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Overview Overview –– South AfricaSouth Africa

GeneralGeneral
–– Population of 43.3 millionPopulation of 43.3 million
–– Size: 2,250km (NorthSize: 2,250km (North--South)South)
–– MultiMulti--cultural (11 languages)cultural (11 languages)
–– Development: Mixed 1Development: Mixed 1stst & 3& 3rdrd worldworld
–– 2525thth largest economylargest economy
–– High income inequalityHigh income inequality
–– Industries: Mining, Tourism, Industries: Mining, Tourism, 

AgricultureAgriculture
–– Sports: Soccer, Rugby, Cricket, GolfSports: Soccer, Rugby, Cricket, Golf

TelecommunicationTelecommunication
–– GSM started 1994GSM started 1994
–– 3 3 ‘‘MajorMajor’’ Mobile OperatorsMobile Operators
–– Matured Market: >100% penetrationMatured Market: >100% penetration
–– MNP: 2006MNP: 2006
–– Customer Registration: 2009Customer Registration: 2009



Overview Overview –– VodacomVodacom
Vodacom GroupVodacom Group
–– Total communications provider in AfricaTotal communications provider in Africa
–– 65% owned by Vodafone65% owned by Vodafone
–– Customers: 41.6 million (Customers: 41.6 million (�� 16.5%)16.5%)
–– GSM: 5 countries (SA, Tanzania, Dem GSM: 5 countries (SA, Tanzania, Dem 

Rep of Congo, Lesotho & Mozambique)Rep of Congo, Lesotho & Mozambique)
–– Gateway Communications: 40 countriesGateway Communications: 40 countries

Vodacom South Africa (2009/09)Vodacom South Africa (2009/09)
–– 55% Market Share (55% Market Share (�� 2%)2%)
–– 28.2 Million Customers (28.2 Million Customers (�� 11.7%)11.7%)

85% prepaid85% prepaid
Broadband Customers 964k (Broadband Customers 964k (�� 53%)53%)
Nearly 5m Mobile Internet usersNearly 5m Mobile Internet users

–– Blended Annual Churn 34.9% (Blended Annual Churn 34.9% (�� 7.4%)7.4%)
–– Sales Distribution / Channels (17,000)Sales Distribution / Channels (17,000)
–– 22ndnd most popular brand (after Cocamost popular brand (after Coca--Cola)Cola)
–– Technology Leader / Always 1Technology Leader / Always 1stst……

US$ 1 = ZAR 7.5According to Interim Statements 2009/09



Our Direct Marketing CompetencyOur Direct Marketing Competency

Established Centre of Excellence in 2007Established Centre of Excellence in 2007

Central Custodian: Strategy, Policy, Controls & ExecutionCentral Custodian: Strategy, Policy, Controls & Execution

Objectives: Customer Lifecycle, Revenue, Retention, AcquisitionObjectives: Customer Lifecycle, Revenue, Retention, Acquisition

Campaign Portfolio (recent month)Campaign Portfolio (recent month)

Campaign team : 5 Marketing Specialist & 3 Technical SupportCampaign team : 5 Marketing Specialist & 3 Technical Support

Campaign Type # of Campaigns
# of Customers 

Campaigned

Product Cross / Up-sell 27 5 904 220
Product Promotions 3 10 413 772
Contract:
· Acquisition
· Retention

1
173

7 905
126 883

Prepaid-to-Contract Conversions 1 15 034

Prepaid Churn Prevention - Lifetime Extension 6 2 308 739

Recharge Incentive:
· Prepaid
· Top Up

15
4

3 342 520
273 922

Customer Lifecycle Management 29 3 620 110

Loyalty / Rewards 8 3 198 241
267 29 211 346



Our Direct Marketing CompetencyOur Direct Marketing Competency

Use Emagine Campaign Management SystemUse Emagine Campaign Management System
–– Implemented in 9 weeks!!Implemented in 9 weeks!!

–– Return on Investment < 12 monthsReturn on Investment < 12 months

–– Integration to various system (Integration to various system (Data warehouse, Customer Care Systems, Data warehouse, Customer Care Systems, 
ININ--platforms, Billing Systems, etc)platforms, Billing Systems, etc)

–– Near realNear real--time IN integration (15 min)time IN integration (15 min)

–– Current ChannelsCurrent Channels
SMS (SMS (6m6m per day)per day)

MMS (MMS (2m2m per day)per day)

Direct MailDirect Mail

EmailEmail

IVRIVR

In / Outbound callIn / Outbound call

Print & Electronic BillPrint & Electronic Bill

Web PortalWeb Portal

–– 267267 concurrent campaigns per monthconcurrent campaigns per month



Campaign Success Stories of 2009/10Campaign Success Stories of 2009/10
MMS / MMS Cards CampaignMMS / MMS Cards Campaign
–– Educations on Educations on ‘‘What is MMSWhat is MMS’’

–– Bust the myths!!Bust the myths!!
Can I MMS (Handset & Provisioning)?Can I MMS (Handset & Provisioning)?

Expensive?Expensive?

Complicated?Complicated?
II’’m not m not �������� �������� �������� �������� �������� ���������������� ��������

–– Spot the calendar opportunitiesSpot the calendar opportunities

–– Give them content FOR FREE!Give them content FOR FREE!
www.mmscards.mobiwww.mmscards.mobi

–– RESULTS for Christmas 2009RESULTS for Christmas 2009
Never / Low users: 24.4% successNever / Low users: 24.4% success

Targeted 222,368Targeted 222,368
–– 128,298 cards requested 128,298 cards requested 

–– 534,360 cards sent to B534,360 cards sent to B--partiesparties

–– 472,478 cards sent to C472,478 cards sent to C--partiesparties

–– 899,754 cards sent to D899,754 cards sent to D--partiesparties

1.9m MMS sent in 21.9m MMS sent in 2--daysdays

www.mmscards.mobi



Campaign Success Stories of 2009/10Campaign Success Stories of 2009/10
Vodafone live! ContentVodafone live! Content
–– Content needs to be exclusive  (EA: Need4Speed SHIFT)Content needs to be exclusive  (EA: Need4Speed SHIFT)

–– Incentive: Win a real Incentive: Win a real ‘‘NFS BMW 1NFS BMW 1--seriesseries’’, 25x Xbox consoles, etc, 25x Xbox consoles, etc

–– Combination of  MMS creative, Historic content purchases, Combination of  MMS creative, Historic content purchases, 
Segmentation, Triggers / events, & execution timingSegmentation, Triggers / events, & execution timing

–– RESULTS:RESULTS:
Up to 8% success rateUp to 8% success rate

Recover cost of incentives in 1 monthRecover cost of incentives in 1 month



Prepaid Starterpack Churn / Lifetime CampaignPrepaid Starterpack Churn / Lifetime Campaign
–– Low barrier to entry for prepaid customers (R 0.49!!)Low barrier to entry for prepaid customers (R 0.49!!)

–– ‘‘TooToo’’ High acquisition costs / connection incentivesHigh acquisition costs / connection incentives

–– Large % of NEW prepaid customers went inactive in last 2 monthsLarge % of NEW prepaid customers went inactive in last 2 months

–– What do we track? INACTIVITY or CHURNWhat do we track? INACTIVITY or CHURN

–– What % of new customers still have activity after 1/2/3/6 monthsWhat % of new customers still have activity after 1/2/3/6 months??

–– How do we CHANGE behaviour?How do we CHANGE behaviour?

–– ‘‘Personalised tenure rewardsPersonalised tenure rewards’’

–– Education on Loyalty programmesEducation on Loyalty programmes

–– RESULTS:RESULTS:
Activity after 1, 2, 3, 6 monthsActivity after 1, 2, 3, 6 months

up by 30up by 30--50%50%

Campaign Success Stories of 2009/10Campaign Success Stories of 2009/10



Prepaid SIM Swaps CampaignPrepaid SIM Swaps Campaign
–– Understand customer behaviourUnderstand customer behaviour

WhyWhy do you keep buying a new starter pack???do you keep buying a new starter pack???

–– Reasons:Reasons:
““Keep loosing my SIM card...Keep loosing my SIM card...””

““Phone lost / stolen...Phone lost / stolen...””

““Dating...Dating...””

““SIM swaps too expensive / difficult!SIM swaps too expensive / difficult!””

–– Make Prepaid SIM Swaps EASYMake Prepaid SIM Swaps EASY
Use Starter packsUse Starter packs

““Do you want to Activate / SIM swap?Do you want to Activate / SIM swap?””

–– WhatWhat’’s in it for me?s in it for me?
Keep your airtime, bundles, Talking Points, AND YOUR FRIENDS!Keep your airtime, bundles, Talking Points, AND YOUR FRIENDS!

–– RESULTS:RESULTS:
SIM Swaps increased by 500%SIM Swaps increased by 500%

Annualised Prepaid Churn down from 48.1% to 39.4%Annualised Prepaid Churn down from 48.1% to 39.4%

Campaign Success Stories of 2009/10Campaign Success Stories of 2009/10



Night Shift Promotion (3Night Shift Promotion (3--months)months)
–– Purpose: Value PerceptionPurpose: Value Perception

–– Offer: Recharge with R12 and get 60min FREE between 12am Offer: Recharge with R12 and get 60min FREE between 12am ––
5am per day for the rest of the week.5am per day for the rest of the week.

–– Low financial impact (thank you Finance!)Low financial impact (thank you Finance!)

–– Network capacity: 8pm spike due to offNetwork capacity: 8pm spike due to off--peakpeak

–– RESULTS:RESULTS:
Nearly 50% of customers benefited!Nearly 50% of customers benefited!

No reduction in ARPUNo reduction in ARPU

Impact on Network capacityImpact on Network capacity

Change behaviourChange behaviour

Night Shift Night Shift –– the Productthe Product
–– Subscription service: R7 per week; or R30 per monthSubscription service: R7 per week; or R30 per month

–– Introduce Introduce ‘‘autoauto--recurringrecurring’’ optionoption

–– Biggest Prepaid VASBiggest Prepaid VAS

Promotion Success Stories of 2009/10Promotion Success Stories of 2009/10



Mystery Hour (3Mystery Hour (3--months... extended to 6months... extended to 6--months)months)
–– Purpose: Value Perception, Education, Dual SIMPurpose: Value Perception, Education, Dual SIM
–– Yebo4Less tariff conceptYebo4Less tariff concept

LocationLocation--based discounting (utilise spare capacity)based discounting (utilise spare capacity)
Between 5% to 99% discountBetween 5% to 99% discount
Cell broadcast OR USSDCell broadcast OR USSD
Quick response / timeQuick response / time--toto--marketmarket

–– Promotion conceptPromotion concept
Guaranteed 100% discount for 60mins (onGuaranteed 100% discount for 60mins (on--net calls) over weekend (during daynet calls) over weekend (during day--
time!)time!)
““Keep your phone on: Check when your Mystery Hour?Keep your phone on: Check when your Mystery Hour?””

–– SMS campaign to Yebo4Less customersSMS campaign to Yebo4Less customers
–– Create Create ‘‘community hypecommunity hype’’
–– RESULTS:RESULTS:

Migrations to Yebo4LessMigrations to Yebo4Less
Improvement in ARPUImprovement in ARPU
Increased awareness of locationIncreased awareness of location--based discountsbased discounts
No negative impact on NetworkNo negative impact on Network

Promotion Success Stories of 2009/10Promotion Success Stories of 2009/10



Summer Promotion: 2009Summer Promotion: 2009
–– Purpose: Brand, Reward for Loyalty, Revenue, AcquisitionPurpose: Brand, Reward for Loyalty, Revenue, Acquisition
–– Concept / Marketing MessagesConcept / Marketing Messages

Every call / message / surf / content Every call / message / surf / content –– get you entries to win!get you entries to win!
Use your phone every day to win!Use your phone every day to win!

Just 1 SMS could make you a millionaire!Just 1 SMS could make you a millionaire!
Join Vodacom Join Vodacom –– and get bonus entries!and get bonus entries!

More than 100,000 winners sharing more than R27m in 10 weeks!More than 100,000 winners sharing more than R27m in 10 weeks!

–– Prizes (for 10 weeks)Prizes (for 10 weeks)
R100 airtime every minute (100,800 winners)R100 airtime every minute (100,800 winners) Anybody with activity on previous dayAnybody with activity on previous day
R100,000 cash every day (70 winners)R100,000 cash every day (70 winners) Draw based on usage of previous dayDraw based on usage of previous day
R1m every week (7 winners)R1m every week (7 winners) From 7 daily winnersFrom 7 daily winners
Game show to win potential R1billion!!!Game show to win potential R1billion!!! (Cancelled (Cancelled �� ))

–– Concept legal, responsible Concept legal, responsible –– and NO premiumand NO premium--rated SMS (like rated SMS (like ““100 Cars in 100 100 Cars in 100 
DaysDays”” promopromo))

Promotion Success Stories of 2009/10Promotion Success Stories of 2009/10

US$ 1 = ZAR 7.5



Summer Promotion: 2009Summer Promotion: 2009
–– BIG ATL campaignBIG ATL campaign
–– Launch MMS to whole baseLaunch MMS to whole base
–– Daily SMS to whole base (based per segment) Daily SMS to whole base (based per segment) –– 4.5m per day4.5m per day

How much sleep does a giraffe need? Google it on How much sleep does a giraffe need? Google it on www.google.co.zawww.google.co.za ! Remember, the ! Remember, the 
more U use your phone the better your chances to share in R27milmore U use your phone the better your chances to share in R27mil! ! 
Wanna know who Bafana Bafana will play in 2010? Visit Wanna know who Bafana Bafana will play in 2010? Visit www.homeground.co.zawww.homeground.co.za
tonight to find out more! The more U surf the Net the better youtonight to find out more! The more U surf the Net the better your chances to win R1mil r chances to win R1mil 
a week! With R1mil U and & your friends could go to all the Bafaa week! With R1mil U and & your friends could go to all the Bafana Bafana games! na Bafana games! 
The Cricket Tests start soon! Follow scores on line or come up wThe Cricket Tests start soon! Follow scores on line or come up with good excuses to ith good excuses to 
watch it at home! The more U use your phone the better your chanwatch it at home! The more U use your phone the better your chances to win ces to win ’’til 20Dec! til 20Dec! 
Win R1mil & U never have to go back to work! Win R1mil & U never have to go back to work! 
John Smith is VodacomJohn Smith is Vodacom’’s 8th millionaire! U could be No 9! Call friends, call enemies, s 8th millionaire! U could be No 9! Call friends, call enemies, 
just CALL to enter our weekly draw for R1mil just CALL to enter our weekly draw for R1mil ’’til 20Dec! Just think: R1mil will turn til 20Dec! Just think: R1mil will turn 
enemies into friends in a flash!enemies into friends in a flash!
ItIt’’s holiday! Going to the coast or partying at home? An extra R100s holiday! Going to the coast or partying at home? An extra R100,000 could come in ,000 could come in 
handy, right? Promo ends tomorrow! So chat while U shop, SMS whihandy, right? Promo ends tomorrow! So chat while U shop, SMS while U eat, surf the le U eat, surf the 
Net on the go. U never know your luck!Net on the go. U never know your luck!
Out shopping for gifts? Imagine if U had an extra R100,000 to spOut shopping for gifts? Imagine if U had an extra R100,000 to spend! Promo ends end! Promo ends 
tomorrow! So chat while U shop, SMS while U eat, surf the Net ontomorrow! So chat while U shop, SMS while U eat, surf the Net on the go the go -- you never you never 
know your luck!know your luck!

–– Spam? OptSpam? Opt--out of 1.1m vs 790m optout of 1.1m vs 790m opt--ins over 10 weeks!ins over 10 weeks!

Promotion Success Stories of 2009/10Promotion Success Stories of 2009/10



Summer Promotion: 2009Summer Promotion: 2009
–– Show REAL people winning!Show REAL people winning!

Winner announcements via SMS, Radio, Print, etcWinner announcements via SMS, Radio, Print, etc

Winner endorsement TVCWinner endorsement TVC

Promotion Success Stories of 2009/10Promotion Success Stories of 2009/10



Summer Promotion: 2009Summer Promotion: 2009
–– RESULTS:RESULTS:

No negative PR (whilst competitor ran SMSNo negative PR (whilst competitor ran SMS--based promo!)based promo!)

Positive brand / loyalty indicatorsPositive brand / loyalty indicators

Increased acquisitionIncreased acquisition

Improved Improved ‘‘activeactive’’ customerscustomers

Positive revenuePositive revenue……

Promotion Success Stories of 2009/10Promotion Success Stories of 2009/10



Future PlansFuture Plans
What will happen in 2010/11?What will happen in 2010/11?
–– More More ‘‘BIGBIG’’ promotionspromotions

Testing / pilot with direct campaignsTesting / pilot with direct campaigns

‘‘2010 event2010 event’’ in South Africain South Africa

–– FineFine--tuning current direct campaignstuning current direct campaigns
Micro targetingMicro targeting

More realMore real--timetime

–– SUBSTANTIAL SUBSTANTIAL Revenue Targets!!!!Revenue Targets!!!!
Year 1Year 1 100 (base)100 (base)

Year 2Year 2 167167

Year 3Year 3 278278

Year 4Year 4 347347



Questions?Questions?
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THANK YOU & COME VISIT US 2010THANK YOU & COME VISIT US 2010……


