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WHO IS ENQIO?
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Company

AOffering our Customers fAHIigh Value Sol ut

A A multi-disciplinary team with a unique mix of skills

A Data Mgt experts, Marketers, statisticians, business intelligence and data mining experts,
mathematicians, computer scientists, economists, sociologists, trouble-shooters and value seekers.

A Cross-competence skills allow fast switching between top down and bottom up
A Technical |l nfrastructure designed
A solid information platform; highly secured

A+ 50718 storage and processing of CDROGs

A 150 9001:2008 Certified
A Focus on Ahi gh quality del.]

A clearance to work for international government /bodies
A Experienced Management team

A Telecom, Media and Banking ’

A Experience in fASolutions Bum

A International experience
A HQ in Belgium

A Working for more than 40 countries
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Vision

Knowledge is not the problem

Al nformation and kn

enough
Available
. . . . / ustomer data
A Without insight Data is worthless
= | Analyti
_ 7 I capability
A Success = Understand ' . SVHREE
i its target market & med
o . ./ N capability
i its range of needs and potential — BecuionGap —
i how to best act upon this
information o

rrrrrrr
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Strategy

dgal {TAYy3 510l 2 2NJ

solutions that generate a measurable

higher return on information. (ROI?)
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Social networks @ ENQIO

Aug 2009, N

paigns executed
Aug 2008, iPhone a

Jan 2008, Viral marketing research in F

epl/increase campaigns
May 2007, Viral marketing in Slo

, MMS& VA ell campaign
Oct 2006: Start of SNA in P S& VAS upsell campaigns

6: Benchmarking of ENQIO social leaders
July 2006: Net promoter 9 Q

2006: Exceptional successful campaign

05: R&D , social leader, communities

Nov 2004: Anal ntact circle value
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Social network analytics @ ENQIO

SNA offering

4 Solutions for

- Social leader identification

- Detection of rotational churn
- general SNA analytics

Applied in

- Get, keep, increase actions

- Propensity models

- Customer value calculations

- Review of acquisition and
retention budgets

Experienced team

- 5+ years of experience with
SNAin telco

- Proven success in past projects

\

ENQIO Social Network users
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Successful SNA applications
4 Aviral stimulation of MMS usage A
Alntroduction of new tariff plans through
social leaders
ASuccessful introduction of a high value handset
AUp sell for prepaid VAS services with SNA
A..
AOur customers executed mor
campaigns based on ENQI O S
. .
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VIRAL MARKETING?
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Day 1:A news site on biking picks up the
Blog post and refers to it

IKRYPTONITE .4 N Day Oblogger publishes a movie :
How to pick a Kryptonite lock with a pen

Iy R ozyTANy i KS

Kryptonite also picks up the story and looks for a solution... It

Kryptonite’s
men of steal

would take3 weekso organize a calback actions + change of
manufacturing process

day 5:The N¥times publishes the story

- The sales of Kryptonite locks collapses

- Class action suit
- Recall action for the locks

a year laterKryptonite starts to regain shelf
space in the stores

Slide notes:
The story of kryptonite shows the power and potential of viral spread

Question of a customer:

How many are unlikely to ever again
purchase a Kryptonite product as a result of
this?
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The strength of WOM

m Consumers Trust Web Sites And Permission Email More Than Ads
“Indicate your overall level of trust in the following forms of advertising.”

wfgﬂrﬂ%gﬁgm
rand Web sites
Emaillsignad yp for
<—Cansumer opinions posted online = —
MNew spaper |
Magazine |
™ |

Radio |
Brand sponsorships 1
Search engine ads |
Ads before movies I

Product placements I
Online bannerads Trust “somewhat” = Trust“complately”

Text ads on mobile phones

|
ﬂ..l

7% UK Adults Frequency — mDispersion  mQuantty  mQualiy 0:}5 zmi] 40% EU% Eu% ]m%

35%

i oy —

tP

& o Source: MEC MedialLab @ ENQIO
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Word of mouth,

the extra direct marketing channel
G £+ANIf YIFENJSGAY3I dzaSa UKS LR2g.
YSaal3aS yR AyFfdzSyoOS (KS
C Customers trust opinions of other customers more than direct communications

C Less customers need to be contacted to reach a large group of people/customers
C Customer evangellsts allow a faster spread of new technologies/services

GCKS YSaalras o2 v!'al' g T GCKS YSAAFITS A
- ,. _ o« 4 A - o 4 A
FNRY | eSE02¢ By 1 T 68 20GKSNJ Odzai2 Y

Aabove the line — ||| w = Aviral messages
Direct mail 7 o AUsage stimulation with call me back
HOutbound call — - : w - Ainfluence by contacts

Amail h e m o 2 T A..
An shop communication S % . n

A..

Influence / impact

a!'y | OGAPGS Odzai2YSNI NBO2YYSYRIGA2Y| €SI Ra 0z
Boosted response on DM campaign from 5% to 35%
@ ENQIO




multichannel communication

Bill

Bill Insert, Bill message, Bill envelope.

. J
( )
Outbound > | Email campaign, SMS, MMS Video, Direct Mail.
. J
( )
Segmgﬁted > | Segmented Email and associated segmented web landing pages.
. J
( )
§ Offers > | Offer developments, IEW treatments offers.
© ; 3
IE Contact Contact centre script (in out bound calling)
s Centre Service support, FAB Briefing packs and agent ref material, promotional items.
n: ’ 3
@) Two way SM> Two way SMS to request international roaming
. J
( )
Video » | Video promo, viral series video utube, Video service support
. J
( )
BTL Activity Sales promotion techniques for target segment, Sponsorship opportunities, PR
concepts for promoting approach, Competition prizes, Member get member
. J
Slide notes:
2ha aKz2dZ R 68 4SSy +Fa | &aSLINYGS YIFEN)LSGAyY3 @.(FO'Q!Q 02



MMS campaign
e I

Prepaid social leaders not using MMS 100 free MMS per month during 3
yet with MMS enabled handsets, consecutive months

contacted via SMS In addition, possibility to fwd offer to friends
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Happy Hour campaign

Target Offer
Pay as you go social leaders 1 month free Happy Hour
with on-net voice spending (VAS on top of tariffplan)
lower than U4 per month fee of 5 euro will be applied

C SMS: 2.000 leaders
C Email: 286 leaders

Communication Results

Response rate

Direct SMS: 1.2% Improvement over previou:
e-mail: 2.4% campaigns

On top of direct,
Viral : 4.3% 3-4 times higher
conversion in circle
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| ooks nicee .

But it does not always work

Voicemail activation A no spread

Acquisition & retention campaigns A Nno success
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Virality of products

Leaders A
boost spread
High voice .ADSL
MMS ‘ ‘Mobile data
Banxafe
® ‘Content ‘Blackberry
>
Low V('jra' High viral
Sprea Low SMS spread
Low voice
) @ cConvergence & co-branding
Leaders @ \Vobile services
block spread (" Customer behaviour
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COMMUNITY MARKETING
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Impact on dongle adoption when convincing a social lead

. No social leader in the circle

No one in my circle has a dongle { ‘ _ _ _ _
. Social leader without dongle in the circle

Social leader with dongle in the circle

One of my friends has a dongle

{
Effect of in the circle
Two of my friends have a dongle ( of Converting a SOcCIa
{ leader

Three of my friends a dongle

< My average dongle adoption rate >
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Importance of communities

A School c¢classes, work colleagues, family,
I The Orange customer base can be treated as one group or as a collection of communities.

A Breakdown of the product diffusion curve per community for new products

1 & & Equivalent views
o) oQ > fb\ .
& & N e on customer Spread per community
N NI ¥ § base

N A AN A

Spread in customer base

4

Advertising, | Word to mouth Direct marketing
Customer ~ ~
Sales promo AnThe Buzz on ANSeeds

v

O/ A

=4

A

Viral or Buzz marketing approach
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The customer base,

Wallon
Flamand
Bruxellois

CodePostal 1000
CodePostal 2000
CodePostal 3000
CodePostal 4000
CodePostal 5000
CodePostal 6000
CodePostal 7000
CodePostal 8000
CodePostal 9000

Each dot represents a customer. The distance between 2 dots represents the distance/closeness in the

social network.

Afterward the dots are coloured based on the language or geographical location

ENQIO | netmob 2010
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When do people call

Time of day/week when customers from different segments contact each other

Business
Business hours

Low users:
9AM till 4PM |,
7days a week

/70,76% 0,75% 0,81% 0,81% 0,32%
0,90% 0,88% 0,95% 0,94% 0,96°

0,48% 0,51% 0,47% 0,34%
‘m) '-'_I 0 0/ o "EI 0 q° "-'_I 7. N

0,88% 0,95%
0,71% 0,82% 0,78% 0,87%
0,77% 0,89% 0,85% 1,03%
1,01% 1,09%

0,92% 0,88% 0,95% 0,96% 1,00%|0,82% 0,60%
0,90% 0,87% 0,95% 0,93% 0,99%]0,79% 0,58%
0,93% 0,90% 0,98% 0,95% 1,03%]0,78% 0,58%

0,91% 0,91% 0,96% 0,98% 0,98°
Q72% 0.71% 0.76% 0.77% 03%% 0,61% 0,66%
0,61% 0,681% 0,65% 0,64% 0,62% 0,54% 0,57%
0,42% 0,44% 0,46% 0,48% 0,47% 0,46% 0,41%

0,49% 0,45% 0,51% 0,48% 0,54% 0,53% 0,50%
0,26% 0,25% 0,29% 0,27% 0,34% 0,36% 0,29%

Youngsters
evenings, 7days a week
and weekend nights

0,35% 0,33% 0,34% 0,33% 0,40% 0,59% 0,69%
0,39%

0,47% 0,46% 0,48% 0,48% 0,49% 0,58% 0,45%
0,58% 0,57% 0,59% 0,59% 0,61% 0,81% 0,67%
0,86% 0,84% 0,93% 0,89% 0,91% 0,94% 0,74%
0,81% 0,79% 0,89% 0,83% 0,86% 1,03% 0,80%
0,62% 0,60% 0,72% 0,63% 0,69% 1,03% 0,86%
0,64% 0,62% 0,71% 0,65% 0,75% 0,94% 0,81%

ENQIO | netmob 2010




Events In communities

First MMS usage Handset switch

Churn

T
-1l
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Which algorithm to calculate these communities?

- Simple allocation rules (iterative process)
- Person Ais better connected to community X... A move

- Breakdown of the network
- Betweenness metrics

All algorithms have the same issues

- High variance of results
- With different parameters
- With different algorithms
- Difficult to interprete the results
- What does it mean to belong to community X
- What is the practical difference between different approaches
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ROTATIONAL CHURN



What Is rotational churn?

-

SPINNING ACQUISITION

Rotational churn

SPINNING CHURN

REAL ACQUISITION

FAKE ACQUISITION CHURN OF FA

REAL CHURN

rator.

ENQIO



Spinning / rotational churn

Spinners are customers that stop using their SIM card and get a new one (driven by
marketing actions, incorrect info at POS, Lost SIM,...)

Main Issues :
- ARPU drop of spinner 21%
- Unwanted SAC and SRC costs

- I ncorrect understand 17%

B Fake acquisition
mGrey
Spinner

Activations | T

Distribution of new Prepaid activations
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Spinning / rotational churn

Value of spinner identification

\_

Differentiated approach for \

ASpinners

T Understand gaps in communication (e.g. change of
MSISDN does not require a new card)

T Upgrade paths where customers are spinning
today to upgrade

T Remove from propensity models

T Channels promoting spinners

AFake acquisitions

I Tag actions that attract spinners

T Remove from propensity models
AReal churn/acquisition

T This is the target of propensity models

' @sed on spinners model /

Input towards

ALTV calculations
T Reconnect spinner pairs to look at total value and total lifetime
T Are FA profitable?

ACorrection of acquisition and retention costs )




Variable and event decomposition

Do they have the same contacts? Common contacts on the FIX net

@ (low expected variation)

Common contacts mobile off net
Are they the same person? ‘/ ________ (Rotational churn exists here

@ Common contacts mobile on net
(Rotational churn makes the contacts also less stable)

Do they call from the same places?

Sim A Sim B
Most used cell CellA <« > Cell A L
2nd cell Cell X < Cell Z C Similarity score
3th cell Cell F —> Cell X
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Rotational churn remains a challenge

A No target to model on
A Current models are too slow for operational use
(they are useful for strategic practices)
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CHALLENGES TO WORK WITH
SOCIAL NETWORKS



Stability

ami / copain

f - e—m @ = = — = = - famille

connaissance

O B N W H» U O N O ©

98 112 126

Dur ®e dbobservat
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