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1 General
Population of 47.4 million
Size: 2,250km (North-South)
Multi-cultural (11 languages)
25% Unemployment
60% Literacy
Industries: Mining, Tourism, Agriculture
Sports MAD! i

1 Telecommunication Bissau Buinea

Role of GSM in Democratization of
Communication in SA

Adoption of Converged Technologies &
Licenses

4 Mobile Operators (since 1994) —
including 1x MVNO

Continued Major Growth © 1800-Countries.com
Estimated 42m Mobile Customers

86% SIM penetration

85% Prepaid

Mobile Number Portability since 2006




1 Vodacom Group

— Pan-African communications company
established in 1993

— 32m customers in SA, Tanzania, Dem
Rep of Congo, Lesotho & Mozambique

— Annual Revenue approx US$ 6 billion
1 Vodacom South Africa
57% Market Share

23.3 Million Customers

15% Year-on-year Customer Growth

Technology Leader (3G HSDPA, DVB-H,
Mobile Advertising, Converged ICT
solutions to Business)

Network Coverage (98% of Land-mass
and 99.5% of population)

10% of Revenue from Data

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

Strong Brand




1 Procured and implemented Emagine campaign management system
during Q4 2006

— Approach
1 Agreed Pilot Campaigns — 4 in total
1 Agreed Technical Architecture
1 Agreed Project Plan and Timelines
1 Cross—Functional Team Established
— Implemented in 9 weeks!!

Design Build UAT  /Cutover and PVT

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

— Integration to various systems (data warehouse, customer care systems, IN-
platforms, billing systems, etc)
— Success due to EXECUTIVE SUPPORT & DEDICATED PROJECTJEAL/

-
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1 Established the Centre of Excellence in 2007 Q1

— Single Custodian of Direct Campaigns

1 Interaction model with Products & Services, Marketing, Customer Care,
Finance, etc

— Resourcing
1 Difference between Below-the-line vs. Above-the-line Specialists
1 Semi-technical resources a bridge between Marketing & IT
1 The Roll of Data Analysts
1 Assistance / Handover from Emagine (technical & marketing)
— Set the Principles
1 Targeted campaigns

1 Control Groups

1 Frequency of campaigns
1 Recording of interactions
1 etc




i Focus Areas for 2007

— Direct Campaigns for ALL
Products / Services

1 NEW Products / Services — part
of launch

1 OLD Products / Services — 4 new
campaigns per month

1 All campaigns had to be
‘recurring’ — run by itself going
forward...

— Integration into additional
channels (MMS, Bills, Letters)

Campaign Type

October 07

# of Campaigns

# of Customers
Campaigned

Products & Services

32

929 992

Post Paid (Acquisition; Retention)

P

205 225

Prepaid (Churn Prevention;
Recharge Incentive; Prepaid to
Contract)

4

491,384

Customer Lifecycle / Service

620 970

Loyalty / Rewards

2 859 927

74
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1 Talking Points Campaign
— Loyalty / Awards (High-end Prepaid
customers)

1 Talking Point = R10 (US $1.50)
recharge.

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

lntroducmg Loyalty A wards for Vodacom

1 300 SMS / 15% Airtime discount M e
1 750 SMS / 20% Airtime discount S\

* Loads of SMS Bunces

1 Free Handsets — Low / Medium / High = = & 3 ol

Redemption via USSD, Web, Call
Centre, Trade Partners

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

odacom




1 Talking Points Campaign

— Targeted per Points band
1 SMS to invite Redemption
1 MMS for Handset Redemptions
1 Outbound Call

— Forfeiture Notifications

— RESULTS:
1 375% Increase in Redemptions

1 Virtually 0% Churn Rate after
Redemption

et What kind of rewards can | get for
my Vodacom Talking Points?

S by
> o /]

= _‘- _ S 4
1000, 1500 & 2000 Points 150, 250 & 500 Points
b ot i o e cbgu Fron SHSs OFap o 20% o Voo o oot ol o 90 diys

from 5 March 2006

-
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Recharge Incentive Campaign
— Simple Concepit:
Recharge with R24 before 17/12
and get R3 free airtime

8 trial campaigns during '07
Target 3.5m customers via SMS in

Dec 2007

RESULTS:

1 150% Increase in Recharges
1 US $1.5m Campaign Profit in 10
days
Insights Gained
1 Uptake % variances
1 Change in behaviour



1 Prepaid to Postpaid Conversion
Campaign

20% of new Postpaid activations comes
from Prepaid

Challenges with Credit Vetting

Targeting Prepaid Customers
1 > 12 months Recharge History

1 Consistent Monthly Recharge
Determine Average Recharge & Handset |
Send MMS with appropriate deals
Pre-vetted when applying for contract
Special Credit Management processes
RESULTS:

1 More than 100,000 conversions in 7
months

1 US $2.6m Revenue




1 Prepaid Churn Prevention Campaign
— Low barrier to entry for prepaid customers

— Annual Prepaid Churn 30% — 45%
1 Reduced ‘pre-loaded’ value of SP to 10 SMS
1 More than 1/3 of new activations churn within 12 weeks
Don’t waste effort on them!

Promote Loyalty Programmes

Advanced Analytics required for Churn Propensity Models (5 trials

so far...)
— Obijective: Target high-value customers > 6 months

Get them to recharge ONCE more!

— RESULTS:
1 27% Uptake
1 Activity increased by 14%
1 61% increase in ARPU




1 What will happen in 20087

— Increased Capacity

1 Average of 9 campaigns per customer per year = 225m
interactions!

1 Add 1m customers into campaign per day
— Customer Lifecycle Management

— Near Real-time campaigns
1 Recharges / Incentives
1 Customer Experience / Service
1 Content
— Additional channels
1 Next-best Activity using inbound / trade
1 Email / IVR / Web

— Substantial Revenue Targets!!!!
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THANK YOU!!




