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Single Countplot Barchart Google Gemini Response

## Customer Insights based on the Chart:

**1. Customer Demographics:**
- The data is fairly evenly split between male and female customers (49.5% female, 50.5% male).
- A significant majority of customers have dependents (70%).

- Slightly more customers are in partnerships (51.7%) than those who are not (48.3%).

**2. Service Usage Patterns:**

- A large proportion of customers (44%) have internet service, with fiber optic being the most popular
option.

- A considerable number of customers (48.1%) have multiple lines, suggesting a need for family
plans.

- Customers are more likely to have online security and device protection than not (49.7% and
43.9% respectively).

- A sizable portion of customers (43.8%) opt for online backup, indicating a need for data security.

- While many customers (49.3%) don't have tech support, the majority have streaming TV (39.9%)

and streaming movies (39.5%), indicating a preference for entertainment services.

**3. Contract and Payment Patterns:**

- Most customers are on month-to-month contracts (55%), indicating potentially high churn rates due
to a lack of long-term commitment.

- A substantial number of customers (59.2%) prefer paperless billing.

- The most popular payment method is electronic check (33.6%), followed by credit card (21.6%),

bank transfer (21.9%), and mailed check (22.9%).



**4. Churn Analysis:**

- The customer churn rate is high, with 73.5% of customers not staying with the company.

**Actionable Insights:**

**]. Target Customer Segments:**

- *Families:** The high proportion of customers with dependents suggests targeting families with
bundled plans, including internet, phone, and entertainment services.

- **Entertainment Enthusiasts:** The high usage of streaming services presents an opportunity to
offer attractive packages with premium streaming content.

- **Security-conscious Users:** The demand for online security and device protection highlights a

need for promoting these services as essential add-ons.

**2. Retention Strategies:**

- *Contract Incentives:** Encourage longer-term contracts by offering discounts or loyalty rewards.

- **Personalized Bundles:** Offer tailored bundles based on customer preferences and usage
patterns.

- *Improved Customer Service:** Address customer concerns and provide prompt tech support to
minimize churn.

- **Data-Driven Retention:** Utilize churn prediction models to identify customers at risk and

proactively reach out with retention offers.

**3. Growth Strategies:**
- **Expand Streaming Options:** Offer a wider range of streaming content to attract new customers

and increase customer satisfaction.



- *Introduce New Services:** Explore new services like home automation or smart home devices to
broaden the customer base.
- *Targeted Marketing Campaigns:** Develop specific marketing campaigns based on the identified

customer segments.

**Market Context:**

To further refine these insights, consider the broader market context:

* **Competitive Landscape:** Analyze the competition in the telecommunications industry,
particularly in terms of pricing, bundled packages, and customer service.

* **Technological Trends:** Assess the impact of emerging technologies, like 5G, on the
telecommunications market and customer preferences.

* **Economic Conditions:** Understand the impact of economic factors, such as inflation, on

customer spending habits and willingness to switch providers.

By integrating the chart data with a thorough understanding of the market context, you can develop
more nuanced and effective marketing strategies to maximize customer acquisition, retention, and

growth.
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Single Histplot Google Gemini Response

The chart shows the distribution of three customer attributes: Senior Citizen, Tenure and Monthly

Charges.

Here are some actionable insights based on the chart and market context:

**Senior Citizen:** The distribution shows that a small percentage of customers are Senior Citizens,
indicating that this demographic is not well-represented in the customer base.

* **Actionable Insight:** Consider developing targeted marketing campaigns to attract Senior
Citizens. This could involve offering discounts, providing clear and easy-to-understand information,

or partnering with organizations that cater to senior citizens.

**Tenure:** The distribution shows a higher concentration of customers in the lower tenure range
(0-10 years), indicating a high churn rate or a recent surge in new customers.

* **Actionable Insight:** This suggests that there is a need to focus on customer retention strategies.
This could involve implementing loyalty programs, improving customer service, or offering incentives

for longer-term contracts.

*Monthly Charges:** The distribution is roughly unimodal, with a peak around 20-25. This indicates
a relatively even spread of monthly charges across the customer base.

* **Actionable Insight:** Consider segmenting customers based on their monthly charges. This could
help identify customers who are paying a higher price for services or who may be more likely to

churn.

Overall, the chart provides valuable insights into the customer base and can be used to develop



targeted marketing campaigns and customer retention strategies.

To further enhance the analysis, consider comparing these distributions against competitor data to
understand where you stand relative to the market. You may also analyze these distributions based
on other customer attributes like demographics, services, etc., to identify potential patterns and

trends.
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Multiclass Barplot Google Gemini Response

## Actionable Insights from Customer Churn Data

The provided chart displays the distribution of various customer attributes across churned and
non-churned customers. This information is valuable for identifying potential risk factors and
developing targeted marketing strategies. Here are some actionable insights based on the chart

and the market context:

**1. Partner Status:** A significantly higher proportion of customers without partners churn
compared to those with partners. This suggests that single customers may be more susceptible to
churn. Consider:

* **Targeted loyalty programs:** Develop special offers and benefits for single customers to increase
their satisfaction and loyalty.

* **Personalized communication:** Send customized communications tailored to the needs and

preferences of single customers to address their unique concerns and build stronger relationships.

**2. Multiple Lines & Internet Service:** Customers with multiple lines and those with fiber optic
internet service show a higher churn rate. This could be due to:

* **Price Sensitivity:** These services might be more expensive, making customers more price
sensitive.

* **Feature Saturation:** They may be using a higher number of features they don't actually need,
leading to frustration.

* **Competition:** They might be lured by competitors offering similar services at a lower price.

* **Actionable Insights:** Consider offering tiered pricing plans based on service usage, incentivizing

long-term contracts for these customers, and highlighting the value and benefits of their services.



**3. Online Security & Online Backup:** Customers without online security and online backup
services are more likely to churn. This suggests that:

* **Security & Convenience:** These services are seen as essential and convenient, and their
absence might be a significant pain point.

* **Actionable Insights:**  Offer introductory discounts on these services for new customers.
Consider bundling these services with other offerings to provide a more compelling value

proposition.

**4 Contract & Total Charges:** Customers with month-to-month contracts and higher total charges
are more likely to churn. This indicates:

* **Contract Commitment:**  Longer-term contracts provide a higher degree of customer
commitment, leading to lower churn rates.

* **\/alue Perception:** Customers with high charges might feel they are not getting good value for
their money.

* **Actionable Insights:** Encourage customers to switch to longer-term contracts by offering
discounts or benefits. Re-evaluate pricing models to ensure customers feel they are receiving value

for their spending.

**5. Payment Method:** Customers who pay via electronic checks are more likely to churn
compared to other payment methods. This may be due to:

* **Convenience & Security:** Electronic checks might not be as convenient or secure as other
methods, leading to dissatisfaction.

* **Actionable Insights:** Offer incentives for customers to switch to more convenient payment

methods like automatic bank transfers or credit cards.



*Important Considerations:**

* **Correlation vs. Causation:** While the charts suggest correlations, it's crucial to avoid assuming
causation. Further analysis and understanding of the underlying factors are needed to establish
clear causal relationships.

* **Market Context:** Understanding the overall market trends and competitive landscape is
essential for effective marketing decisions.

* **Customer Segmentation:** Dividing customers into segments based on their attributes and

churn behavior can allow for targeted marketing initiatives.

By leveraging these insights and conducting further analysis, you can develop targeted marketing

campaigns and improve customer retention strategies.
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Multiclass Histogram Plot Google Gemini Response

## Actionable Insights Based on Customer Data:
The provided charts visualize the distribution of "SeniorCitizen", "tenure”, and "MonthlyCharges"
across customers who churned and those who did not. Analyzing these distributions reveals key

insights for formulating effective marketing strategies.

**1. Senior Citizens are More Likely to Churn:**

- The chart for "SeniorCitizen" shows a much higher proportion of churned customers in the "Yes"
category compared to the "No" category. This indicates that senior citizens are more prone to churn
than non-senior citizens.

- **Actionable Insight:** Target senior citizens with retention strategies, like personalized offers,

discounts, or bundled services that cater to their specific needs and concerns.

**2. Tenure is a Significant Factor in Churn:**

- The "tenure" chart reveals a clear trend: customers with shorter tenures are more likely to churn.
This is evident in the higher proportion of churned customers in the lower tenure buckets.

- **Actionable Insight:** Focus on engaging new customers and maximizing their satisfaction during
their initial tenure. Implementing loyalty programs, offering introductory discounts, or providing

exceptional customer service can help build long-term relationships.

**3. Higher Monthly Charges are Associated with Increased Churn:**
- The "MonthlyCharges" chart shows a higher percentage of churned customers at the higher end of
the charges range. This implies customers paying higher bills are more likely to consider switching

providers.



- **Actionable Insight:** Analyze why customers with higher monthly charges are more likely to
churn. Is it due to dissatisfaction with services, lack of value perception, or the availability of cheaper

alternatives? Identify and address these factors to reduce churn in this segment.

**Qverall:**

- By understanding the relationship between these customer characteristics and churn, you can
formulate targeted marketing strategies.

- Focusing on retention efforts for senior citizens and new customers, addressing concerns related
to higher monthly charges, and offering value-driven promotions can effectively reduce churn and
retain valuable customers.

- Utilize these actionable insights to develop a comprehensive retention strategy tailored to the

specific needs and behaviors of your customer segments.



