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ABSTRACT

This article analyzes the impact of customer churn factors on improving the customer loyalty
towardstelecommunicationserviceprovidersinEgypt.Toaccomplishthis,adescriptivemethod
isused.1500uniquee-mailsofcustomersoftelecommunicationserviceproviderswhohaveused
telecommunication services of these providers were randomly selected. With a 25.6% response
rate, thequestionnairesweredistributed throughemailandself-administered fordatacollection.
Linearregressionanalysiswasusedontheresponses.Theresultsshowedthatthereisastatistically
significantrelationshipbetweencustomerchurnfactorsandcustomerloyaltytoimprovefactorsand
increaseloyaltyachievementtothetelecommunicationserviceprovidersinEgypt,Theimplications
ofthestudyarethattheprovidersshouldbettermanagetheirrelationshipswiththecustomersasa
competitivepolicyinthetelecommunicationservicemarketplace.Itcandothatbycustomerchurn
managementtodecreasechurnrateandincreasecustomerloyalty.
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1. INTRodUCTIoN

In today’s digital world and highly competitive between company, customer churn factors is an
importantundertakingforeachserviceprovidertomakelong-termandprofitablerelationshipswith
specificcustomers(Coussement&Poel,2008;Ngai,Xiu,&Chau,2009).Theserviceprovidersin
telecommunicationindustrysufferfromattractingvaluablecustomerswithcompetitors;thisisknown
ascustomerchurn.Lately,therehavebeenmanychangesinthetelecomsindustry,Suchas,customer
churnmanagementformoreprofitablecustomers(Hung&Tsai,2008).

Inpreviousmarketingstudies(Coussement,Benoit&VandenPoel,2010;Coussement&Van
denPoel,2008;Berson,Simith,&Thearling,2000), theaveragefrequencyisTheproportionof
mobileoperatorsareabout2%permonth,whichmeans25%lossoftheircustomerbasewithinayear.
Forthecustomer,cancellationcostsarerelativelysmall,giventhefiercecompetitioninthemarket,
whichconsistsofprovidingsimilarservices(intermsofpriceandquality)andofferingdiscountson
phonesandotheraccessories.Atpresent,thepriceisnolongerdifferent,asmanyserviceproviders
tendtoequalizeeachother’sprices.Themaindifferencebecameadditionalservices.Therefore,for
mostmobileoperators,thebiggestchallengenowistoswitchfromreactivetoproactive;inother
words,toretaincustomersbeforedecidingtoterminatetheircontractandidentifythosehighrisk
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customers (Slavescu, 2011). Therefore, the current research examines the relationship between
customerchurnfactorsandcustomerloyaltyandhowtoimprovethecompetitivepositionofthe
serviceprovideraswell.

1.1. Purpose of the Study
Theobjectiveisthedesiredlevelofattainmentofanyresearchorstudyorreport(Mahtab,2016),
Sothecurrentstudyhasspecificobjectives:

• Toidentifytheimpactofcustomerchurnfactorsoncustomerloyalty.
• Toidentifytheimpactofcustomerchurnmanagementondecreasechurnrateandincreaseloyalty.
• Toidentifytheimpactofintegratedcustomerchurnfactorsonloyalty.
• Discoverwaysinwhichtomanagecustomerchurn.
• Look for a solution that can increase consumer loyalty and prevent them to converting to

competitors.

1.2. Problem Statement
In telecommunications servicemarkets, customersmaychurnbetween thedifferentproviders in
Searchforbeastservicesandrates(KiranDahiya&SurbhiBhatia,2015).Thatis,thecustomermay
subscribetoaserviceproviderforsomeperiodoftimeforthereaftersubscribetoanotherprovider
because the servicesofferedby telecommunicationserviceprovidersarevery similarandeasily
imitatedbycompetitors,especiallyintheserapidtechnologicaldevelopments.

Inthiscase,serviceproviderscandistinguishthemselvesonpriceandqualityonly.Butinfact,
competitiononthebasisofpriceandqualityaloneisnotenoughtoretainthecustomer.Therefore,
customerchurnmanagementis thewaytomaintainexistingcustomersandtoachievetheirvery
importantadvantageinordertogaincompetitiveadvantageandcontinuityinthishighlycompetitive
environment.Therefore,themainstrategyfortelecomserviceprovidersshouldbetofocusonretaining
existingcustomersandattractingnewcustomers.(Singh&Imran2012)Singhand Imran (2012)
calculatethatonaverage,onlineretailerslose25%oftheircustomerseveryyear,andasmallgainin
customerretentioncanincreaseearningsbymorethan25%.Relationshipmarketingaimstocreate
lifetimecustomersbecausewhencustomersexperiencearelationshipwithatroupe,theyareready
toforgetanyothercompetitorsoffer.

Customerloyaltyisanimportantissueforthesuccessofanytelecommunicationserviceprovider,
becauseitisrecognizedthatdrawingnewcustomersismoreexpensivethanmaintainingexisting
ones,Asexplainedabove.Therefore,themainproblemofthestudyrevolvesaroundtheanswerto
thefollowingquestion:

“Howtokeepserviceproviderclientsinthecurrentfiercecompetitionandachievetheirloyalty
throughcustomerchurnmanagement”

2. LITERATURE REVIEw, CoNCEPTUAL ModEL 
ANd HyPoTHESES RELATIoNSHIPS

2.1. Customers Churn and Customer Churn Factors
Theterm“customerchurn”isusedintheInformationandCommunicationTechnology(ICT)industry
torefertocustomerswhoareabouttoleaveforanewcompetitororterminatetheirsubscription.
Predictingthisbehaviorisveryimportantforthereallifemarketandcompetitionaswell,anditisvery
importantnecessarytomanageit,(AmjadHudaibetal.,2015).Thecustomerchurniscloselyrelated
tothecustomerretentionrateandloyalty,(Buckinx&VandenPoel,2005).Churnistheprocessof
convertingcustomerstoalessprofitableproduct.Withcustomerratesrisingto25%annuallyinsome
globalmarkets,identifyingandretainingpotentialcustomersremainstheparamountinternational
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