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The sunrise vision

“We want to earn our customers’ lifetime
loyalty by offering the best customer
experience and value for money.”

Hans Peter Baumgartner, CEO
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We are here to stay

* Qutstanding results
since 1998

* Launched in 2001 as
the first independent
full-service provider

* Today, we are Nr. 2 in
Switzerland
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sunrise — Always a smile

2.232 million
customers speak for
themselves

* Mobile: 1'190°000

* Fixed
network: 573’000

* [nternet
(dial-up): 321’000

* ADSL: 148’000
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A new start for hundreds of people

* In times of overall
HH worldwide recession,
sunrise has created 2500
new jobs, employees
from 60 countries

* continuous training and
education

* 13 company locations all
over Switzerland

* ... Injust seven years, we
have achieved more than
most other companies
ever will...
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Important investments in infrastructure

* |nvestments of over CHF 3.5 billion in
[ years

* sunrise owns the longest stretch of smooth-
operating, safe, and efficient new fiber optic
cables in Switzerland

* GSM coverage of more 99% of the
population

* UMTS coverage of roughly 60% of the
population
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A strong position

Quiality, reliability and trust

Customer-
friendly &
customer-

oriented

Established telco
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Price

Image &
lifestyle

Position



The CRM Elements
Focus on the entire life-cycle, keep promises

ustome

measure PI'Ofit
impyove f
manage Customer
Value/Behaviour
Customer Satisfaction
Customer Focus
ystems / Organisation | Information
Processes / Culture Communicatio
- Data Quality - Service Quality | Content Quality in:
-CMT - Product Quality | - Communication
- Data Analysis/ || - Contact Quality relevance _
Scoring - Customer Interaction
at all touchpoints

Model based on: Jay Curry,
customer marketing institute
adapted by touchpoints 2003
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CRM Strategy
Framework for our Customer Strategies

n
-“5’) New / Prospect -3 | 0St Customer
2
€| Acquire Grow Retain | [Reconcile] |Win back
p) new stars loyalt shifters lost
E Best Cross Sell Customer Save Immediate
g Customer Up-Sell Care Programs Win-back
g Cloning (stimulate) Customer Customized Staged Win-
n (Lzeea;]de o New Product Bonding Incentives back

Introduction Rewards One-Time Mover Win-

: Segment back
One Bill

spec. Offers
For any customer segment the customer strategy will focus on one of

the above strategic intents
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The sunrise ,CRM Model“

Strategic CRM

Vision & HR- / Product- / Price- /
Communication- / Logistic- /
Alliance partner policy

Tactical CRM

Scope / business case / control &
Marketing- / Sales- / Service-
processes

Emotional CRM
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Awareness / gap analysis / trends
| stakeholder expectations /
monitoring
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Situation in sunrise beginning 2002:

* sunrise a product and campaign driven company
* Customer satisfaction high, retention not well managed

* Silo view on customers by product (Mobile versus
Wireline&lInternet)

* IT-Systems are based on different platforms

* Different billing and legacy systems in use

* Campaign management manually driven

* No “de-dupe free” customer contact strategy possible
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CMT DWH architecture
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Result Grid
e

© sunrise 06.04.2005 14



cmt enables control of who receives what
and which CC script to be applied

Defining
Responses [Collateral Link

© sunrise 06.04.2005

15



Customer Care System interfacing to CRM

N

Response
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Customer Relation Life Cycle proactively

monitored

Intensity of Relation
(e.g. Customer Value)

A .
Retention call = >
. XO
Service call / o
Welcome ¢ \
(O
‘\0
o™
P
(Degeneration
Phase)

— : — . \ . ——> Time
Initiation v~ Socialisa-; Endan- ;| Growth : Endan- : Maturity : Endan- : Cancell- ;\ Abstinence / Revitali-
Phase tion germent i Phase :germent: Phase : germent: ation Phase sation

Phase JRRIEE= _PIEES Wiz Phase Phase

Develop .

Customer Tap the full Customer Potential

Potential

Customer
Acquisition

Based on Stauss, Finsterwalder developed by touchpoints for sunrise
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Event Managed Marketing

Satisfaction calls

Retention call
Retention call Loyalty benefits
m ---tuyalw-bgnefltg --------------------------------------------------------------------------------

Flex benefits

Flex benefits

Check call

uick fix ) i
Q Non-satisfaction calls

Reaction
Complaining

Time —
—
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Measuring Retention
Churn by month
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Improve Process

e.g. our satisfaction survey
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sunrise Contact | CC Process Team
B660_ASIS_Process CRM Survey Created | 18.112002
CC Project Management Draft
Modified | 18.11.2004
R q sunrise
Customer Spoerndli Digital Services Xerox
P g WIN/MOB CRM
5.1
New
survey
planned
6.2 (SER Capture) 6.1 (MS Word)
Load Create survey,
print specimens
(all 4 languages)
6.3 (Outlook) 640
Give go-ahead for Print survey,
> bill insert insert in bill
T
¥
65 () 6.6 (-)
Fill in survey, Open envelope, 56 C
return in prepaid pre-sort content sunrise Customer
envelope Care
8.1 Hot Spot
6.7 () 6.8
other Send customer Handle
media media to sunrise written media
questionnaire
6.9 (SER Capture) 6.10 (2) 7.1
Verify OCR data, Customer
questionnaire, correct reading media
extract data errors processed
6.11 (2)
Literature Check if literature
requested? requested Trendcommerce
8.2 Hot Spot
6.12 (2) 6.13
NO Compile data, Fulfil
send to literature
Trendcommerce request
I I
6.14 () i
Compile 72
austea ca
request
fulfilled
6.3 (Outlook, PPT)
Prepare summary
of survey results
7.3
Survey
results
available
Symbols Start& End Event > | Manual Step E [ Auomated step 5 [ Pre-defined Process [[ ]| pecision <> comnector O
Document: B660_ASIS_PROCESS CRM SURVEY.VSD I Page 1 of 2
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Satisfaction Survey
Survey Elements 1/5

sunrise 06.04.2005

Integration of
sunrise logo
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Satisfaction Survey
Survey Elements 2/5

High level
satisfaction
guestions
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Satisfaction Survey

sunrise

Survey Elements 3/5

Creation of up- and cross-sell opportunities
Qualified leads  Follow up calls by Sales & Info

woe Open communication of MGM program
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Satisfaction Survey
Survey Elements 4/5

Give customers the possibility to tell us what they like / dislike.
Text analysis done by human interface
Follow up calls / activities in case an immediate action is required
(segmentation by customer score and point in lifetime)

Adoption to Mobile welcome letter. Further usage of data planned.

sunrise 06.04.2005
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Satisfaction Survey
Survey Elements 5/5

Improve data quality

Say thank you!

sunrise 06.04.2005
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Preferred channel for telecom complaints
depending on the segment the values change

Preferred channel for complaints
Base: all persons

Not working E

Part time worker
Full time worker J:r
orker b
Women
Men
o *

|

Ephone

M letter
Oemail/internet
Ovisit dealer

W visit sunrise center
Ofax

0.0% 10.0% 20.0% 30.0% 40.0% 50.0%
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60.0%

70.0%
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Applying Customer Profitability to Campaigns
Maximize NPV for each activity
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#aximise the NPV of the campaign
Customer ,Bauer . b

by contacting only customers with
NPV >0

Customer ,Keller*

NPV per

NPV by contacting
profitable customers

o
»

umulative)

NPV by contacting all
customers

NPV per

0O customers
% (ordered)
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CRM Roadmap
Business segement

January 2005 February 2005 March 2005 April 2005
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CRM today
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1.0ne single integrated customer view,
one hill

Z2.Integrated product and bundling offers
Mobile/Wireline&Internet

3.Campaign Management Tool for
MOB/WIN based on a data warehouse
and customer segments (not products)

4 .0One face to the customer
5.“one"-concept

6.New Segmentation capabilities like
prospect data consumers and
business

Our achievements
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A

Luca de Carli

Head of CRM

TDC Switzerland AG
Thurgauerstrasse 60
CH-8050 Zrich

Luca.Decarli@sunrise.net
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Thank you
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