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Figure 1:  Price Increase Intiative - Call Center Results

Price Increase Initiative - Call Center Results

Net-to-Gross Ratio (Price Increase)

Figure 2:  Net-to-Gross Ratio (Price Increase)
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Offering a subscriber the ability to revert to 80% of their 

price increase amount. If this was not sufficient, offer a 

50% revert.

Offering a subscriber the ability to revert to 60% of their 

price increase amount. If this was not sufficient, offer a 

30% revert.

•

•

Figure 3:  The net/gross ratio for one call center over time

Group Level Net/Gross Ratio

A/B Test

80%-50% Offer

60%-30% Offer

Calls Fielded Stop Rate Net/Gross

1,063

1,061

26%

23%

2.5%

3.5%
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NOTE:
*Net-to-Gross Ratio can be calculated in many ways.  
In this case, it is the ratio of the effective increase (adjusted 
on call) divided by the original increase suggested.

Percentage of All Reverts

Business as 
Usual

Intelligent  
Fallback Offers

Incremental  
Change

36%

30%

34%

Revert to Price Below Original Rate

Revert to Original Rate

Revert to Price Above Original Rate

31%

28%

41%

-5%

-2%

+7%


