


Si.mobil’s will address the market challenges through a strategy articulated around four core and three supporting elements.

Si.mobil’s Strategy

Shape the brand and
make it relevant to the
market

Execution
xcellence

Increase the efficiency of
the business

etwork quality an

IT Effectiveness

e

@ simobil.si

Revamp the value
proposition to focus on
segments

Talent
Growth

Extend the core and
attack adjacent segments
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Si.mobil’s will address the market challenges through a strategy articulated around four core and three supporting elements. Si.mobil

Si.mobil’s Strategy

ape the brand and
make it relevant to tk
It refevant 2o~

P_ THIS IS OUR GOAL!

Network quality n .

IT Effectiveness

Talent
Growth

Execution
xcellence

Extend the core and
attack adjacent segments

Increase the efficiency of
the business
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People do not live within the ,,category®,
but in social context, reflecting social
trends.
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Double-edged society: relative (above average) satisfaction with life
and low optimism about better life in future
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RESEARCH AND PLANNING

acceptance of order and
subordination

(power distance)
collectivistic society
feminine society
uncertainty avoidance is

“very-high————————————""

Should difference in income in Slovenia be
increased, decreased or should difference remain
asitis?

100 o

difference should be decreased

20 -
10

income should be the same for
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FOV - CIMMTK, Slovensko jovnomnenje 1975 -2013 (511)
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Self evaluation of respondents’ personality

% impotrance

| am interested in lots of different things
| feel concern for others

| take time out for others

| like to be around people

| am organized

What's your attitude to the notion of socialism?
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FOV - CIMME, Slovensko jovno mnenje 1995 - 2013 (526)
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DEEP DISTRUST TO NATIONAL POLITICAL
AUTHORITIES:

93 % of Slovenians distrust political parties
89 % of Slovenians distrust the national government

92 % of Slovenians distrust the national parlament

These are the far highest numbers in the whole EU-28
+ Turkey, Montenegro, Macedonia, Serbia, Island

il
Power ,clash®: | coneonee
society with high
desire for order
" (authority) does not

' trust national
political authorities Istropolitana
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ARCHETYPES
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SLOVENIAN SOCIETY
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political behaviqur (small, local, h.om.e made,
QU VAW "0 ction of independent, non-political
andidates

e B A
b - - Signature Leather belt
H iy R

—Shaat metal surfoce
(provides base to Keep your bag)
Aicror i

LED heed lamp with
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CATEGORY /
MARKET:

<

..i Telekom
& Slovenije

Compe‘em

Communicat
in the same cluster (caregiving / ,innocent”

ideal world)

g
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SEGMENTATION

SEGMENT

share of people

share of total turnover / '- .
share of Simobil turnover SOU

GOALAIMERS
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SEGMENTATION: Higher | lower ARPU

SEGMENT

share of people

share of total turnover /
share of Simobil turnover
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SEGMENTATION: Above average usage of operators | @
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CRITICAL, DEMANDING
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¥
: Crisis, counterintuitively, had not brought the boom of cheap goods market, but

'i had given the birth of an involved, critical consumer, who demands high quality /
for appropriate price. .

e AINERRIEWT RYREE Iy A\ '

Arrival of the THE PRODUCT)

L
WIIFM? (What's inERAMe?) <

% agres + completely agres

| pay attention to a good ratio between price
and quality of products
| prefer to buy quality products, which last
longer

T3%
It's worth to pay more for quality products _ 68%
I like to be surrounded by pretty things _ 56%
before buying expensive products | check _ 534

consumer tests, opinions online
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BRAND — CORPORATE BRAND STRATEGY BY SIMOBIL

simobil.si

Premium & BCE

Advanced today,
Responsible for tommorow

@ SimObi I.-Si Vision Rellable always.

Brand promise Because people matter. For Strategy (5G) Experlence Efficlency Services
them we wish to change

% 1 .
things on better! Mission

Values caring

responsible why we are here andwhat

. we are striving forregardless
Passionate of changes in business goals
(quality & value for money or strategy

as hygienic items)

Simobil offers advanced, simple and Our businessis Ourmission is enabling genuine
carefree communication solutions trustworthy, honest  and honest human closeness
that truly matter to our users. and competent through technology:

Mission / reason why Enabling genuine and Brand
honest human closeness
th rough tEChHOLOQY‘ Values Responsible Passlonate

Brand Character Self confident

Inspirin
P 9 Diferentiation
Best customer

experlence

Brand Slogan We are giving the most.




BRAND — CONSUMER PERCEPTION

In 2014 Si.mobil is personified by a 35 year old Tina. Tina is an
ambitious, dynamic and sociable self employed entrepreneur.

o fernale
o -§ + age: around 35

» green color picture of sender = » siylish, casually elegant male,

+ circles + up-to-date with fashion, trends i ¢

= 040 -E = soclable, open, communicative temperament
B i

« iPhone = ambitious,  career focused
<& = knows how toenjoy life

imﬂ s . ..: r~t .

= Sport it S0l et y
- phygique pergonality

+ Popolna pisama + travel

+ visiting socfal events

hobbies

+ kind, makes a relaxing company

+ could talk about different topics with

her, including personal issues « hardworking

e ] ey F s o By vy | =9 PO L] W
+ identification with her lifestyle relatlongnip culivare reative
+ altruistic, attentive

S| JEuaiu)

external, expressive

rel lecilon 1 WME
* young businessmen - ' » | buy value for money.
+ urbane ; * |am young and relaxed,
» families
+ up-to-date

picture of receiver



BRAND — CONSUMER PERCEPTION

si.mobil urban Si.mobil urban

» holiday on Greek islands » Modern cars, noticeable / standing out
design, mid-range price.
v connected with notions of modernity, being urbane

Si.mbil I would h R
it A and energetic [due to market communication,
ing  atmosphere, highlighting those notions)
girls enjoying ¥ because of its position of a dynamic market follower
emselves. it is perceived as a flexible and consumer oriented

provider

things. Explorative,
attractive.

With Si.mobil I would
W

go on a trip to the

States. Hew  York,

shopping, I would do

different stuff.

Norld




BRAND - INTERNAL PERCEPTION - workshop
ther INDUSTRY associations:

4 a MEGAN FOX'S
PN EVES TOKILLEXCESS
Exce nII olumizing mascara.

AN .!: 1 A

health service

HOTEL GROUP



BRAND - INTERNAL PERCEPTION - workshop
dther BRAND associations:

The new, faster
MacBook Air



BRAND — COMMUNICATION VARIETY | .

simobil.si
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Double-edged society: relative (above average) satisfaction with life
~and low optimism about better life in future

S ————

Very netive view of the state of domestic economy and its future

T AT R R R

Power clash: High power distance and desire for order, but
absolute distrust towards national political authorities

Past orientation / nostalgy, positive attitudes towards socialism

Cluster wars: All telco brands communicate in the same cluster

[TODIT CC , open, energized,

Strategy for saturated market; NOCOSE - PTOLpe

S

fun&ireedon ortented

hunting™ but intensification of the

£y )

Rather unclear brand

b, y
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Based on stated knowledge and actual conditions,
follow:

4 BRAND STRATEGIES each el 4. pam v

consisting of: l, 3 BRAND
- Positioning statement % ARCH|TECTU RES

Defining the brand
- Brand mantra (+ brand archetype
- Key codes ( ype) hlerarchy within Simobil

- Main differentiators to key e
competitors
- PrOJectlon on existing segments

Istropolltana

‘I . e Screen Werld
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simobil.si

For all those consumers who are

DISSATISFIED

with the status quo,
Simobil, thanks to its constant pursuit
of better offer, better service, better price

IS THE REAL ALTERNATIVE.

/} POSITIONING
/& STATEMENT

y




archetypé: ACTIVIST /
REFORMER

T CAN BE BETTER,
T WILL BE BETTER,
T MUST BE BETTER

//BRAND MANTRA
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KEY CODES § (B

simobil.si

Change
Difference \ "“
Right choice
Out of the Bo

Cutting Edge
Reliability
Novelty



KEY DIFFEREN 1A gr o

Simobil vs Telekom | Simobil vs Low end /

_ Slovenije /| ¥ Economy brand:
or possible future T brand better customer experience,

(Deutche Telekom entering better choice =
the market): oy /.
eating the bigfisluby being better ! / |

alterngti!ee/ modern, dyna



PROJECTION ON SEGMENTS

share of people
share of total turnover

share of Simobil turnover

15% /12 %

\

simobil.si






With its relentless
passion

for quality and
improving, Simobil is
the right choice for
those customers who
seek for pleasurable
moments with those
who matter to them.

simobil.si

POSITIONING
STATEMENT



L.si

ose Company '
ectrifie, d enkindled, |
Ibut fo, that one in whose company
may fee| renderly drawsy.

George Jean Nathan

The pleasure of

HUMAN-TO-HUMAN

togetherness

archetype: ROMANTIC




KEY CODES @

simobil.si

Moments of human interdependency

Passion

Improving

Intensive experience
Orgasm

Quality
Reliability
Community-creating connectiyity




KEY DIFFERENTIATOR @
Pleasure of being
together

Pleasure of using
quality

Simobil vs Telekom Slovenije Simobil vs Low end /

Economy Brand:
focus on human to human

vs. plain

/ future T brand:

more private, more intimate vs. togetherne

ale v 1 e
p? — - L




PROJECTION ON SEGMENTS

21% | 24% I L l‘l

EASYLIFERS

12% | 10%

TRENDCATCHERS

SEGMENT
share of people Istropolitana

share of total turnover /
share of Simobil turnover

Stories for the Screen World






understands that
tough in Slovenia,
that is why it is devoted to
nurture

and care for |ts customers
with superigr attention

to their needsERIgs

of customer; care







You deserve {K'
Attention to your needs T
Reassurance to‘you | 0
Certainity creating | 1
Transformation from:
»WE give® - ,YOU deserve“ |

Simplicity =~
Transparency
Customer care :
Customer experience




i 11-'-."

?IFFERENTIA

CA <
CU

|L:.{}
Simobil vs Telekom Slovenue Simobil vs Low end /
[ future T brand: Economy Brand:
personal satisfaction of ,you care vs. plain econorf

deserve”, really experienced care
vs. impersonal, powerful state-

owned corporation (TS), -
or advertising driven bre




After expected acquisition of Telekom Slovenije by Deutsche Telekom and its
rebranding to T, Simobil could expand its brand meaning to

ALWAYS
THE BEST

and capitali

(AustrlaQb'Lelekom ownership should not be a barrier, if: skillf
,Slovenian ¢ and because of T LIFS global positioning will [Bave t pa
of 'Slovenian”, or “our* brand)




PROJECTION ON SEGMENTS

NETIZENS

- — 50 195%
_ - =21% | 24%

yxL7Y EASYLIFERS
- e |
I
k

GOALAIMERS
T 15%[12%

share of people . ; : | ;

share of Simobil turnover







simobil.si

A,

Simobil is the brand that understands that
times are tough in Slovenia, that is why it
takes as

ITS MISSION TO INSPIRE SLOVENIAN
CUSTOMERS ALWAYS TO LOOK AT THE
BRIGHT SIDE OF LIFE

- thanks to its free and uN@4tRREP¥ BIRRM[RGE
to communicatios CO) DL LILLINIIN
and relg SN MR

B b




Unorthodoxy
4 Entertainment
Optimism
Inspiration
Easyness
Outstanding
advertising

%_1‘_‘% A

Usefulness
Instantness
No-nonsense offer







) simobil.si

Simobil vs Telekom Slovenije Simobil vs Low end /
[ future T brand: Economy Brand:
& inspiration, entertainment, . n vs. plain economy
j informality

vs. powerful state-owned




1

12% | 10%
TRENDCATCHERS ERZ!

Istropolitana

Stories for the Screen World

share of total turnover /
share of Simobil turnover




Positioning statement:
For all those consumers
who are

DISSATISFIED with the
status quo,

Simobil, thanks to its
constant pursuit of better
offer, better service, better

Brdhdtinantpeamer

:E‘?’EIMLQLEERNATIVE.
BETTER,

I'T WILL BE

kly IYLUeST BE

p erence
%( c]g Out of the
IVIS efor

mer)

53

Cutting Edge
Reliability
Novelty

| Positioning statement:

With its relentless passion
for quality and improving,
Simobil is the right choice
for those customers who
seek for pleasurable
moments with those who
matter to them.

Brand mantra:

THE PLEASURE

OF
HUMAN-TO-

Hep€ofleFHERNESS
WBFH%HE&:?f human,

interdependency, Passion
Improving, Intensive
experience

Quality
Reliability
Community-creating

Positioning statement:
Simobil is the brand that
understands that times are
tough in Slovenia, that is

and care for its customers
with superior attention to
their needs, highest level
of customer care and
excellent offer of services

~and infrastructure:
Brand mantra:

YOU ALWAYS
DESERVE THE

You deserve, Attention to
your needs, Reassurance to
you
Certainity creating
Transformation from:
WE give” - ,YOU
deserve“
Simplicity, Transparency

Positioning statement:

| Simobil is the brand that
| understands that times are
|| tough in Slovenia, that is
why it is devoted to nurture §
| ITS MISSION TO INSPIRE

why it takes as

SLOVENIAN CUSTOMERS
ALWAYS TO LOOK AT THE
BRIGHT SIDE OF LIFE -
thanks to its free and
unorthodox approach to
communication and easy-

to use,-useful and refevant- -
Boandtmnantearvices.

WHY SO

SERIQUS?

Kegpdegeéoptimist)
Unorthodoxy,
Entertainment, Optimism,
Inspiration, Easyness,
Outstanding advertising

Usefulness, Instantness,
No-nonsens offer,




simebil.si

BRAND ARCHITECTURE



ONOBRAND

In this scenario there is a STRONG,
SINGLE

MASTER BRAND around which
everything is unified. Customers have a
clear picture of this company - its e
persona, its ethos, and its values - and  preemsmee




Scenario A

simalil.s

simobil.si

competency, simplicity, effective media
power, clear and focused brand

—meantng-/buttding

Istropolitana

tories for the Screen World



simaobil si

There is a marketing SYNERGY BETWEEN
THE SUBBRANDS AND THE PARENT NAME.
The subbrands have a clearly defined market
presence, but they benefit from the
association and visibility of the parent. The
parent, in essence, endorses the subbrands. )olitana

(But also, the values of subbrands can
Nnanatrate intn the nareant Nnameae \




Pove EeeR |4 (g
simekil.s

simobil.si

b simobil.si
y

BiZSOlUtiOﬂS Biz more visible, therefore

. o Simobil being more
b simobil.si ,professional”

y
Istropolitana

tories for the Screen World



competency, simplicity, effective media modernity, joy, energy, clear
power, clear and focused brand differentiation, rebranding is needed

meaning7/btitding Istropolitana

Stories for the Screen World



MONOBRA = MONOBRA = ENDORSED

B

L

L

\ \\\\N\
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simobil.si

. o by simobil.si
simobil.si

BizSolutions

b simobil.si




STRATEGY



WIIFM ALERT! PA

Products, services, infrastructure £ =N

Brand mantra:

I'T CAN BE BETTER,
I'T WILL BE BETTER,
I'T MUST BE BETTER

How would you defend it? %glcjtlwst/reformer)

BESSARZ!Wetter world, “agent of change” mantra,
we are looking for somene like that, simobil dna,
inline with current trends-be different, to change -
connected to segments high end users -
corresponds to current planned strategy, anti
corporation (in contrary to competitors)-long term-
we always be alternative, compet. all the same-now
is the strategy to be different, showing, that we can
be good/better, easier to find product, much more
emotional, clear straight forward - communication,
roduct, encouraging internaly and for slovenian
Houp luoulskup trrg e RIABDIE DGRtk for SLO),
MR Hetweoridinh abamin periaed T GhayREONL,
SegRyU®r the market , not tangible long term
platform, deliverable? Are we completely different?,
biggest change to current simobil- total oposit, hard
to adress, excellent performance-allows less
mistakes than joker, competition will coppy us-can
we sustain this position in long term?, always just
opposing, always no2, reactive, defined by
competition, not finding own way, but based on the
way of the competitors, media expens, harder to fit
in orto, can not be the right choi '

‘SA ol
h |
¥

Brandtra: .
WHY SO SERIOUS?
(joker)

How would you defend it? You

personally " . :
Clear distinction, position vs competitor, appealing

to communicate, combined with orto, history based,
safer as a communication concept, national mood,
playful, inspiring, joyful, strong differentiator,
nobody in category took this position, possible
connection to busines, easier to approach
(segments are not that demanding, products..), all
mobile products are entertainment based, no real
features on product level - and that should define
the brand, eg simplicity can suit everywhere not
only joker, clear differentiator, what people need in

SLOHBOS ¥ 4 RRUMRERI QG fRENHSRKES

Edgy —ppeorsss?BPe"Efroblem for business, business
problem, product-high tech and biz, far away from
current simobil positining (clear premium brand), not
fitting to all segments (biz..), easier choice for now,
but might not be sustainable in the long run, lacks in
product definition, but anybody can be joker (no long
term), network quality, biz-taken not seriously, biz
and tech fit, (both may mean price decrease), room
for mistakes can not be considered for solution,
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