ACTIONS

INSIDE OUT

INSIDE OUT

OUTSIDE IN

INSIDE OUT



The

framework



analyze

Holistic Customer Experience view: be able to listen the 

voice of your customer

capture

Reporting

Analysis

Data-

Text-

Mining

integrate

Right information

Right people

Right time

improve

1:1 customer

Enterprise

improvement

Open a dialogue

with single

customer

Fill gaps

within the

operations

measure

KPIs

Measure

the

efficeny

and

value

creation

Systems

(CRM,

ERP…)

customers

http://images.google.com/imgres?imgurl=http://www.thearling.com/text/integration/Image9.gif&imgrefurl=http://www.thearling.com/text/integration/integration.htm&h=268&w=240&sz=20&hl=en&start=33&sig2=aLv-T8BOospjH_Fsnijy4w&um=1&tbnid=1huxT3QFkIqC2M:&tbnh=113&tbnw=101&ei=ERrNR8_RF5CW-gKm3figCQ&prev=/images?q=data+mining&start=18&ndsp=18&um=1&hl=en&client=firefox-a&rls=org.mozilla:en-US:official&sa=N


How

we close

the loop



We manage the whole experience in our 

CEM platform: custvox.com

WEB PHONE EMAIL
SOCIAL

NETWORKS

SPEECH2TEXT

SEGMENTATION

EMOTIONS

TEXT MINING

CLOSE THE LOOP INTEGRATE



CustVox helps us to listen – and score - the voice of 

the customer at every touch point 



Reporting the voice of the customer in real time: 

words cloud and reporting



Text mining the voice of the customer: discovering 

the dissatisfaction drivers



Rising the RED or GREEN flag once a problem is 

detected: CLOSE THE LOOP

The real voice 

of the customer 

is available to 

the retention 

agent in the red 

flag email



Integrate and improve: customer experience

dashboard

FROM SENIOR MANAGERS… …TO CALLCENTER AGENTS



Re-

sults



21

Changing for You program and the Customer Experience 

Management Department

"To sit back hoping that someday, some way, someone will make things right is to go on feeding the 

crocodile, hoping he will eat you last - but eat you he will" - Ronald Reagan 





Results: using CFM as KPI to predict churn

activated

Life cycle

Max 4 wks NPS 11 months

Still active?

17.3% -16.9%

Yes No

• Specific micro 1:1 activities based on feedbacks

• Specific macro activities based on feedbacks

categorization (text mining)



Positive Results from the CLOSE THE LOOP 

process: increase satisfaction

7M in lifecycle Call back Follow up survey

4 months

1 to 6

23%

28%

52% of detractors changed status after the call back process

23% from detractors to promoters

Survey 1



Con-

clu-

sions



Take away

 Listen the voice of the customer: CAPTURE

 Educate your organization to listen the VoC: ANALYZE and INTEGRATE

 Go back to unhappy customers and surprise them: CLOSE THE LOOP

 Report it in a way that clearly demonstrates the value: MEASURE

 Evaluate successes and failures and then take another small step forward



End of the

Story :-)
http://www.cesconi.com

federico@cesconi.com
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