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AzZal etrek 1999
A mobilkom austria postane lastnik: Tel 2001
AZaletek sodel ovamjpallz V

A mobilkom austria postane 100% lastnik: 1 |
20065

APridobitev 1icencsepZab Ul
A Zaposlent 325 (1 2007)
ATrgni del eg: 207 qwoann

A ARPU: 23.3 EUR

A GSM/GPRS pokritost: 99,6%0 @#zpouy)

/A EDGEpokritost: 9Q%o u#2poay)

A HSDPA 10 sam2Q0D7



Skupnaa mabikeonausisaria
skupina mobilkom austria je prisotnav 7 dr gav ah

A 100%0 lasthilk
Si.maldldgeje
malbkkonausitaria

Anaj mol nej ga
mobilnih operaterjev
v Sredinjinn
Jugawzkieddni
Eviepi

A vpliv sinergiis e
znotraj skupine



Parthersk& p ouezayva v
Vodafomom

A eksktlzivino scdelaiania
sporazum je bil podpisan
januarja 2003

A uvedba enatheblagome
znamke- septembra 2003

A glaiizhinprocuktilstofitte
predstavitve od marca 2003

(EuroCall, Vodafonelive™,
Vodafone telefoni, Vodafone
Mobile Connect Card,
BlackBerry™™ iz Vodafona, € )



http://www.wppi.com/albums/cnn/cnn_logo.highlight.gif

Usmerreéansisk kpopaiaalku

ASlugba za pomol
365/7/24

AOdl il nostklsjtwlrma
razlikovalna prednost na trgu

A Oseben pristop k uporabniku

A Gi r mk a graedajnih centrov
I n poobl agl eni h

A Tesno sodelovanje znotra,
Mmagi |l negaotri ko
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Mar ket i ngka str e
2003

AHi tra rast (gtevil aiBl@j®| ni kov
povzrolila I NTERNO I NFLACI JO

ARast ¢gtevila zapos!l eni h
ARast gtevila marketingkih a
ARast marketingkega budget a
ARast gtevila segmentov, ki
A é

ARast obljub vodstva in pri/




Mar ket i1 n
2003

A Hitra rast v preteklih letih je
temeljila na preprosti logiki:

ANi zki vstopni
telefoni po 1sit

A 1zjemno hitra rast
penetracije mobilne

telefonije
AV takgnih razm
KT jJul ni KPI po
gtevila naroln

g k a

St
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Huston we have

ANi zki fAvztopni o strogki so pr
nNi zko mesel no porabo

AFinanl| ni pokazatel ] ni so sl e
nar In|ko , zar ad] napal ne ma

AMogni scenariji rAkiwestsj a podj e
A Price LeadershipPrepaid Atrgne raziskae
A Value Retention A segmetacija trga

/A Challenger A analize profitabilnosti

\é\ Value Growth strank in produktov

X Niche SME AfAWwargamingo
AFinanlna eval

scenarijev
A reorganizacija




Glavne predpostavke
Izbranega scenarija

A Pr i v digh valied segmente (SME, corporate, res.)

A Predplalnigka ponudba
A Brez subvencioniranja aparatoy,po| asnej ga r ast

A Opustitev filsit telefonovd kot prodajn
A Uvedba enotne blagovne znamke in opustitev pod-znamk

AStrogkovni vidiki

A Rahl o povelanje strogkov TK

A Nadal jevanje politike subvencioniranja na
A Strogki provizij prodajnim kanalom nespre
A Povel anje produktivnosti v 2004

A

Povelanje strogkov medomregnega povezovan
end strank




Stanje blagovnih znamk pred
spremembo

5|mob|l

halo

simobil mobil

business

gnfﬁﬁobil S|mob|l

business

QO vodafone’
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Vrednote\

blagovne
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Zakaj ?
/racionalni
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O bjectives A chieved results

AMove from three brands to one brand and full Dual

Build a strong Branding with Vodafone

meair;g ful Almage on the rise particularly on brand items like
bran g trustworthiness, value for money, addresses young
people and most strongest internationality
Grow

customers only a loss of 3.000 net adds
AChristmas activities resulting in higher activity rate in
Prepaid and good postpaid gross add rate

subscribers in
core target

YR

ADespite high rate of ending contracts and rate of unbound}
\

segments AGood results from rebinding campaigns
Grow value AAverage bill of new customers about 35% higher than bill
and usage in of churning customers
customer base AActive usage stimulation in prepaid segment
/
AReduction in FTEs by 5% since summer 2003
Increase

ALeverage of group benefits in different functions (e.g. HW
purchasing) and full leverage of Vodafone partnership
(e.g. Connect card campaign)

- AN /

productivity of
organization




Po prvih uspehih tudi
nNpl al evanj]j e st ar
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NajJj vel ] e tveganj
obstojeli h upora
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Si.mobil | e
drag ponudnik

b

Vv

0 |

s!mobil

e



Dej avn

| K

mobilenga operaterja

0,00

0,20

0,40

0,60

0,80 1,00

Subscription
Handset price
Usage costs
0,389

Function of handset

Discount

Lenght of subscription 0,000

0,920

0,902

Buying criteria ranking

Vir: Si mobi | d. d.

Trgne

Buying decision: handset vs package

first
handset
then
package
49,5%

first
package
then
handset
50,5%

razi skave



Si.mobil ovi novi prodajni apel
je manjvreden

Community

1S dset

Competitive Pricing esp.
Family Package

Planet

Telekom Slovenie/
Slovere Heritage

__________________________




O bjectives A chieved results C hallenge remaining
4 A
Move from three brands to one brand and full
Build a strong Dual Branding with Vodafone Alncrease Brand perception to a
and meaningful Almage on the rise particularly on brand items like more relevant item in buying
brand trustworthiness, value for money, addresses decision
\ young people and most strongest internationality

ADespite high rate of ending contracts and rate of
unbound customers only a loss of 3.000 net

ACompensation of end of 1 sit
Grow

subscribers in adds offers in subscriber numbers Major area
AChristmas activities resulting in higher activity ANegative number of Postpaid net i
core target : : ) i 0]
segments rate in Prepaid and good postpaid gross add adds and fAuncl ea
J rate segment concern

AGood results from rebinding campaigns

4 N 4 N

AcContinue with rebinding activities

Grow value and AAverage bill of new customers about 35% higher :
) ; . and transfer learnings from mka
usagein than bill of churning customers APrevent Mobitel community effect
customer base AActive usage stimulation in prepaid segment Y

negatively influencing churn

\_ AN - J
4 N 4 )

AlLeverage of group benefits in different functions Alncrease of quality and
Increase . e
roductivity of (e.g. HW purchasing) and full leverage of capabilities of staff
P Hvity Vodafone partnership (e.g. Connect card AAdditional optimization of cost
organization .
campaign) and structure

\ AN - j




Je vrstni red

odl ol 1 tveni h

dejavnikov
nespremenljiv?
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Benchmark
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Benchmarking of European Markets Guiding Principles for Challenger Pricing

|.  Make it simple & transparent

lI. Play it hard
Successful Pricing ? |
mobil lll. pravilo X
Q vodafone®
ﬂ V. praviloY

V. Ensure Overall Balance



Podrobna analiza cenovne
pol 1 ti1 ke 2 najbc

s!mobil




Npomlamskhh ol zkugn| &

POMIAD se konca 21" junija.
Siemens M35i

5,000

Svezenj POMLAD

5 51T na minuto.
Mesecna narocnina
1990 51T,

&SLMOBIE

ATrajanje i 2 meseca
ATo je bila ena izmed najbolj Udspegnih pro
AAr g u mB sitddeldje

Azaradi agresivnosti je bila promocija ustavljena




