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Company, Industry, Year, Country

Annual Telecommunications Churn Rates

Western Wireless, Wireless, 2001, US
Vodaphone, Wireless, 2005, GB

Vodaphone, Wireless, 2005, ES

Vodaphone, Wireless, 2005, DE

Vodaphone, Wireless, 2005, IT

Virgin Mobile, Wireless, 2005, GB

U.S. Cellular, Wireless, 2001, US

Triton PCS, Wireless, 2001, US

T-Mobile, Wireless, 2005, GB

Sprint, Wireless, 2005, US

Sprint, Wireless, 2005, US

Nextel, Wireless, 2005, US

Nextel, Wireless, 2001, US

Hutchison Telecommunications, Wireless, 2005, IN
Cingular, Wireless, 2005, US

Alltel, Wireless, 2005, US

Alamosa PCS, Wireless, 2001, US

Touch Mobile, Prepaid Wireless, 2004, PH
Globe, Prepaid Wireless, 2004, PH

Earthlink, Internet Service, 1999, US

VOOM, HD TV, 2004, US

DirecTV, DBS TV, 2003, US

Subscribers, Cable TV, 2002, US

Las Americas - Cable California, Cable TV, 2002, MX
Digital cable subscribers, Cable TV, 2002, US
Cox (triple-play customers), Cable TV, 2002, US
Analog cable subscribers, Cable TV, 2002, US
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Prepaid Annual Churn Rate (%)
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110% ~
= Prepaid Actual Churn rate (% annual)
o Prepaid Best Practice Churn Rate at
100% given MCI (% annual)

90%

o
80% -| Value of Gap for

Operator K =
US $101.86m

70%

60% -

Value of Gap for
Operator AA =

50% - US $109.91m
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Enterprise-Initiated
Marketing-Driven

Segment based
Marketing

Event driven
Relationship based
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Customer
View
Traditional Campaign
— Intrusive
Targeted Campaign
Relevant

\\

Timely Interaction

: > Appropriate
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Success
Rate
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Gartner Group 2003
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Best Practice Campaign Management Framework

®

Data & Sources
s fzsess required data
* Identify data sources

s Quality, availability,
timeliness

* Prioritise
s Iterative improvement

2) Activity Monitors

& Triggers

® Create activity monitors
# [dentify triggers

e Relevant data triggers
customers into campaign

®

Customer Lifecycle Contact Strategy

s Customer Life-stage triggers
s Customer behaviour triggers
sExternal triggers

®

Campaign Definition
* Campaign Library

« Offer Library

s Communications Library
s Campaign Workflow

~)

Campaign Prioritisation

s Return on Marketing Investment
s Customer Yalue

* Test and Learn

* Time to Market

@

Campaign Execution
& Reporting

sExecute Campaign

* Closed-Loop Reporting

# Refine and improwve

Analytics to optimise
performance

* Churn propensity modelling

s MNext Best Offer (cross-sell)
propensity modelling

s Customer lifetime value

* Customer advocate analysis

#Rate plan optimisation

= Competitor comparison

# Campaign optimisation

sEvent detection

& Constraint based campaign
prioritisation

Channels

Customers & Prospects
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0-6wks 6-12wks
Create Relationship | ‘ Defend Relationship ‘ ‘ Reinforce Relationship
Oiffer right value proposition Aoquirs the right customer Verify the sala 'Anﬁm‘:hzndr}[aﬂ Servioe activation
g propos . Segmentation o . Proactive Optimisation
. LD + Local " «  Quality control l Pack(DM) confirmation H y
Internet - . Channel Mix Collect cust followed by TM ™1 . Ermail / SMS Big Cffer - best rates or double difference
- Mnce;irI‘e . Payment Mode " I sl :”S omer gﬁ_owe by . ™ (collect info for cross sell) TM
* ° «  Commission Structure nowledge N er .
. Bill comparison
12 - 26 wks
Grow the relationship ‘ ‘ Presarve the relationship | ‘ Recover the relationship
Cross Sell - Loyalty offer
Member get Member Mewsletter ! .
-Ill-1n'f|orm t DM - send 1o those . Plan . Community News Fraud alert . E'T:: ag:':;ﬁﬁ; Save high risk Winback high value
afiliate that requested further . a5 required ' . Cammunity Offers Bill reminder = ’1 'Igth mith frae customer - TBD ™
program info q . Latest Offers Iras
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Handset upgrade

% +

19% 0

Contracts/Recontracting

Rate plan optimisation

SIM lock

Migration offers - prepaid to postpaid

New value-added services (e.g.mobile data
etc)

S B I . |

Migration offers - postpaid to prepaid

7S [ [ 2

Third party offers (eg holidays, gift with

PR % I

purchase)

non-network

Accessories (eg extra battery)
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ONot applicable
ONot effective

O Average

B Effective

B Highly effective
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Effectiveness of Consumer segmentation methods: Postpaid vs Prepaid

. ) 1.56 W Prepaid
Usage type (i.e. personal versus business) 2.88 B Postpaid
Modelling propensity - Cross sell/up-sell 1.94 2.81
Modelling propensity - Churn risk 163 2.88
Profitability of the customer 2.56 3.44
Lifecycle with the operator 2.19 3.50
Rate Plan R:L 3.00
Behavioural - usage 2.59 3.69
Customer needs based (attitudes) 2'132.31
Demographic - lifestage 1'83,00

Demographic - age, occuption, income etc. 2 L 2.69

Geographic - regional, city, urban 1.69 2.19

! Do not use ' Not Effective ' Average ! Effective ! Highly Effective
0.00 1.00 2.00 .00 4.00
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Key Result:
Recharge Incentive Campaign
increased recharge rates by 180%

Rechargeymme
2.50%

o 2.00%
>
3
> 1.50% @ Target Group
2 1.00% m Non-Control Group
<
8 0.50%
0.00%

7/12/06
Dates
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2.29% recharge rate
v's 1.27% in control

group
Increase of 180%
Immediate ROI

“Spent $1 to generate
$1.80 within a week”
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Key Result:
Increased High-value Recharge (>R60) by
160%
Recharge \olurre
400%
g 0% — Actual Morthly
T 2oom g
o) /\ Average Morthly
g 100% - / V Recharge
0% ‘ :
HEEE
| ® 3§ 7
Dates
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R60 is 3 times average
recharge

Over the month of Dec
06, total number of
recharges increased
by 500,000 during this
period (160%)

Increase in recharge
of R30M (US$4M)
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Key Result:
Talking Points Campaign
increased redemption rates by 375%
Percentage Currultive Redenytions
20.00%
x 15.00%
[%2)] P
6 1000%: Target Group
‘% — Contral Group
§ 5.00% /\/_/_/_
O.w/o T T T T T T T T T T T T T

%

15% redemption
rate vs 4% in
control group

Increase of 375%

Churn rate in
members who
redeem virtually
zero
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