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Abstract: The telecommunications sector places a high priority on customer retention since it has a
direct influence on revenue and market share. This abstract examines numerous techniques used by
telecom firms to increase client retention. Outstanding customer service, personalized experiences, the
use of loyalty programmed, proactive consumer outreach, the use of data analytics for targeted marketing,
and ongoing network dependability and performance are just a few of the techniques employed. In the
telecommunications industry, the abstract also covers the relevance of developing long-term client
connections, lowering customer turnover, and the overall advantages of effective customer retention
methods. Customer retention has emerged as a crucial element for long-term performance and
profitability in the fiercely competitive telecoms sector. In order to keep their current client base, telecom
businesses must put in place successful strategies since customers have more alternatives and mobility
when selecting service providers. This introduction gives an overall summary of customer retention
methods used in the telecommunications industry, emphasizing their importance in preserving long-term
client relationships and enhancing operational efficiency. client retention strategies are a collection of
actions and programmed designed to lower churn, develop loyalty, and raise client lifetime value. It is
crucial to comprehend and put into practice efficient client retention tactics in the telecoms sector. For
telecom firms, it provides numerous significant advantages: Increased Profitability: client retention
techniques assist in reducing client turnover, which may be expensive in terms of revenue loss and
acquisition costs. Retaining current customers allows telecom firms to increase customer lifetime value,
which boosts profitability. Effective client retention tactics provide businesses a competitive edge in the
fiercely contested telecoms sector. Telecom operators can set themselves apart from their rivals, draw in
repeat business, and keep their current clientele by offering excellent customer experiences and
individualized services. Long-Term Customer connections: For sustainability and growth, it is crucial to
create and maintain long-term customer connections. Strategies for retaining customers help to build
connections with subscribers that are more solid and long-lasting by encouraging trust, loyalty, and
customer pleasure. Cost savings: Retaining current clients might sometimes be less expensive than
acquiring new ones. Telecom firms may lower marketing and acquisition expenses while concentrating
on maximizing the value from their current customer base by putting money into customer retention
initiatives. Referral and advocacy: Happy and devoted clients are more inclined to recommend the
telecom firm to others and support the brand. The firm may gain a lot from this word-of-mouth advertising
by expanding its clientele at cheaper rates and improving its reputation. Service provider, Product quality
Complaint management, Customer service quality, Service price: Product quality, complaint
management, customer service quality, service pricing, and switching cost all vary to varying degrees in
various categories and by varying percentages, as shown in the chart. As seen in the graph, each
assessment criterion undergoes some degree of change. Product quality, complaint handling, customer
service quality, service pricing, and switching costs all differ in various categories by varying
percentages.

Keywords: MCDM, Service provider, Product quality, Complaint management, Customer service quality,
Service price, Switching cost

1. INTRODUCTION

The last two decades have seen a remarkable advancement in communication technology. Early systems gave rise
to speed, effectiveness, affordability, and information richness. The use of personal communication tools has
grown along with the desire for clear and concise communication. The cost of these innovations and related
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services has significantly decreased as a consequence of the scale economies that have developed (Carr, 2003, p.
and what is being conveyed has grown from straightforward voice communications to more filled with information
services (Kim e and colleagues, 2004). In this fiercely competitive and oversaturated market, businesses who can
draw in and keep clients stand to win significantly. Companies are shifting from growth models to value-added
ones as wireless adoption continues to rise globally (Light and colleagues, 2010). Innovation and improving
customer satisfaction are two tactics that may be used in the value-added approach (Berry and colleagues, 2006;
Rusty and Zahorik, 1993). The SERVPERF model was used to gauge service quality. Repurchase intention and
good word of mouth were utilised as behavioural indicators of customer loyalty, however it should be emphasized
that consumers' stated intentions to make repeat purchases are not always followed by their actual actions.
Additionally, the impact of perceived pricing on customers' willingness to make additional purchases was looked
at. 180 users of mobile telephony were directly interviewed in addition to survey research that was used to get the
data. The results demonstrated correlations between consumer repurchase intentions in mobile telephony and
service quality [2]. In the literature, client devotion has been defined in a variety of ways. Customer loyalty is
defined by Jones and Sasser as the sentiment of commitment to or fondness for a company's personnel, goods, or
services. Customer loyalty may be viewed as a mindset and as behavioral loyalty, according to the research. The
consumer's relatively persistent emotive orientation towards a good, place to shop, or service is loyalty as an
attitude. The customer's desire to repurchase the good or service is known as behavioral loyalty. consumer
loyalty has been quantified as a behavior using the likelihood that a consumer would make another purchase.
Repurchase intent can assess a behavioral aspect of loyalty and a behavioral intention, but it cannot evaluate
loyalty as an attitude. The attempts of the industry to restructure itself and the signs of a changing market are
being driven by this paradigm shift and the heightened rivalry amongst businesses. The necessity of a customer-
focused business strategy for preserving their competitive advantage, a consistent profit level, and, in fact, for
their own existence is being fully realized by Korean mobile carriers. When there are too many members, finding
and acquiring new ones becomes not just challenging but also expensive from a marketing standpoint. As a result,
the industry as a whole is coming to the conclusion that the most effective core marketing approach for the future
is to aim to keep current consumers by increasing customer loyalty and value [3].According to earlier research,
client loyalty is the cornerstone of a company's long-term competitive advantage, and cultivating and boosting
customer loyalty is essential to a company's development and success by Lee & Cunning "Ham, 2001; Reichheld,
1996"). Only a small number of research articles have been published, and there are not enough studies on the
issue of the mobile communications services business in Korea or elsewhere. This is partially a result of the
industry's recent history. The study of variables influencing client retention and carrier switching didn't start until
the late 1990s. There aren't many studies specifically looking at how different elements combine to impact
consumer loyalty(3).To effectively keep the profitable consumers is a difficult undertaking for the telecom
providers. Customer loyalty is crucial for telecom operators from an economic and competitive standpoint because
the competition is constantly nearby. They must thus continually monitor the variables influencing client
loyalty.(5) . Telecom firms may improve customer engagement, build brand loyalty, and lessen the probability
that consumers would migrate to rivals by customizing their services, incentives, and suggestions based on their
personal tastes, use patterns, and behavioral data. Implementing loyalty programmers is another successful
customer retention approach in the telecoms industry. These programmers give special advantages, discounts, and
incentives to clients in exchange for their ongoing business. Telecom firms can encourage clients to be devoted
and actively use their services by offering rewards depending on consumption, employment, referrals, or other
pertinent factors. Another essential tactic for client retention in the telecom industry is proactive customer
outreach. Telecom firms may show their dedication to customer happiness and fortify their connections with
subscribers by routinely contacting clients with personalized communication, educational updates, and unique
offers. Personalized suggestions based on usage trends, focused email messages, Text notifications, proactive
troubleshooting, and proactive troubleshooting are all examples of proactive outreach. In summary, client
retention tactics are crucial to the achievement of telecom businesses. Telecom firms may reduce the expenses of
obtaining new customers and gain from the income produced by devoted, long-term consumers by concentrating
on customer retention. Providing outstanding customer service is a key tactic in client retention. Customer
satisfaction with a telecommunications provider is regularly demonstrated through research that demonstrates how
important timely, competent, and personalized service is to consumers. Telecom firms may greatly increase the
loyalty and satisfaction of clients by acquiring well-trained customer service staff, putting in place effective
complaint resolution procedures, and utilizing technology to improve client interactions. For the telecoms
industry, personalization has become a potent weapon for retaining customers. Telecom operators may use
cutting-edge machine learning and analytics algorithms to create individualized experiences since they have
access to enormous volumes of client data.
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2. MATERIALS & METHODS

Service Provider: The reputation, dependability, and trustworthiness of the telecom service provider are the main
concerns of this variable. It captures the company's and its brand's overall perception.

Product Quality: The technical aptitude and dependability of the provider's communications services are referred
to as product quality. It takes into account elements including data coverage, call clarity, and network stability.
Complaints Management: This variable evaluates the telecommunications provider's efficacy and efficiency in
processing complaints from clients and resolving problems. It takes into account elements including
responsiveness, time to resolve issues, and client satisfaction with complaint response.iv. Network Coverage:
Signal quality, geographic coverage, and accessibility in remote places were taken into consideration while
evaluating network coverage to see how this affected customer retention (7).

Client Service Quality: The amount of assistance and support offered by the telecommunications firm to its
consumers is referred to as customer service quality. It includes elements like the customer service employees'
attentiveness, professionalism, and helpfulness.

Service Price: The cost of the provider's communications services is referred to as the service price. It takes into
account elements including the impression of value for money, price clarity, and the affordability of the plans.
Switching Cost: The restrictions or expenses related to switching from one telecommunications service provider
to another are referred to as switching costs. It takes into account elements including contractual commitments,
equipment compatibility, and changeover difficulty.

Value Assignment: To give weights to the variables that had been found, a team of experts made up of business
leaders, academics, and seasoned researchers was gathered. A thorough and objective procedure of weight
assignment was made possible by the panel's combined experience. The experts were surveyed and underwent
structured interviews in order to get their thoughts & information, which were then utilised to weight each variable
(11)

Weighing Sum Method (WSM): Appropriate The weight Sum Method (WSM) is a popular method for making
decisions using several criteria. It enables the incorporation of numerous factors and the weights assigned to each
one. The WSM creates a weighted total of the variables, offering a thorough metric for contrasting various tactics.
The WSM was used for this research study's assessment approach to gauge the general efficacy of client retention
initiatives used by telecommunications firms (12)The following is the weighted sum formula applied in this
study:The formula for calculating the weighted sum is WS = (W1 * X1) + (W2 * X2) +... + (Wn * Xn), where
WS stands for the weighted total, W for the allotted value for each variable, and X for the score for each
variable(13).Data Analysis: a. Calculation of Weighted Sum: Each telecom service provider's retention strategy's
weighted sum was determined by multiplying the given weight of each variable by the score that corresponded to
that variable's main data. The aggregate persistence score for each technique was then calculated by adding the
weighted totals of all the factors.b. Comparison Evaluation: Retention scores were examined in order to order the
methods according to how well they retain customers. We used statistical methods including median comparison,
correlational evaluation, and regression analysis to find the important variables affecting client retention. (14)
Limitations: It's vital to recognise that this study's research approach has several drawbacks. First off, relying
solely on consumer self-reported data might result in response and recollection biases. To lessen this, precautions
were made to secure respondents' identity and confidentiality, and specific instructions were given to them.
Second, the geographic area and time period of the study may have limited the findings' capacity to be generalised.
To increase the reliability of the results, however, efforts were taken to choose a varied sample from various places
and to analyse data from numerous time points (15) The information gathered is used to determine client
preferences, retention-affecting variables, and the efficacy of particular methods. Focus groups and interviews:
In-depth discussions with executives from telecom companies, customer support agents, and consumers can reveal
insightful information about the application and results of retention tactics. Focus groups enable members to
debate customer retention in groups while sharing their experiences, viewpoints, and recommendations. Case
Studies: Examining the client retention techniques used by particular telecom providers is a component of
conducting case studies. This entails looking at their objectives, strategies, problems, and successes. Case studies
give detailed insights into real-world applications and useful lessons for other businesses. Data analysis: Thematic
coding and statistical analysis techniques are used to analyse data that was gathered through polls, interviews, and
corporate records. Comparative Research: Comparative analysis compares the client retention methods used by
various telecom firms. This study identifies effective tactics, areas for development, and best practises. It may
also provide benchmarks and trends for the whole industry. A thorough examination of the available literature is
undertaken to compile theories, empirical research, and expertise about client retention techniques in the
telecommunications sector. This contributes to the development of a theoretical framework and gives the study's
context. Conclusions and recommendations for telecom firms are developed through the integration and synthesis
of the results from various research approaches. This synthesis aids in identifying the most efficient client retention
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methods and the range of situations in which they are applicable. Researchers may evaluate the effectiveness of
customer retention methods in the telecoms sector, obtain a thorough understanding of these techniques, and offer
useful advice to telecom businesses on how to improve their customer retention initiatives by combining various
research methodologies. Research methodology: To analyse customer retention tactics in the telecom industry,
the research study used a quantitative research methodology. It was easier to gather information from a large
sample of clients using standardised questionnaires, which enabled statistical analysis and the generalizability of
the results. The assessment method used to compare and evaluate the efficacy of various retention tactics was the
Weight Sum Method (WSM).Data collection: a. Primary Data: Customers of different telecommunications service
providers provided primary data. To guarantee that various demographic segments were represented, stratified
random sampling was used.(1) The purpose of the structured surveys was to gather pertinent data on client
preferences, levels of happiness, loyalty, and the variables affecting their choice to transfer or remain with a certain
service provider(2).b. Secondary Information: Secondary data was gathered from academic journals, industrial
reports, and pertinent publications. This information gave useful insights into market trends, best practises, and
the current client retention techniques used by telecommunications companies (3). Identification and selection of
the variable:a. Important Factors: For the purpose of analysing client retention tactics in the telecommunications
sector, the following crucial variables were discovered:

3. RESULTS AND DISCUSSION

TABLE 1. Customer Retention Strategies on Telecommunications

Service Product | Complaint Customer Service | Switching
provider | quality management service quality | price cost

SP1 60.14 68.42 42.81 74.32 59.30

SP2 66.36 37.19 49.68 58.34 53.65

SP3 48.29 53.17 59.67 44.77 49.65
SP4 55.74 35.05 47.80 35.74 50.76

SP5 57.52 54.66 68.88 74.23 54.57

Table 1 Shows the we can see that service providers have various degrees and measurements against Various
alternative parameters, there are spl, sp2, sp3, sp4, sp5 against product quality, complaint management, customer
service quality, service price, switching cost.

Customer retention strategies in mobile
telecommunications
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FIGURE 1. Chart Representing Customer Retention Strategies in Telecommunication

Figure 1. Shows the we can see that service providers have various degrees and measurements against Various
alternative parameters, there are spl, sp2, sp3, sp4, sp5 against product quality, complaint management, customer
service quality, service price, switching cost.
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TABLE 2. Normalized Data

Service Product Complaint Customer Service | Switching
provider quality management service quality price cost
SP1 0.906270956 | 1 0.621550418 0.48 0.84
SP2 1 0.543617426 0.721249581 0.61 0.93
SP3 0.727701421 | 0.777194443 0.866264855 0.80 1.00
SP4 0.839974381 | 0.512342933 0.694008401 1.00 0.98
SP5 0.866752515 | 0.798955725 1 0.48 0.91

Table 2 Shows the we can see that service providers have various degrees and measurements against Various
alternative parameters, there are spl, sp2, sp3, sp4, sp5 against product quality, complaint management, customer
service quality, service price, switching cost Normalized Value.

NORMALISED
1.2
1
0.8
0.6
04
0.2
0
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management quality

mSP1 mSP2 mSP3 mSP4 mSPS

FIGURE 2. Normalized Data

Table 2 Shows the we can see that service providers have various degrees and measurements against Various
alternative parameters, there are spl, sp2, sp3, sp4, sp5 against product quality, complaint management, customer
service quality, service price, switching cost Normalized Value.

TABLE 3. Weightages

service Product Complaint Customer
provider quality management | service quality | Service price | Switching cost
SP1 0.20 0.20 0.20 0.20 0.20
SP2 0.20 0.20 0.20 0.20 0.20
SP3 0.20 0.20 0.20 0.20 0.20
SP4 0.20 0.20 0.20 0.20 0.20
SP4 0.20 0.20 0.20 0.20 0.20
SP5 0.20 0.20 0.20 0.20 0.20

Table 3 shows Weightages used for the analysis. We taken same weights for all the parameters for the analysis

TABLE 4. Table For Weighted Normal Decision Matrix

Servi_ce Prod_uct Complaint gle?’f/tig(raner Se_rvice Switching
provider quality management quality price cost

SP1 0.1812542 0.2 0.12431 0.096 0.168

SP2 0.2 0.1087235 0.14425 0.122 0.186

SP3 0.1455403 0.1554389 0.17325 0.16 0.2

SP4 0.1679949 0.1024686 0.1388 0.2 0.196

SP5 0.1733505 0.1597911 0.2 0.096 0.182
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Table 4 shows the weighted normal decision matrix, we can observe that product quality, complaint management,
customer service quality, service price and switching cost are evaluation parameters, the product quality,
complaint management, customer service quality are beneficial values whereas service price and switching cost
are non-beneficial values.

Weighted normal decision matrix
0.25000

0.20000

0.15000
0.10000
| | |
0.00000

FIGURE 3. Weighted Normal Decision Matrix

Figure 4 shows the weighted normal decision matrix, we can observe that product quality, complaint management,
customer service quality, service price and switching cost are evaluation parameters, the product quality,
complaint management, customer service quality are beneficial values whereas service price and switching cost
are non-beneficial values.

TABLE 5. Result of Final Preference score and Rank

Service Preference

provider score Rank
SP1 0.86814 1
SP2 0.68689 2
SP3 0.48689 3
SP 0.34135 4
SP5 0.17335 5

Table 5 shows the Result of Final Preference score and Rank of WPM for Customer Retention Strategies on
Telecommunications. Preference score Service provider 1 is showing the highest value for preference score and
Service provider 5 is showing the lowest value.

Preference score
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FIGURE 4. Preference Score
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Figure 4 shows the Result of Final Preference score and Rank of WPM for Customer Retention Strategies on
Telecommunications. Preference score Service provider 1 is showing the highest value for preference score and
Service provider 5 is showing the lowest value.
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FIGURE 5. Shown the Rank
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Figure 5 Shows the Ranking of Solar Energy Exploitation. Service provider 1 is got the first rank whereas is the
Service provider 5 the Lowest rank.

4. CONCLUSION

In conclusion, the telecoms sector must successfully deploy client retention tactics if it is to experience long-term
success and development. Customer retention must be prioritized by telecommunications businesses due to the
huge rise in customer turnover rates caused by the fast development of technology and fierce competition (1) It is
clear from in-depth study that a complete strategy for client retention is necessary. This entails being aware of the
wants and desires of the consumer, providing great customer service, and fostering enduring connections (2)To
identify consumers who are at danger, personalize their contacts with them, and proactively tackle their issues,
telecom businesses must make use of sophisticated statistical techniques and data-driven insights(3) Additionally,
keeping clients may be largely impacted by affordable rates, customizable plans, and value-added services.
Telecommunications companies may increase customer happiness and loyalty by making ongoing investments in
the network's infrastructure and assuring high-quality connection(4)Consistent interaction and proactive customer
service may also increase trust, lessen customer annoyance, and aid in long-term retention(5)Customers are further
empowered by the use of online platforms and self-service alternatives, which enables them to readily obtain
information, fix problems, and manage their accounts This raises consumer happiness while simultaneously
lowering operating expenses for telecom providers In order to boost consumer engagement and service quality,
telecom businesses must give employee education and growth a top priority. Employees that are enthusiastic and
competent can successfully respond to client demands, fix problems quickly, and generate good experiences that
enhance customer loyalty. (8)In conclusion, in order for telecommunications firms to succeed in a very
competitive and constantly changing sector, client retention tactics are essential(9). Telecom firms may
successfully lower churn rates, increase customer loyalty, and protect their place in the market by concentrating
on creating strong connections, utilising cutting-edge technology, and adopting a client-centric strategy
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