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1 General
Population of 47.9 million
Size: 2,250km (North-South)
Multi-cultural (11 languages)
Development: Mixed 1st & 39 world
25t largest economy (GDP:2007)
High income inequality

Industries: Mining, Tourism, Buinca Equatorial—3
AngCUIture Bizzau BGuinea aln

Sports: Soccer, Rugby, Cricket,
Golf

1 Telecommunication
GSM started 1994
3 ‘Major’ Mobile Operators

Ad (0] p tl on Of CO n Verg ed 2 1800-Cavuntries. com
Technologies & Legislation bring
NEW players

Matured Market: >100% penetration
Customer Registration: 2009




1 Vodacom Group

Total communications provider in
Africa

65% owned by Vodafone
Customers: 39.6 million (FY 2009/3)
Revenue: R55.2 billion (FY 2009/3)

GSM: 5 countries (SA, Tanzania, Dem
Rep of Congo, Lesotho &
Mozambique)

Gateway Communications: 40
countries

1 Vodacom South Africa
53% Market Share
27.6 Million Customers (85% prepaid)
Broadband Customers 80% up (720Kk)
Nearly 5m Mobile Internet users

Strong Distribution / Sales channels
(17,000 Points of Presence)

Strong Brand
Technology Leader

US$1=ZAR 8




Established Centre of Excellence in 2007
Central Custodian: Strategy, Policy, Controls & Execution

Obijectives: Customer Lifecycle, Revenue, Retention, Acquisition

Campaign Portfolio (recent month)

# of Customers
Campaigned
Products & Services 25 3322561

Contract:
-Acquisition 1 11 631
-Retention 166 171 763
Prepaid-to-Contract Conversions 1 11 650

Prepaid Churn Prevention
-Predictive Model 3 41 903

-Lifetime Extension 6 6128 133
Recharge Incentive:
-Prepaid 4114 473
. Top Up 366 681

Customer Lifecycle Management 5595 771
Loyalty / Rewards 4 603 589

# of Campaigns

~
A4

Campaign team : 6 Marketing Specialist & 3 Technical Support Qﬁ\
vodacom




1 Use Emagine Campaign Management System
Implemented in 9 weeks!!
Return on Investment < 12 months

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

Near real-time IN integration (15 min)

Current Channels

1 SMS (3m per day)

1 MMS (1.1m per day)

1 Direct Malil
Email
IVR
In / Outbound call
Print & Electronic Bill
Web Portal

— 253 concurrent campaigns per month




1 Recharge Incentive Campaign
— Simple Concept: Recharge with R24 before dd/mm, and get R3 free airtime.

— Personalised target / incentive per customer
1 Increase frequency of recharge
1 Increase denomination of recharge

— RESULTS:
1 R4.00 per month recharge increase (per customer)
1 Recharge vs Incentive of 14:1
1 Target vs Control Group Improvement between 15% - 30%
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1 Prepaid Starterpack Churn / Lifetime Campaign
Low barrier to entry for prepaid customers (R 0.49!!)
‘Too’ High acquisition costs / connection incentives

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

What do we track? INACTIVITY or CHURN

What % of new customers still have activity after 1/2/3/6

months?
Make Prepaid SIM Swaps EASY

How do we CHANGE behaviou Prepaid Activity
‘Personalised tenure rewards’

RESULTS:
1 Activity after 1, 2, 3, 6 months
up by 30-50%
1 Ann. Prepaid Churn

down 22% Month2 Month3 Month4 Month5 Month6 Month7 Month8

Percentage of Subscribers

=—t— Target Dec 2008 ——#=— TargetJan 2009 Target Feb 2009
Target Mar 2009 TargetApr2009 = &= Control Dec 2008
= o= Control Jan 2009 Control Feb 2009 ControlMar 2008




1 Talking Points Campaign
Introducing Loyalty Awards for Vodacom
— Loyalty / Awards (High-end Prepaid p,ep,,,dc,,,,,me,-s #
customers)
— 1 Talking Point = R10 recharge

— Thresholds Redeem for:
1 150 SMS / 10% Airtime discount
1 300 SMS /15% Airtime discount

Vodacom Talking Points

1 750 SMS / 20% A|rt|me discount can be exchanged for

: 'S\ FREE REWARDS:
1 Free Handsets — Low / Medium / - B\ sl

* Loads of SMS Buncles

i g h ‘ 3 . e * Huge Call Discounts
4 e
ffGsvoucker  vodaoo W fomers

— Redemption via USSD, Replay SMS,
Web, Call Centre, Trade Partners

As o Vodacom Prepaid customer, have you ever wished
you could get a cellphone like controct customers do?
With Vodacom Talking Points you too con earn a free cellphone!

vodacom




1 Talking Points Campaign

_ i P8 What kind of rewards can I get f
Targeted per Points band histol it
1 SMS to invite Redemption _—— .
1 MMS for Handset Redemptions = /7 )
1 Outbound Call s Vi

— Forfeiture Notifications

— RESULTS:

1 Up to 173% Increase in Redemptions

Campaign Result: Target vs Control
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Future Plans




Questions?




