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Thank you!
bennet.wong@keynote-sigos.com
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REALLY Reaching Your Roamers 
Micro-segmented Campaign Management 

Telesamana Webinar, 4 October 2012 
Daniel Balas,  Sales Director Latin America, Starhome GmbH 



Agenda 

What do you need to REACH your customers? 

Sparx™ Overview 

MTS Russia Success Story 



Getting their Attention 



Do You REALLY Reach Your Roamers? 

Starhome* Proprietary and Confidential 

!   Do you get their attention? 

!   Understand their needs? 

!   Make them value your 
messages? 

4 



What Happens Today? 

!   “Welcome SMS” provides same generic information to all 
subscribers 
!   No micro segmentation  

!   In most cases it is:  
!   An offline process  
!   With minimal feedback to measure effectiveness 

 Therefore…  
!   Messages are treated as spam and usually deleted 
!   Roamers are missing out on operator’s offering and benefits 

Starhome* Proprietary and Confidential 5 

Subscribers don’t see real value 



What Makes Roaming So Special? 

!   It is a different environment 
!   Country, time and language 

!   Still considered a premium service 
!   Therefore, users spend less while roaming 

!   Not all services are available at roamer’s destination 
!   Data, prepaid etc. 

Starhome* Proprietary and Confidential 6 

Not same seamless experience as at home 



Other Trends to Consider 

!   Mobile marketing is emerging 
in local markets 

!   Subscribers are more receptive 
to promotions and valuable 
information when roaming due 
to: 
!   Foreign country and difficulty with 

local language 
!   No free access to internet 

Starhome* Proprietary and Confidential 7 



Understand 
their needs 

Starhome* Proprietary and Confidential 8 

Build and 
address 
the right 
messages 

Get 
feedback 
and react 



Understanding Roamers’ Needs 

!   Treat each and every roamer 
as an individual 
!   Build micro segmentation 
!   According to their 

characteristics and behavioral 
patterns  

!   How they vary through context, 
location and time 

Starhome* Proprietary and Confidential 9 

Understand their 
needs 



This is just static information 

Characteristics of Subscribers 

Starhome* Proprietary and Confidential 10 

Profile 

 Age, segment  

(prepaid, postpaid,  

corporate) 

Subscription & 
ARPU 

  At home 

  While abroad 

‘Preferred’ 
services 

  Voice/text 

  Data, corporate  
e-mail 

Reference 
activities 

  Last 12 months 
visits  

  Etc. 

Understand their 
needs 



Time & Location  Device 
(Blackberry, iPhone,  
Tabs, Smartphones) 

Creating the Right “Message” 

Starhome* Proprietary and Confidential 11 

   Visit Context 
User’s 

characteristics 

Build and 
address the 
right 
messages 



Instead of BROADCASTING… 

Starhome* Proprietary and Confidential 12 

Build and 
address the 
right 
messages 



Get Feedback and React 

!   Move from an offline to online exercise 

!   Understand subscribers’ feedback in real-time 

!   Value each and every campaign by its hit-rate and 
success level (impact)  

Starhome* Proprietary and Confidential 13 

Move to real-time and capture customers attention  

Initiate 
campaign, get 

feedback  
and react 



Move to a NARROWCAST Communication 

Starhome* Proprietary and Confidential 14 

Targeted messages increase customer 

satisfaction and in turn increase the success 

ratio of the campaign 

Build and 
address the 
right 
messages 



Sparx Overview 



Starhome’s 
interactive, 
roamers’ marketing 
and relations 
management 
solution goes 
beyond standard 
“Welcome SMS” 

Let’s Meet Sparx™  

Starhome* Proprietary and Confidential 16 



Completing a Cycle 

Pre- 
Campaign  
Analysis  

Campaign 

Definitions 

Simulation 

Dynamic  
Campaign  
Selection 

Roamer’s  
Response  
Collection  

Post- 
Campaign  
Analysis 

Real-time 

Triggers 

Campaign  

Activation 

Starhome* Proprietary and Confidential 17 

Sparx 



Campaign Definitions 
Target   

Define two subgroups/targets out of this profile  

(by adding more attributes) 

Business data  
Business users in Europe who have Cell4U Passport option  

And  
Use data locally (more than 10MB per month)  

And 
Do not use data roaming (less than 1MB per month)  

And  
Handset = HTC hero or HTC diamond  
And  

Number of roaming days in the last 3 months - more than 
15   

And  

Location = Europe  

Business Voice and SMS  
Business users in Europe who have Cell4U passport 
option  
And  

Use SMS locally (more than 700 SMSs per month)  
And 

 Use SMS roaming (less than 20 SMSs per month)  
And 

Use voice locally (more than 350 minutes per month)  
And  

Handset = iPhone   
And  

Number of roaming days in the last 3 months - more than 
25   

And  

Location = Europe  

Starhome* Proprietary and Confidential 18 



Campaign Definitions 
Target  (cont.) 

Starhome* Proprietary and Confidential 19 

Business users in Europe who have Cell4U Passport option  

Business users  Privet users  

Cell4U Passport  No Cell4U Passport  

data locally > 10MB per month  data locally < 10MB per month 

data roaming < 1MB per month data roaming>1MB per month 

#of roaming days (last 3 months)> 15   

Handset = HTC hero or HTC diamond  Handset not HTC hero or HTC diamond  

Location = Europe  



Campaign Definitions 
Text Edit   

Define text for campaign  

Media: 

MMS and if not available SMS   

Text:  

“Want to browse the internet, check your 
emails, share pictures, chat or just update 
your social network while roaming?  

A new roaming package is now available 
for you.   

20MB for just 9.9 Euro.  

To register please reply to this SMS” 

Media: 

SMS 

Text: 

“Stay connected to your relatives and 
friends while roaming with Cell4U’s new 
voice and SMS package.  

100 minutes and 200 SMSs for just 20 
Euro.  

To register please click:  

www.Cell4U_newpackage.com or reply to 
this SMS” 

Starhome* Proprietary and Confidential 20 



MTS Russia Success Story 



Sparx in MTS 

!   Launch date: July 2010 

!   Target segment: 
!   All roamers  

!   The motivation was to send:   
!   Useful  information (“how to….”) 
!   Promotions (Voice, DATA) 
!   Emergency 

!   Segmentation by: 
!   Customer type (consumer/corporate, prepaid/postpaid) 
!   Usage 
!   Other (geographic location, device, etc ) 

Starhome* Proprietary and Confidential 22 



Roaming Campaigns 

!   Objectives 
!   Awareness of roaming options (voice, data, SMS) 
!   Remind customers they can call customer service for free 
!   Remind pre-paid customers how to top up while roaming  
!   Notify roamers about data roaming tariffs to avoid bill-shock  

Starhome* Proprietary and Confidential 23 



Campaign Examples 

!   Campaign sent after informational SMS was received: 
!   “Opt in for “MIR BEZ GRANIC” and get special price while 

roaming.  Dial *XXX#” 
!   “Data usage in roaming costs you more than at  home. To avoid 

bill shock opt-in for data packages . Dial *XXX# and save money 
” 

!   Campaign sent after informational SMS and promo SMS 
were received: 
!   “Remember that you can always reach customer service at 

+7XXXXXXXXX for free. Yours , MTS” 

Starhome* Proprietary and Confidential 24 



Results 

!   70% activation of roaming options after receiving SMS 

!   Customers with roaming option generated more traffic 
!   Usage up 149% 
!   Number of calls up 40% 
!   ARPU up 44%  
!   Revenues up 43% 

!   Customer with roaming option became more loyal to 
MTS (longer life cycle) 

!   Positive effect on CDI (touchpoint “Roaming”) +5% 

Starhome* Proprietary and Confidential 25 



Summary 



Conclusions 

!   Segmentation is vital for your customer communications  
!   Should be valuable - not seen as “noise” 

!   Make it targeted and relevant to your customers’ needs 
!   Keep it simple 
!   Medium of message is critical 
!   Key to driving customer satisfaction 

!   Review segmentation tools and information regularly to 
keep campaigns relevant 

Starhome* Proprietary and Confidential 27 



The Starhome name, services names and Starhome logo are trademarks of Starhome.© 1999-2009. All rights reserved. All other marks are the property of their respective holders. 
The contents of this presentation are the proprietary and confidential information of Starhome, with no guarantee of completeness or fitness for any particular purpose. 
 You are invited to verify this information. 

THANK YOU 

Q & A 

daniel.balas@starhome.com 



OECD Work on 
International Mobile  
Data Roaming!

Agustín Díaz-Pinés, OECD!
Webinar!
4 October 2011!

The views expressed in this presentation are solely those of the author and 
do not necessarily reflect the opinions of the OECD or its membership. 



Why data roaming?"

 Domestic mobile data: significant source of revenue growth 
  Increasing Internet-enabled handset uptake, smartphones 

•  “It is also worth noting the strong push in MBB accesses, which have 
almost doubled vs. 2009 and already account for over 5% of our total 
mobile base in the region” (Latin America), Santiago Fernández 
Valbuena, Telefónica, Chief Strategy Officer, 25/2/2011 

•  �This is the year of the smartphone, and we want our 35 million 
European data users to feel free to use their devices in Europe in the 
same way as they do at home�, CEO Colao, Vodafone, 29/10/2010 

•  �I want the gap between roaming and domestic prices to approach 
zero�, Digital Agenda Commissioner Kroes, European Commission, 
23/9/2010 

•  “Mobile data-roaming charges remain shockingly high�, 3, UK operator,  
September 2010 



Main points: pricing!
•  Average price MB: USD 6-10 PPP (average by origin) 
•  USD 2.5 to USD 6 per MB (least expensive destination) 
•  100 kB picture MMS: USD 1.4 (sent) and USD 0.7 (received) 
•  OECD domestic mobile broadband 2008 benchmark 

(handset) use: 

•  USD 10 buy roughly 100MB of domestic data…while only 1 
MB of roaming data. Up to 100 times! more expensive. 



Data collection methodology (I)!

•  34 OECD countries – including Mexico and 
Chile 

•  September 2010 
•  Two largest operators by country: 68 operators 
•  Roaming routes within the OECD  
•  Prices for handset and for laptop use 
•  Residential offers addressed to general public 
•  Access to the broader Internet (e.g. email use 

only excluded) 



 Data collection methodology (II)!
•  Standard rates +  data plans 
•  Rates for specific devices (e.g. blackberry), have 

been excluded. 
•  MMS (incoming and outgoing) 
•  Rich set of raw data: possible to select different 

consumption patterns and map them to prices. 
•  Complex mapping: different conditions apply, 

overage charges, etc. 
•  Country preview and check 



Charging patterns (I)!

•  Standard rates vs. data plans 
– Standard rate: as high as USD 30-50 per MB 
– Data plans (74%): daily (23 operators), weekly (10 

operators), monthly (35 operators) 
– 6 countries only have standard rates available 
– Sometimes a daily plan is the standard rate (e.g. Spain, 

Ireland) or… 
– …requires domestic plan (e.g. Rogers, T-Mobile Austria, 

Verizon) 
– Some plans need a commitment period (e.g. Verizon): 

they have been included in some cases. 



Charging patterns (II)!
•  Zone breakdown  

– Typically 2 to 4 zones, may differ from those of voice 
services 

– MMS: 30 operators provide one blended price for all 
countries 

•  Availability  
– Virtually all routes in the OECD 
– KDDI au: only in Mexico, Israel, United States and 

Canada 
– Some routes not covered: Iceland-New Zealand, 

Estonia-Korea 
– Limitations linked to technology (CDMA) 



Data roaming baskets!

•  Three different data amounts: 1 MB, 5 MB, 20 MB 
•  Average by origin vs. rate of the least expensive 

destination 
•  5MB over a week and 20 MB over a month (1MB 

sessions) 
•  MMS: 100 kB – picture MMS – some apply data 

roaming charges 



Main findings – 1 MB !!

1 MB in one session – average price by origin – USD PPP 

1 MB in one session – least expensive destination – USD PPP 



Main findings – 5 MB !!
5 MB in five sessions over a week – average price by origin – USD PPP 

5 MB in one session – average price by origin – USD PPP 



Main findings – 20 MB !!
20 MB in 20 sessions over a month – average price by origin – USD PPP 

20 MB in one session – average price by origin – USD PPP 



Main findings – 1MB extra EU/EEA
1 MB in one session – average price by origin –  USD PPP 



Main findings – 20 MB ! - laptop use!
20 MB in 20 sessions over a month – average price by origin – USD PPP 

20 MB in 20 sessions over a month  - price of the least expensive destination – USD PPP 



Main findings – MMS!
Outgoing 100 kB picture MMS 

Incoming 100 kB picture MMS 



Mexico  
•  Telcel: 

– 3 zones  
•  Zone1: US, Canada, LAC (USD 9/MB) 
•  Zone 2: preferential Europe (USD 12/MB) 
•  Zone 3: rest (USD 29/MB) 

– Some plans: but still 100 MB cost USD 160 in zone 1 
and USD 226 in zones 2 and 3. Some blackberry 
plans: USD 4/day, USD 46/month in zone 1, and USD 
15/day, USD 150/month in zones 2 and 3. 

•  Movistar:  
– Zone1: Canada, US, Central America (USD 2.5/MB) 
– Zone 2: Europe and South America (USD 4.70/MB) 
– Zone 3: rest (USD 11/MB) 



Chile  

•  Movistar: 
– Standard rate is USD 13/MB 
– Roaming 7MB plan: CLP 28900 
– Plan Bicentenario (Movistar countries): CLP 

34,990 - unlimited 

•  Entel PCS: 
– USD 10/MB (United States, ATT) 
– USD 12/MB (rest) 



Wholesale prices and transparency 
measures: EU Roaming Regulation!

•  Wholesale prices:  
–  “Emerging market”, closer substitutes  
–  EU/EEA cap on wholesale roaming rates – glide path USD 1.30-0.6 
–  Retail prices: USD 3.6/MB (Q2 2010) down from USD 8 (Q4 2007) 
–  BEREC and EC: prices are falling, but still significant retail margin 

•  Transparency measures: 
–  Inadvertent data roaming is more frequent 
–  Bill-shock: cut-off limit 



Conclusions!

 Data roaming rates remain extremely expensive 
  Insufficient competition at the retail and the 

wholesale level, though some evolution 
 Wholesale regulation: not enough to stimulate 

competition (yet) – will smart-phones do? 
 Transparency measures are needed 
 Complex data collection and benchmarking  

•  Available at 
http://www.oecd.org/dataoecd/57/62/48127892.pdf  



Thank you!


