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INTRODUCTION

NEREO presents the following document to highlight the opportunity to retailers in the
LATAM region to become MVNQOs

* NEREO has extensive experience in assisting clients to achieve their MVNO objectives. Based on
this experience, we have analyzed how retailers can develop the opportunity that the MVNO
business offers to them

» Retailers have great assets for an MVNO business and can create substantial value by
leveraging on synergies between their existing capabilities and mobile telecommunication
services propositions

» Retailers can dramatically increase the uptake of their products and services in the target
market segment by launching an MVNO

 Finally, this document is intended to provide a high-level understanding and show the

attractiveness of the MVNO proposition for those candidates which come from the Retail
Distribution space, including the Telecom subsector
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RETAILER MVNOs

TELECOM RETAILER MVNQOs

RETAILER MVNOs IN LATAM
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RETAILER MVNOs
Leveraging Assets

Retailers can leverage on their existing assets to improve the delivery of mobile
telecom services to their existing customer base

DESCRIPTION KEY ELEMENTS

Key Assets

Relationship

Community

* Increase in customer wallet share
(telecom services + mobile services)

 Strengthen relationship with
customer base

« Ease-of-use, simplicity and low pricing
« Special retail offers for telecom clients
and telecom offers for retail clients

« Utilize existing distribution
channels to push telecom services
« Simplified registration processes (pick

& pay)

* SAC reduction through value chain
control and distribution channels
ownership

« Tapping into existing clientele and
loyalty program members to target
new clients for telecom services

 Creating community effect
between its mobile service clients

» Segmented distribution channels
« Special rates for communication
between members (on-net rates)

Retailers have two key assets to run a successful MVNO business: existing distribution
channels and strong relationships with clients
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RETAILER MVNOs
Worldwide

Some retail distribution groups have launched MVNOs worldwide with different
degrees of integration with their core businesses

epeig $

Carrefour TELEOOM (B £ A Al {

Some retailers have launched MVNO businesses in multiple countries where they own
distribution operations
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TESCO MOBILE
Value Proposition

Tesco Mobile has successfully leveraged its customer relationship in the mobile business

Retail MVNO success: Tesco Mobile

Overview

Key business focus

= Tesco Mobile is an 50/50 JV between Tesco Plc. and Telefonica 02
created in 2003 to market prepaid mobile services

= Tesco is the 3™ largest retailer worldwide with presence in over 2300
stores in the UK

= Tesco Mobile, along with Tesco Broadband and Tesco
Branded, makes up Tesco Telecoms

= Products are sold in Tesco Phone Stores, Tesco aisles
and on Tesco Online Channels

MVNO model

= Tesco Mobile is a Service Provider/Light MVNO

= Tesco provides marketing / distribution services to the JV while
Telefonica 02 provides network services

= Tesco Mobile owns the customer relationship

= Telefonica O2 owns the network infrastructure, proposition
development and IT support systems

= The JV model reduces Tesco’s capital investment to a minimum and
also eliminates the risk of technology obsolescence

TESCO

A L L _—

= Use Tesco’s assets and capabilities to create value

= Gain customer loyalty through simplicity and service

= Competitive prices, great service and unique Tesco benefits
across its mobile products and services

= Sell Tesco mobile products through all Tesco channels
in addition to Tesco mobile stores

/ Key success factors

mobile
= Tesco assets and capabilities:
—Wide and loyal customer base
—Trusted brand
—High capillarity store network
—Customer Data & Insight

= Simple offers with unparalleled customer service, selected best-in-
market for 13 quarters

= JV with Telefonica O2 ensures strong MNO support

Source: NEREO analysis
LATAM RETAILERS - 1510
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TESCO MOBILE
Partnership Highlights

Both partners (Tesco and Telefonica O2) have an equal stake in the Joint Venture

.
-

4
a

Leading UK mobile operator with over 27%
market share

Extensive Mobile Network Infrastructure in
the UK

Provides access to its mobile network at
lowest possible prices

Provides proven customer management
systems

mobile

Provides both the technical and regulatory
telecom expertise

Jointly determines commercial offers and
products & services

TESCO

A SR S A

Leading retailer worldwide

Over 2400 stores in the UK leading to over
30% market share

Provides its extensive distribution network to
the Joint Venture

Offers access to the wide customer base of
its loyalty program

Extremely strong brand associated with
value provides differentiation capability to
the Joint Venture

Jointly determines commercial offers and
products & services

Tesco mobile owns the customer relationship and leverages on the partners’ respective

strengths
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RETAILER MVNOs
ALDI TALK

ALDI TALK has been able to reach over 5 million customers in its initial years
sticking to its core guiding principles of simplicity & low-cost

Website
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DIE FLATRATE SENSATION

Filr 2he UEETEMENDEN UMD ZUKUNFTIGEN ALDI TALKS
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RETAILER MVNOs

Carrefour Telecom Taiwan

Carrefour Telecom Taiwan was launched in Nov 2008, in partnership with Chunghwa

Telecom

First-to-the-market with
prepaid

Postpaid offering recently
launched

ARw TRV Y
SUNEMN SEAVINGS
wwwwwwww

Lower prices translate to
higher savings

Telecom integrated with
customer loyalty
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Highlights

=Competitive market with 4 mobile
operators

=Carrefour telecom was the first player
to aggressively push prepaid

sCarrefour has 65 muti-format stores
spread across Taiwan

*Has recently launched the higher ARPU
postpaid offering

="Low-cost mobile offering  with
frequent promotions for extra
minutes

*Prepaid users get discounts on
recharges based on purchases

*Plans to offer loyalty points to
postpaid users for the bill amount
paid

NMEREC



RETAILER MVNOs
T24Mobile (1)

T24Mobile was launched in Aug 2010 as a JV between Future Group (India’s biggest
multi-format retailer), and Tata Teleservices (a Mobile Network Operator)

Future Group Key Facts
*FUTURE GROUP has presence across the

future group”

© CENTRAL

Department Store

pantalans

Fashion Retailer

%7

l/_/

/[ Darang FRETORY

BEST BRANDS » SMART PRICI

Outlet stores for clothes

I8 s0 savi aur accho kahin nald!

Hard Discount Retailer

FOOD BAZAAR

Grocery Supermarkets

\‘,'

Electronics superstores

HomeTown’

Home-Improvement
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consumer consumption space with retail
being the prominent driving sector

=Established in 1997, has transformed

from just retail into a leading group with
presence in capital, consumer finance,
insurance, brand development, retail real
estate development and logistics

=t operates over 1.6m square mts. of
retail space in 73 urban and 65 rural
locations across India

= Multi-format retail strategy capturing
the entire consumption basket

*Partners with Axiom Telecom, UAE for
retailing handsets thru in-store kiosks

= Additionally, it sells mobile handsets and
accessories online and in-store
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RETAILER MVNOs
T24Mobile (II)

sold as "UNPAID"”

INDIA'S FIRST

UNPAID

MOBILE CONNECTION

Low-cost prepaid offering

SIM menu provides
information about specials

T24 SPECIAL

OUR SPECIAL SERVICES, ONLY FOR THE SPECIAL YOU,

G0 TO MOBILE MENU > T24 SPECIAL > ENGLISH OR HINDI MENU >

CHOOSE AN OPTION AND EXPLORE THE SPECIAL WORLD OF T24

o Shoppig - Eringng shoppng close 13 pou vl T Special B2 Srst o hmow adowt our
shapping afers, latest Yends, best dedls and mach meve. Ga 4o Yol Benw > TH Speca>

' Sngish o i then > st e e e B Food B, Cental o
o otiers and get ready to expenence shapping ecrmagesci of pour TH Metd:

5 57140 SN #co0 8AzAs |

SHOP MORE TALK MORE —
Free minutes for purchases

TALK MORE SHOP MORE -
Discounts for recharges

T simrenion e e doacerior & g el e o Tl Telepenies Oy
ot

Toos ke s s i oy of e cemmmnsions m which o loe mee spenied
SL3p0o ey e o5 il be et A s e rasiones v £ s To i Se e,
istyen et Do s M i N mime dd e Tam g o
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Highlights

=Highly competitive market with over 10
operators leading to extremely low tariffs

*Prepaid offering which can be bought
by exchanging loyalty points

=SIM card is sold only in the hard-
discount retail format while recharges
can be obtained in all retail formats

=Customers can look up special offers
in the stores by using the bilingual SIM
menu which works on USSD

=Customers can obtain free recharges
based on their purchases; different
formats offer varying recharges on
the same purchase amount

sCustomers can earn discounts on
specific products for recharges

MNMERECO



RETAILER MVNOs
T24Mobile (III)

The telecom offering is fully integrated with the retail loyalty program: shoppers
are rewarded with free airtime while mobile users are rewarded with discounts at stores

SHOP MORE TALK MORE - Free minutes for purchases

HARD DISCOUNT/FOOD DEPT. STORE / FASHION ELECTRONICS / HOME
B EEI g aNmAL pantaons Pemmme’| @ 20Ne ~__HomeTown' |
Bill Amount Free Talktime | Bill Amount Free Talktime Bill Amount

(in INR) (in INR) (in INR) (in INR) (in INR)

351-500 10 501-1000 20 1001-5000 15
>01-1000 15 1001-3000 40 5001-15000 60
1001-2000 33 3001-5000 125 15001-3000 175
2001-4000 70 ) ]

Above 4000 150 Above 5000 225 Above 30000 350

Features
sPurchases in different retail
formats count for varying

amount of free minutes
Highest rewards are offered
for purchases of clothes or in
the department store

*The awarded free talktime is
printed on the purchase
receipt & can be redeemed at
an in-store T24mobile kiosk

TALK MORE SHOP MORE - Discounts for recharges

Recharge Amount (in INR) Discounts on Purchases (in INR)
100 50 off on t-shirt worth 149 @ Big Bazaar
200 Gift voucher worth 100 @ Brand Factory
300 100 off on t-shirts above 499 @ Pantaloons
400 400 off on 32" LCD TVs @ Ezone
500 500 off on purchase of 2000 @ Hometown

=Mobile users recharging their
T24mobile card are offered
discounts on purchases in
Future group retail outlets

=Users receive a ‘m-coupon’ via
SMS, upon recharging, which
can be redeemed at the counter
at the time of billing

Future Group, through T24mobile, strengthens its existing relationship with customers
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RETAILER MVNOs
Casino Mobile

Casino Mobile was launched in France in Sep 2010 on Orange mobile telecom network

Low-cost prepaid offering Sim card is bundled with a Highlights
with Pick&Pay starter pack limited range of phones -

— = atest entrant to the MVNO business
Mobile_J 9 ' @ r! A, | =CASINO GROUP is one of the largest
| ol N : multi-format retailers in the world with

. — PACK P ='~::I, extensive presence in France
= g4t ; . . .
SANS ENGAGEMENT | = ,a&-l A : A ?,L_,: =Mobile service branded as simple and
s ~] low-cost
Points awarded to loyalty Recharge bonuses =Mobile connections sold both as packs
card only on pack purchase awarded on high recharges and SIM-only
o8 =Initial pack purchase is linked to

bonuses on loyalty card

‘ N =Packs are only sold in stores while
o ) R recharges can done online

Crict oot

ZOOaL

smles

Casino Mobile has not yet developed the integration between the traditional retail business and the
MVNO business
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RETAILER MVNOs
Poste Mobile

Poste Mobile was launched in 2007 and its customer base has reached almost 2.5
million customers in 2Q'2013

Customer Base Distribution Network Highlights

= Bundles mobile services with financial
services

» Launched in 2012, it was the first all-
included (National Voice, National SMS,
1GB) offer in Italian market

=Makes use of a multichannel
distribution strategy to target
consumers

Posteitaliane

SranciRecogibion =It has developed a set of m-VAS (m-

Banking, m-Payments, m-
Commerce, m-Postal Services) to
differentiate from its competition

Gruppo
Posteitaliane

= The offer includes the most advanced
handsets and devices

= [t targets both the residential and the
business customer segments

Poste Mobile is the most succesful MVNO in Italy, having reached around 55% of the total Italian
MVNO market
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RETAILER MVNOs
Retailer MVNO benchmark (I)

Some retailers have decided to develop a tight integration between their existing business
and the developed MVNO business in different ways

MVNO Retailer
Business involvement Cross-selling
Retailer MVNO Country Operator Model in MVNO ownership activities
- S 02
= L H
TESCO (MNO) Service Strong,
I§§§9 6 Provider in through the Limited
a 50/50 v share in the
il 02 with 02 B\
(MNO)
G in Orange o
;arrefour Mobile (MNO) |_|m|ted
:‘\ua::: o Orange Very strong, Limited
Carrefour () (MNO) _ Carrefour fully
Service manages the
- Provider MVNO
Polkomtel customer .
—
Q (MNO) experience Very active
" NA .
“rgm =l (MNO) Very active
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RETAILER MVNOs
Retailer MVNO benchmark (II)

Some retailers have decided no to be involved in the development in the MVNO business
and treat the mobile as any other product in their portfolio

MVNO Retailer
Business involvement Client Cross-selling
Retailer MVNO Country Operator Model in MVNO ownership activities
_ Tata Branded - .
future group ™ —_— (MNO) Reseller Limited Very active
Service Very strong,
- Tido Provider Exito fully
gupo éxito Oéxito o (MI?IO) (with own manages Very active
ket numbering customer
plan) experience
Very strong,
s vil Entel Falabella fully
{LOOVS B (MNO) Full MVNO manages Very active
customer
experience
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RETAILER MVNOs
Retailer MVNO benchmark (III)

Some retailers have decided no to be involved in the development in the MVNO business
and treat the mobile as any other product in their portfolio

MVNO Retailer
Business involvement Client Cross-selling
Retailer MVNO Country Operator Model in MVNO ownership activities
Tracfone Exclusive
[Praik == (MVNO) _brand Almost non-
distributor existent,
Wmalmart Walmart only None
T-mobil Exclusive sells the
L= MNOY brand product
( ) distributor
E-plus Eplus
- (MIID\IO) Branded
o Reseller
Very limited,
A Medion Aldi only
ALDI TALK — E-plus (MVNE) provides the .
M ’!:gl_ﬂ] — (MNO) Branded brand name Very limited
N Reseller and sells the
product
KPN
i KPN Branded
(MNO)
Reseller
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RETAILER MVNOs

TELECOM RETAILER MVNOs

RETAILER MVNOs IN LATAM
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TELECOM RETAILER MVNOs
Expanding into MVNOs

MVNOs are inherently attractive product extensions for telecom retailers given their
complementary nature to the existing offerings

DESCRIPTION

KEY ELEMENTS

Specialised
Salesforce

Sales force with wide
experience in selling
mobile telecom
products

Aware of customer
requirements &
perception

Understanding gaps in
mobile services in the
market

Customer assurance
with the help of branding
and responsive sales
staff

LATAM RETAILERS -

Relationships

Existing relationships
with Mobile Network
Operators

First point of contact
for many mobile users

Existing relationships
facilitate speeding up of
pre-launch activities
Extensive distribution
network consisting of
own stores and other
partners

1510 | 19

Receptive
Clients

Since clients are already
buying related products, it is
easier to present
propositions
Communication can be
targeted specifically at
certain segments.

Mobile service offerings targeting

specific segment

Simplicity and convenience
are the highlights that are at the

core of these mobile offers
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TELECOM RETAILER MVNOs
The Carphone Warehouse (I)

Mobile retailers like The Carphone Warehouse base their success in a number of key
elements

The Carphone Warehouse

Overview Key business focus
= Mobile telecom retailer with operations in several European ™ Launching MVNOs with different brands and specific value
countries as well as in the USA propositions in order to get to specific niches, difficult to

target, segments of customers
= It is one of the leading mobile retailers in the EU g g

= Mainly focused on the prepaid segment
= | aunched three MVNOs in UK and several others y prep 9

across Europe

Business model Key success factors

= MVNO operational model: Service Provider = High Capillarity distribution channels

= Strategy: multi-brand offering = High percentage of prepaid customers

= Target segments: Young, cost driven; immigrants, = Existing customer relationships and sales channels
convergent users

= Pan-European retailer / MVNO
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TELECOM RETAILER MVNOs
The Carphone Warehouse (II)

The Carphone Warehouse targets different customer segments in the markets where

it operates
. Esrgf?:teiimngri]gerants UK Germany * Launch: 2003
lowest international _ " Service Provider
calls Obie- = Host: T-Mobile,
= Service Provider m / mooie Vodafone, E-Plus
= Host: T-Mobile i
= Targets young UK France = Regional MVNO
Cl#fstqmelrs by . * Launch: 2004
offering low cos Y = Service Provider
calls an ) || .
lls and SMS Brell,“ Host: Orange
= Service Provider — g{gy_lf_z '
= Host: T-Mobile
= Targets convergent UK France = Appealing brand
users by offering free = Launch: 2005
fixed to mobile = Service Provider
= Service Provider r;\r(a) klle = Host: Orange
= Host: T-Mobile
* Launch: 2006 Portugal = International calls
= Service Provider S - T—— ®= Launch: 200?1
® Host: Optimus : . = Service Provider
P mOblle h = Host: Orange
From The Carphone Wirstouse mOV“

The Carphone Warehouse uses different branding strategies for different markets rather than a
one-size-fits-all approach

MNMERECO
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RETAILER MVNOs

TELECOM RETAILER MVNQOs

RETAILER MVNOs IN LATAM
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LATAM RETAILER MVNOs
MVNO candidates

Some retailers in LATAM have already taken the decision to enter the MVNO market wile
others are currently considering the option or may do so in the near future

Bl Liverccol

e

Walmart 2

Meéxico y Centroamérica

Celektra

OZ@) & coso

i

Rifiamings 4 Falabella
D5TC p{umso

e

lider i
/% v B
N~ |
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'These retailers have already launched

| 23

L their MVNO business )
1))
| 3 MONGE ,,“.
Cans s &7 follmavi
-

|4 Falabella

N7
magazine!g!e_zig
LOJAS AMERICANAS
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LATAM RETAILER MVNOs
Retailers Value Propositions

Retailers (Department Stores) in LATAM base their value proposition either on their
product assortments or on offering installment plans to customers

Retailer Value Competitive MVNO Value
Proposition Advantage Proposition Examples
_ o «Cross-selling o
Product- «Product assortment *High capillarity potential, linking
and priCing distribution network mobile services with 'Jmlloy\:;:\;/‘v\!g!‘rr:‘;ﬁ:l{,
. «Wide range of traditional sales
- Convenience products through loyalty
Retailer programs
Value
PO Ot O 11«
. . C el
« Established credit *Bundling credit a —
relationship services with £ Falabella
Credit- «Installment plans ) _ handset sales &
«Credit scoring and airtime financing @
based collection capabilities
SORIANA
Celektra

Retailers should leverage on their existing capabilities to develop a successful MVNO
business
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LATAM RETAILER MVNOs
Key Issues

The answers to the questions a retailer should answer when facing the entry in the mobile
telecommunications business will heavily depend on the objectives it wants to achieve

What business model
is going to be
developed? (Full-
MVNO / Service
Provider / Brand
Reseller

Retailer brand /
Co-branding / New
Brand?

What relationship is
develop with
mobile ecosystem?
(3V / Partnership / Distribution: Offline

Client-Provider) p) / Online / Both?

Who is going to
hold the
relationship with
end-customer?

Cross-sell with
other existing
businesses? (credit,
insurance, travel...)

Accumulate loyalty
points for mobile
usage / Redeem
points in mobile
service / both?
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LATAM RETAILER MVNOs
Levers

Retailers in LATAM can leverage on their current assets and capabilities to successfully
develop an MVNO business

Retailers do not have to
invest in new brands
because they already
Retailers are able to own well known Retailers have already
create successful cross- brand names developed high
selling strategies capillarity distribution
networks, within easy
/ reach for its potential
G e mobile customers
/ Levers of \

\ retailer

Some retailers in the

- MVNOs /
LATAM region have

developecgl an even e e Retailers are already used

stronger relationship with O / and know how to work

their clients by bundling with low margin
credit services with products and private
label products

traditional sales, Retailers have already
offering customers developed wide
with multiple deferred loyalty programs
payment options and deep knowledge

of their customers
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LATAM RETAILER MVNOs
Case Study: movil Exito (Colombia)

Grupo Exito is one of the leading Colombian corporations, with a revenue figure of COP$
10.2 billions

« It has expanded its business and it currently offers textile,
gas stations, travel agency, insurance, Real Estate and
Credit services

- Market segmentation through different points of sale
formats (Carulla / Exito / Surtimax)

* Already developing white label products
» Strong loyalty program in place

- Grupo Exito es the leading Colombian retail distribution
exito

Hypermarket Supermarket Bodega Others . .
7 « Main business KPISs:
éxito @ || - Revenues (2012) > COP$10,200 bill.
225 80 122 *EBITDA (2012) > COP$858 bill. (8.4% over
Revenues)

+ 4290 market share in retail market

. . *Very high “"Top of mind” Brand Awareness (>
Total Points of Sale: 432 30p.p. over second player)

Source: Grupo Exito Annual Report Dec '12, NEREO Analysis

Grupo Exito is the leading retailer in Colombia, with presence in over 50 cities
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LATAM RETAILER MVNOs Déxito
Case Study: movil Exito (Colombia) s,

Grupo Exito’s MVNO Value Proposition is based in developing a brandname — customer
base — payment ecosystem

DESCRIPTION KEY ISSUES

4,5 mill Loyalty program active customers

1) Leverage on loyalty program to generate
added value and differentiate from

i High value loyalty program .y =
Bl "I omers competition
Target Market| 7™
~ \ I’
Mo’ Financial Business customers . . .
1 mill (Exito Credit Card), core segment 2 ) Increase interaction with customers

for Contract product

Launch

PREPAY L. - -
:> ¢ 3 ) Leverage on Exito’s credit business to create
CONTRACT \ 6 months :
Business Cuenta Contr pY and develop telecom contract services
9 months
Phases INTERNET ) ¢
18 months -
CONTRACT PS 4 ) Cross Selling:
« Inversion de proveedores para actividad
Distribution | PREPAY > Available in all Points of Sale comercial _ o
. _ _ « Develop direct communication channel
network CONTRACT ) Available in 50 shops with .
:> dedicatad POS with customer base
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LATAM RETAILER MVNOs @é)"‘&'to
Case Study: movil Exito (Colombia) et

Base tariffs of movil Exito offer are aligned with market, but customers get the biggest
value thanks to its loyalty program and credit purchases

SIM Card, with initial I . .
credit, is bundled with the Er?wprr;\ent sale is I(Ijﬁnced
equipment through Exitois credit car

con Tarjeta Exitoe*

Una
.= $1.319.2°
Oferh 48 cuotas $44.421

e AT .
 12-4E 3
que : pagando con tu Tar|cta Exito®*?
\ ) - v para las prmeras

$1.659.000
Incluye SIM Mavil Exito con recarga

d inicial de $10.000 12 meses
Ref. GT-19500
puedes RS o0,

Unidades disponibles: 142

perder

Agostn 30 a septiembre 29 do 2013, €l eimera de cuntas de Tarjeta Exito aplica para fz venta del celular + SIM Mévil Exito. E cailr s con & SIM Mowil
wﬁnnwmﬁ%hs . Mov mnr&npdmmhsmwmx%m' g

! cio do
ﬂalstoi?@/Zmo 115 diasn 512M8 (Lo que suceda primero). Los 200 minutos de tu linea Moval Exi ican para $o0os os operadares y fijos nacional
adohsmmtns mam de la compra. La ferta no es acumulable con . Di la an Madalin, Bucarar ad Barrangui
o R N B S L
o

Mmmmdulammmsehndararm El valor de las cuotas menc g cargos fijos nj cuota de manejo. Para que ef descuento sea efectivo b
o st o i o T LG i s P B g L0 o8 et e i €710 pratol, Customers get free data

when they buy their
equipment
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LATAM RETAILER MVNOs o éxito
Case Study: movil Exito (Colombia) e,

Discounts for buying other products are offered to encourage high value top ups in movil
Exito

Con Mévil Exito disfrutas
promociones

Customers get discounts
for their purchases in Exito
when they make hugh
value top ups in their movil
Exito

S semanales

Pox recargas superiores a
$5.000 en tu linea
Movil Exito

del 20 al 25 de agosto

en toda la ropa exterior de la marca
ARKITECT

ot arons speioes a $95.000 en
MM B0 ol S & 11 e agosio

) L 4
| | C
b s e o o
tu-ova-:-‘--m--
- .

1) it Wb o omans) e Webed fum -
4 Sy e AR o, o G, OW
wWw. MOy NIte com e
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- movil

LATAM RETAILER MVNOs Déxito
Case Study: movil Exito (Colombia) e,

The mobile services creates both a community effect and a link with Exito traditional
business through the loyalty program

Customers get loyalty
points when they top up Tuc
their mobiles and
customers can use their
loyalty points to acquire
telephony products

idad Movil Exito

El titular de la SIM acumula mas puntos con
cada recarga.

onde tienes la opcion de elegir hasta 10 numeros amarillos

@rwmma-nmmw) 123145
@Nﬂmma‘nmgmm) 1 2 3 4 5

Podra redimir sus Puntos Exito o Carulla por
productos de telefonia.

t Disfrutar de ofertas y promociones vigentes.

.i. Tiene la opcién de escoger hasta 10 nimeros
amarillos y asi al conversar; ahorrar. Ya conoces la nueva tari iUn nuevo moftivo
L gacrg conve'ramr con ggﬂa 'lg:n COTVESes ni .
nimeros amarillos? :

Puede adquirir y activar su SIM Mévil Exitq y s m
é} planes de datos en nuestros almacenes Exito, mh‘ .
Carulla y Surtimax.

el minuto

Reduced onnet tarifs /

encourage the
development of a i bod

community effect

MNMERECO

LATAM RETAILERS - 1510 | 31



LATAM RETAILER MVNOs Déxito
Case Study: movil Exito (Colombia) s,

While mévil Exito regular offer is competitive, its customers get the most out of it by
benefiting as well from Exito loyalty program and credit facilities

Prepaid Service
» Voice services (by the minute rating, differentiating between onnet and offnet calls)
Regular offer ) )
+ Messaging services

» Data services: Daily (150MB) or monthly (2GB) bundles

Recharges

- Airtime recharges generate points in Exito loyalty program (only for recharges on Exito-Carulla-Surtimax
points of sale)

Added value to ] ]
“loyal” Exito Start Pack Minutes bundles Handsets Community
custom_ers_ COP$10,000 credit 1) 70 onnet minute x Handset offer is made Up to 10 “yellow
(,th_ose within SIM is sold for COP COP$5,000 + up of 4 different units. numbers” (movil Exito
Exito loyalty $10,000 + 2,500 2,500 points They return up to 25% numbers) to call at
program) points of their value in airtime reduced rates to

(COP$5,000 discount)

2) 35 offnet minutes
x COP$5,000 +
2,500 points

(COP$5,000 discount)

if it was purchased
with Tarjeta Exito

generate a community
effect
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LATAM RETAILER MVNOs o
Case Study: Full mévil (Costa Rica) fullmovil

Fullmovil was the first Full MVNO that operated in LATAM and was created trough the
association of three retailers in Costa Rica

= Main distributor of ICE (Costa Rica
telecom incumbent), operating
around 200 points of sales in Costa

mﬁaﬂci Rica Available levers Used?
= Tt sells furniture, home appliances
and technology products Brand

= It provides credit lines to more than
half a million households

Credit availabity
= It is the second largest ICE | = = = = & ¢ e e e e e e e = = = =
distributor Cross-selling
= It operates 70 points of saleincosta | -~~~ -~~~ T T T —T—T T T T T ==~
Casa Elanca i) Ricap P Use of Customer Knowledge
= It provides credit lines to more than Link with loyalty program

two hundres thousands households | = o — & & & & & & o e e e e e e e e e -

The consortium did not operated all the levers available to them and they have not been able to
develop a successful MVNO business
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LATAM RETAILER MVNOs
Case Study: movil Falabella

MmMovil
Falabella

Increase finance business (credit card/current accounts) throrugh the sale of equipments

and mobile services in installment plans

DESCRIPTION

2,3 mill Active customers of CMR card
Ta rget Marked ! (out of which 70% operate in

CMR prepay mode)

+ Installment plan (no subsidy) + mobile

expenses paid through credit card
Value

Proposition « Loyalty program: Redeem loyalty points for
telecom products (minutes, SMS, data)

» Monthly automatic top up using
the CMR card
PREPAID + Additional top ups can be charged
on CMR card or done on Falabella

Products POSTPAID \ * Equipment bundles: monthly fee
Cuenta Control that includes telecom services and
installment plan

POSPAID « Installment plan and monthly charge
Phase II against CMR card

i

Distribution | Initial phase) * CMR and Banco Falabella POS
network Second phase, ° All Falabella Points of Sale

Hi

LATAM RETAILERS - 1510 | 34

KEY ISSUES

Leverage on the finance business to define
and create postpaid services (cuenta control)

“Lean & mean” operations:
« Only use own distribution channel
* No subsidies: Falabella offers installment
plans to acquire equipments
« Payments and top ups charged on CMR
credit card

Leverage on the loyalty program to create
value added and differentiation

Cross Selling:

« Customer base has an already established
relationship through the use of cards and
current accounts

« Increase credit given to existing
customers

MNMERECO



LATAM RETAILER MVNOs GVl
Case Study: movil Falabella Falabella

On its pre-launch phase, movil Falabella just lunched generid promotions, not linked to
their core businesss

INTERNET

CONTROLA TU CONSUMO DE INTERNET

MANTENTE CONECTADO

$§4007%:2k0X5MB [ ‘ A@rﬁﬁ@ﬁﬁ/\s

Con navegacidn on demand navega pov sdlo $400 todo ef dia (24 horas continuas) o
hasta consumir fos 5 M8, lo que oairra primera,

MNMERECO
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LATAM RETAILER MVNOs
Case Study: movil Falabella

movil
Falabella

The best equipment can only be acquired with the CMR card

LAS OPORTUNIDADES.............
............ NO SE REPITEN

SE ALARGA/\/

LG T395

PRECIO $39.990

SAMSUNGREX80

PRECIO $39.990

& 534990

Exclusive offers for the
CMR card holders

LATAM RETAILERS - 1510

S5220BLANCO O AZLL

| 36

Compra ahora el Samsung s5220
Y LLEVA 5.000 CMR PUNTO.

EXCLUSIVO CONTU

CMR

Falabella~

VER LEGALES

MNMERECO



LATAM RETAILER MVNOs novil
Case Study: movil Falabella Falabella

“Recarga Controlada” is an automatic recurring top up charged on CMR card that gives
access to preferential tariffs

HAY COSAS QUE CUAN DO SERINEN LOGRAN ALGO MUCHO MEJOR

Access to preferential voice
tariff

DONINICAcloneés

£vARECARGA
en Megas

gt Qe Tapgy el Ver mas »
CONTROLADA

Access to Internet for free

B NUEVA RECARGA ECA $99 BOLSAS DE ' ..: Automatic and recurring

EF!F*

.’,:.‘?.1, : ' o & t h d
CONTROLADA e o GRATIS & Oig:gbcellaargirdon

> )
PROMOCION VALIDA DESDE EL 01 DE OCTUBRE HASTA €131 DEDICIEMBRE I !
DE 2013. BONIFICACIONES DE INTERNET MASTA 500 MEGAS. b |
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LATAM RETAILER MVNOs
Case Study: Chip Luiza (Magazine Luiza)

Magazine Luiza has launched a SIM card using the " credenciado de red virtual”figure that
was created in Brazil

Free access to Magazne uiza and

(@ Internet gratis*! Claro websites

chibluizaNgplbr

Recarga em dobro!

>
>
S
3
3
£

$ Ofertas especiais!
Special benefits for to ups done

using the registered credit card.
Customers get credit to call other
Claro users

PN

Uma parceria Claro®
magazineluiza :

vem ser felf Compartithe
cada momento,

*consultd condicdas

The registered MSISDN provides
access to special offers by Magazine
Luiza
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Www.nereomc.com

May you require further info, please contact:
Pedro Ruiz-Blanco (+34629369404, pedro.blanco@nereoconsulting.com)



LATAM RETAILER MVNOs Wy
Case Study: Fullmovil (Costa Rica)

Fullmovil, the first Full MVNO in LATAM, was created from a partnership of three leading
Costa Rican distributors

GRUPO MONGE

= Main distributor of ICE, with around 200 points of Available levers Used?
sale in Costa Rica
= Distributes appliances, furniture and technology Brand name

RAPIDMOVIL | —m e e e e e e e s

g g = Exclusive NOKIA distributor in Costa Rica _Co_ntr_ol 2"3_r c:st_om_erfxp_erfnie ________
Rapidmovil = Market share > 65% in handsets sales dit faciliti

= Professional experts in telecommunications market Credit facilities

Cross-selling activities
CASABLANCA S.A. Use of Customer Knowledge

Casablanca =Second largest distributor of ICE =~ | | e e e e e e e e e e e e e e = = = - -
= It has 70 points of sales in Costa Rica Link with loyalty program

The consortium used few of the available levers to build Fullmovil’s Value Proposition and it
has not been able to develop a successful MVNO business
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LATAM RETAILER MVNOs
Case Study: movil Exito (Colombia)

Movil Exito Value Proposition is based on linking the existing loyalty program and the
mobile service giving benefits to clients in both directions

- The ultimate goal for Aimacenes Exito to launch the
mobile service is increase the number of services
included in the offered basic shopping basket offered

*The business had to be profitable by itself, but it was
equally important to drive more traffic to the
physical stores and help increase the
revenues of other business lines and
increase customer loyalty

- Exito decided to partner with industry
sector well-known, expert companies,
to stay aligned with industry best practices.

- Movil Exito value proposition is not based on
a price leadership. Movil Exito goal regarding
pricing is to stay aligned with industry standard,
not to become price leaders.

movil Exito
Value
Proposition

«Movil Exito Value Proposition is strongly based on linking
the expenditure customers make in Almacenes Exito with
the mobile service through the loyalty program: The

more you buy at Almacenes Exito, the cheaper will

be using mavil Exito

«Similarly, for every airtime recharge the
customer makes, he receives loyalty points
that can be used to reduce the shopping
basket price

- Grupo Exito wanted to have full control over
its customer experience, and to do so, it
has launched the MVNO following a
Service Provider model

*To provide a seamless service, Exito has decided to use
its own name to brand the mobile service
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| 41

MNMERECO



RETAILER MVNOs
Carrefour Mova

Carrefour Mova was launched in Poland in Apr 2008, using the Polkomtel network

Low-cost prepaid offering
with Pick&Pay starter pack

Starter Mova

S 08 | 22 400 punktow
Wtym 4,99 21 do wykorzystania
na polaczenia

Mobile minute bonuses on
each invoice

tu znajdziesz
~ kod zasilenia
L //
W

q}ui‘b'* — informacje
o liczbie minut

ot e
[ 'r:n b .wnc_]"""‘ .
N ety 000

by dotadow
minuty na konto

WyDierz
. "101%kod _zasilenia#

Kup produkt
HELLMNN_S

e —

Mobile minute bonuses on
specific purchases

2

i rozmawiaj za darmo!

10zf = 10min.

Telecom integrated with
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Highlights

=Competitive market with 5 mobile
operators

=Carrefour Poland launched a prepaid only
offering pricing it at the lower end of the
market

=Carrefour has over 350 stores in Poland
with- @ mix of hypermarkets &
supermarkets

*Frequent promotions on products with
mobile minutes offered as a bonus

=Mobile minutes are awarded on each
invoice irrespective of the customer
being a mobile user or not

*Loyalty points can be exchanged for
recharges in-store or through USSD

*Shopping vouchers are awarded for
recharges
J NERED



