LG TeleCom CRM
Introduction

November 2003



CRM Process

2. &5 segmentation 1}

-1 o
modeling
W
’ ==
B2 e
— ’ ——
ZHd &4
- Il o 5l x5 \
= Al FHSEEX N/
6. 587|& A Znt Msopg_'ryxté;ﬂ CIXfo| = N) -
=M 9| &3 2 « T= ~

5. A o 22| S
ol Absl5l0d, &| 4K
opplE 2o 58

& ,,
‘\ Campaign
- Al

4. 2| 2l of C|Xjelmf Aok
OlM SHEA B AE A
Al

TZHo| o|5l/2M 2 &350 MH|A &8 2 Life CycleAt2| Campaign ProgramO| 7l & =|0{ o} &t

Customer Management Program by Life
Cycle

New Cross/ . Win
Acquisition up sell Retention ) pgack
AL B - ARPU - Loyalty - win back

Happy call e =S 74
A i) Program Campaign Incentive
Up-date

S
(Cross/up Sell)

New acquisition
(Win-Back)




178 LIFE CYCLE of S+& Campaign Program O] %I 3l =|0f o}

ot

CRM Campaign Program

N?“.’. Cross/ Retention Win back
Acquisition Up sell
o e Al 7H « ARPU =} o of| X| 2+0q * Activity for referral
Objectives s -
Happy/welcome calls Program * loyalty 2=}t or rejoining
- 07 M5 sfol
« A TFAMEIA R (L)
Campaign * Thank you'ca_ll « 27 HIA C,>_F'|_H | e CHEFD| 7| H o 5| X| X} X 7!
programs « Membership & EH ot « M 2ZH migration < 24! &2 Care
(membership card) o A FALZ OfLY « A/S
« SIHMH[A QLY « SEI| ME[A - S3EE e
« QIX oy T « X 7t E SCh
ﬂﬁOJWHWF - &7 D2 20
Tho| & AHZHOY « Seasonal event

+ Birthday celebration
‘VIP SEEZ=2H
« 7|Ef s X[ E = T X



Communication Channel2 112 Jj7ole] AE XM M & Channell 7}x|of 2|50 MEH =11 =g Of
of &t.
4ol M S channel JQlE LTV S 1
e 2™ wWE AFEo[= « 1178 7§2l9| Value £ 112 &t Channel
«Call center & 8T
s Cyber DM 2Z2/E-E 0[H Q
« E-mail &&0|=
* CRM Mart At2| 11ZHContact O|=
« Direct Mail <=2l 2 /offer Accept 0|3
+ SMS 2! 0|
Outbound call Dealer Inbound call Cyber channel
VIP o =174 O FHZM0| 0 M Jpx|of o &t e-mail =24 &5
o|=o| 5t S .
Flel 28 of &= Channel Tailored I/B Plan 1749 Care

Channel




Lo E
o =

et

CRM

=510 200301 14002 0| Ate| 0|2 7|0{ =

Estimated CRM impact

Y

(2H:A

)

1,448
00
93
st—sl
2002 2003 Total

2001

* Campaign & 1}7| 7}
** Revenue (ARPU +

te 6-1271 & 2 71
HE=249) - variable costs (Ei 2F Revenue2| 30%41

1)

St
=

ZHoZ o Ab=l

Economics analysis

4 AMAl Z7|242]| Test GrouplZ4 2|
FHE F5=* X Avg. monthly profitability **

A

AAl 7] Z+2| Control Group 1 24 2|
5= X Avg. monthly profitability**

™
O
=

o 12

K=

r

@ Contact cost

@ Offer cost

=)

Campaign NPV




20024 LGT CRM & X

*2002'A FISH 74 I QI
JEH=
TE ™ DM E-mail | held | ) EHs #
|
952 104 2224 3524 124 1634
Pilot 264,380 31,003 47,584 72,921 214 416,102
4,345 386 602 2009 12 7,354
222 34A 82A 434 1874 39974
3,898,78 | 3,266,99 1,695,8 182,898 | 508,954 9,553,4
Roll-
0 0 68 90
out
77,183 58,091 22,361 1,349 12,210 171,194
3174 444 1044 784 197 56274
4,163,16 3,297,99 1,743,4 225,819 509,168 9,969,5
S| 0 3 52 92
81,528 58,477 22,963 3,358 12,222 178,548
zo Hu ol
24 ol ZHH| ol Contact < Impact
A 84 4,134,382 65,054
B 36 1,140,304 27,829
C 25 441,481 2,226

Impact (SHl: B THR])
A ARPU: 35,722
X Reduction1124:383,366
2001 204,818
20024 178,548
115,561
7,198
20024 5,071
28,890
80,482
200144 72,626
- = e X|Z2 Contact ., Saal
FIl & EEH| ArE cost H s oY



CRM Campaign2 11242| 7| X[ 2} O|EV|SM 24

LTV (Customer value)

IR

= DZTLR|2| Ol S Qi 2N fCto 2 TNHAIRT|ZE
o REO|YUS MMIIAE HItet 7|E LTV =
PV( Revenue — Cost) x Life Time(Tenure))

» Key outputs
- Tenure Probability : Tenure ol
- Realized LTV : 87} x| A& = JHx|
- Future LTV :
Aol DM Eo 27etoj2f M-S THX|
= Application

- 2= oAHE A S 2ol mpAZE S ol 7ix|of

A
=7 5104 i 2510 2-&
- AFE7| 20| Fofl |5t /AT SR |
- ROI A At2 | ol M Z7[Zke| ol 7|of7Fx[of 2
Heh
- 1/B 2} Contact ™ & ol A 2| Offer Xl& 7| & gE

» X[ Up Date
- @27+ 174 Data &4 ¥ Up-Date & A5}
ks X*K*OHHOI 2240| 7}5 ¢Sk Coste= AAIZI2 2
I.

G5t Aok

oot

71714 d Model/
AXI7IsM o5

model

7_: |
—

3._ S X| 01| = Model

0|-Iﬂ O|:0

] 7H o
chats| AFR7|ZF XHod A}
ALE Pattern 52| Me|&
TR MEE
- SO of st el X0 &
- HHEY| 718 o & Model
2 E
- Churn Score &235t 24
Y 2 gkA
b 4
LR ML PPN L
= Operation

_chary|of med sl P A

170 Evente| O| =&

I3l 717|144 Score model & &




CRM IT Infrastructure — System Roadmap

Phase I: Building Foundations \ Phase Il: Growth Capabilities\ Phase lII: Sg;'tie

\ \
~1999.9 \ ~ 2002.4 \ ~2002.12 \ ~2003.12
\ \

Knowledge Multi access Dynamif: &
Mass marketin List pulling for based channel, Customer LTV & /Event driven
g - : . 1-to-1 based Campaian
target marketing campaign Multi stage . paig
campaign campaign strategies
IT Infrastructure & Solutions|
« Marketing database(DW) « CRM database(Customer mart) * Web log analysis
« Marketing & Customer analysis | * Data mining tool(E-Miner) « ERMS*
tool(ROLAP) - Campaign management system * RBMS(Rule-based campaign)**
« DM & Tele-marketing System « e-mail, SMS, I/B, Agent channel ' * Real-time Interface(EAI)
& ETL***
* Marketing automation system

*ERMS(Email response management system),
**RBMS(Rule base management system),
***ETL(Extraction, Transformation, Loading)



GAP WITH WORLD CLASS CRM

Stage 1 \ Stage 2 \ Stage 3 \ Stage 4 \ Stage 5 \
] Conduct Multi-level Manage Dynamic
Preparation for Knowledge- campaign via customer LTV/ / customer
target marketing based multiple 1 to1 MKTG campaign
campaig_jn contact point

CRM Strategy

é Understanding
customer value

Taking actions
to manage
customer

° Organization

Supporting
infrastructure

Sep 2001 World class CRM



KEY SUCCESS FACTOR FOR LGT CRM ACTIVITY
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MULTI CHANNEL ISSUE
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Analyze results and refine
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Analyze results and refine
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