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Vodacom Overview:

e Vodacom b LLL;E

— Is a Pan-African mobile
communications company establishec
in 1993 with nearly 30 million
customers in South Africa, Tanzania,
the Democratic Republic of the
Congo, Lesotho and Mozambique

— Is the market leader in all the
countries in which it operates

 South African Market
— 3 Mobile & 2 Fixed Line Operators
— 3 MVNO & Pseudo MVNO

— 7 Under Serviced Area Licenses
(USAL)

— Continued Major growth

— 38m Mobile Subscribers

— 70% population penetration
— 85% Prepaid

— Active Regulator — Subscriber
Registration
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Vodacom South Africa

58% Market Share

— 85% Prepaid, 5% Hybrid, 20%
Contract

50% Year On Year Growth
Lowest Cost Operator

— Nearly 6000 subs/employee
Strong Recognized Brand
Technology Leader
Strong Distribution Channel

Churn & ARPU Concerns

W VVodacom OMTN ECellC O Virgin (0.2%)

57.49%

Total Market Bases

39,000,000
38,000,000
37,000,000
36,000,000
35,000,000
34,000,000
33,000,000
32,000,000
31,000,000
30,000,000
29,000,000
28,000,000
27,000,000
26,000,000
25,000,000
24,000,000
23,000,000
22,000,000
21,000,000
20,000,000
19,000,000
18,000,000
17,000,000
16,000,000
15,000,000
14,000,000
13,000,000
12,000,000
11,000,000
10,000,000

o
<

5

SOUTH AFRICAN CELLULAR MARKET
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Churn & ARPU Stimulation Strateqy

« To engender a unified approach across the
organization that will

— use our brand and people

— to sell and support our quality products and services

— Across all channels

— Using multiple technologies

— To attain and retain customers

— And increase their spend with us

« AND to review what and how we’re doing continuously



Churn & ARPU Stimulation

 Very Strong Brand

— No.1 Favorite Brand — 3 years
running

— No. 3 “Coolest Brand”

 Quality Network & Coverage

— 98% of Land-mass and 99.5% of
population

 Integrated Sales and Service
Channel

— Central Customer Master

— Central Interaction Tracking
— 17,000 Points of Presence
— Ladder of Learning

— Walk-in Customer Care

— Repairs Outlets VodaCare
— Vodaworld Shopping Mall

— Measure though Independent CSI
and Mystery Shopping



Churn & ARPU Stimulation

 Loyalty & Rewards
— TV show - Yebo Millionaires
— Radio programme
— Talking Points
— Credit Card
— Contractual buy-in

« Sticky Products and Service
—  Multi-SIM
— B2B Interfaces
* (80% of all orders electronic)

— “With a little help from our friends”
at Vodafone

* Vodafone Simply
* Vodafone Passport
* Vodafone Live!



Churn & ARPU Stimulation

* Internal Service Drivers
— YeboStars
— YeboExcellence
— Bonus/Target Driven
— Executive Experience

— VAEP

 Corporate Social Investment
— YeboHeroes
e Miss South Africa & Other Icons

— Schools, Hospitals, Police Stations,
Rape Victims Unit

— Community Service Phone Shops



Churn & ARPU Stimulation Strateqy

 Matrix Channel Approach

— Technology and Customer
Segment

— Vodacom4ME

— VodaManage

— Myphone

— Kiosk

— DealerWEB

— DealerWEB Mobile
— Keyword SMS



Churn Reduction & APRU Stimulation

e And the results so far?

— Market share 58%!

— 50% Year-on-year growth!

— APRU
o Postpaid: $ 74 pm (0.7% decrease in Q4/2006)
e Prepaid: $ 9 pm (4.9% increase in Q4/2006!)

— Customer Retention

» Postpaid: 10.3% pa (0.7% decrease in Q4/2006)
* Prepaid: 42% pa (5.6% decrease in Q4/2006!)



Vodacom Strateqy

* A key element of Vodacom’s strategy was the
Introduction of an Enterprise Mobile Marketing solution

for:
— Churn reduction, and

— ARPU Stimulation
« Emagine was selected based on:

— Proven track records with large telecommunications, e.g.
Telstra, Hong Kong CSL

— Ability to implement within 10 weeks

— Abillity to handle large volumes of data



Execution: 3 phases

1. Launch Phase — 9 weeks

Design Build SIT UAT Cutover and PVT

Wk 1 Wk 2 Wk 3/4 Wk 5/6 Wk 7/8 Wk 9

2. Pilot Phase — 4 campaigns

Launch Talking Points Campaign Launch Welcome Campaign  Launch Mango Campaign Launch Recharge Incentive Campaign
(02 Oct 06) (26 Oct 06) (20 Nov 06) (07 Dec 07)

12 weeks

3. Production Phase - ongoing
1 Jan 07



Agreed Pilot Campaigns — 4 in total
Agreed Technical Architecture

Agreed Project Plan and Project Timeline
Cross—Functional Team Established

Implemented in 9 weeks



Launch Phase: Making it all work

Source Systems 8 key interfaces Interaction Channels
OIS
Datawarehouse —> Email

40 million
records / day SMSC

ICAP —>  Prepay IN
Administration
reporting
IVR
S Customer
Service
IN

High level architecture



2. Pilot Phase and Case Study

4 campaigns were executed during the pilot:

— 1 x Tactical Campaign: Mango Campaign

* Mango Campaign: Objective — To reward Vodacom contract customers
and to encourage Vodacom prepaid customers to increase recharge
revenue

— 2 X Strategic Campaigns: Talking Points Campaign and Recharge
Incentive Campaign

« Talking Points Campaign: Objective - Lower Talking Points Liability

* Recharge Incentive Campaign: Objective — Lower the risk of churn and to
stimulate revenue

— 1 x Operational Campaign: Welcome SMS

* Welcome SMS: Objective — To provide consistent and improved initial
customer experience



“Mango” Campaign

Vodacom alliance with a
new low-cost airline Mango

Mango is a huge hit in SA
— totally pre booked for 6 mths

Vodacom buys 100,000
return domestic airline tickets

10% of total capacity



Case Study 1: Mango Campaign

TV

Print

Press
Outdoor
Direct (SMS)

® Postpaid auto entry

® Prepaid: To qualify prepaid customers
needed to recharge > R60 or more
within a week



11 Dec 07

19 Feb 07

Mango: Customer Experience

X 8 campaigns

- 4 X prepaid
“Recharge for more than R60
Mango this week (before Sun 17t Feb) - 4 X CO ntract

Promotion and you will be eligible to go into

the draw to win 1 of 100,000 free
Return flights with Mango For 4 WkS

“Please re-send

Reminder SMS
l Name” SMS

“You are eligible to

Recharge >R60 SMS go into the draw to win 1 of 20,000
during week Mango tickets. Reply to

this text with your Name enter the draw.

Into Draw

Random Draw

“You have won a free return flight
From Vodacom and Mango. SMS
Call Mango and quote this coupon
number SHB376428 to book your flight

before 30 March 07. Names and
Coupon numbers

Sent to Mango

100,000 winners
Per week

Customer calls to book flight

Booking info received SMS
from Mango
Confirmation SMS

2 x “Folllow up”



Pilot Phase and Case Study



Results: Mango Campaign

R60 is 3 times average

Key Result: recharge
Mango Campaign increased e Over the month of Dec
high value recharge (>R60) by 160% 06, total number of
recharges increased by
500,000 during this
Recharge Volume period (160%)
* Increase in recharge of
400% R30M (US$4M)

—

Actual Monthly
Recharge

300%
200% -
100% -+

0%

Emagine system was
paid for within 4 weeks
of running the Mango
Campaign

;

Average Monthly
Recharge

Recharge Value

——

1/12/2006
8/12/2006
22/12/2006 ]
20/12/2006 |

S 15/12/2006
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Case Study 2: Talking Points Campaign

The Vodacom Talking Points program accumulates points for
customers according to their spend behaviour

Positive point’s balances represent a liability for Vodacom

Campaign was designed to lower the liability by encouraging
customers to redeem their points

Customers are sent an SMS encouraging them to redeem their
points when they hit points thresholds



Results: Talking Points Campaign

Key Result:

Talking Points Campaign « 15% redemption
increased redemption rates by 375% ‘e A0/ |
rate vis 4% in

control group

Percentage Cumulative Redemptions « Increase of 375%

20.00% 7 e Churnratein
= members who
v 15.00% :
o /  araet Gros redeem virtually
= 10.00% | / It BIOUp Zero
= —— Control Group
= 5.00% |
(¢B]
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0-00% I I I l l l l l l l l l [

1 3 5 7 9 11 13
Weekly




Case Study 3: Recharge Incentive Campaign
The Recharge Incentive Campaign targets prepaid
mobile subscribers with a low prepaid balance
These customers have a high propensity to churn

Campaign was designed to lower the risk of churn
and increase revenue

Customers with <R10 balance are sent an SMS
giving them an incentive to recharge greater
amounts within 7 days

A credit of R6 airtime applied for every R29
recharged (20% incentive)



Results: Recharge Incentive Campaign

Key Result:

Recharge Incentive Campaign
increased recharge rates by 180%

/
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Recharge Val

2.50%

2.00% -
1.50% -
1.00% -
0.50% -

0.00%

Rechargef(ume

7112/06

Dates

@ Target Group
m Non-Control Group

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”



Future Relationship

Ongoing support in the following areas:
— Maintenance Support / PSO

— Marketing Operations

— Training

12-month handover plan

4 new campaigns will be introduced per month

Increase communication channels from Emagine, e.g. Email,
DM, MMS

Extend across the enterprise, e.g. integration with call Centre,
Web, IVRS



Lessons Learnt

Executive Support makes it easier
It is possible to do things quickly
Big 5 is not the only option

Expect amazing results



