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Business Velocity Enables T-Mobile
to Engage and Execute
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Velocity Kills. Slow Fast.
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Bellevue, Washington

In a world full of busy and fragmented lives, we at T-Mobile
USA, Inc., have this idea that wireless communications can help. The value of our
plans, the breadth of our coverage, the reliability of our network, and the quality of
our service are meant to do one thing: help you stick together with the people who

s make your life come alive. That’ s why we’ re here.
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T-Mobile USA is a national provider of wireless voice, messaging, and

data services capable of reaching over 293 million Americans where they live,

P( :S work, and play.

Approximately 36,000

T-Mobile and MetroPCS became TMUS on the New York Stock
Exchange on May 1, 2013. Together, we are the nation’s 4th largest wireless
provider, serving more than 42 million subscribers with our nationwide 4G network
and about 70,000 total points of distribution.

4 i - -Mobile-



Bottom Line? We're BIG.

We earn more revenue than a lot of major companies, including ...
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Which m
ean
s we spend a lot on advertisi
ISIng

4 Geico
5 McDonald's

6 Ford

7 Toyol@d

11 Target
13 Apple

14 Springd
15 State Farm

47 Samsund

18 Dodge
19 Microsoft
24 Progressive
26 Subway

29 Cit

31 Kellogs

35 Budweiser

57 Volkswager 58 Lexus 83 Coca G0
62 Disney g5 Pizza Hut
89 Dove

65 Mercedes Benz

41 Sears
45 General Mills
49 Amenican Express 66 Google g2 Time Warnef
50 Bank of America 73 Pepsi g5 Mazda
51 Maybelline 77 Olay 96 Hershy
g1 Comeast og Dell

55 Paramount
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Events cause activity to spike

Un-carrier IPhone Launch T-Mobile &
Announcements MetroPCS
Merger
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Increased traffic can...

B £ %
AMPLIFY
Service Issues
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Customers & prospective customers see

negativity

~  Andrea Humphrey () I ordered the white one had it

overnighted just to find out that its the black/blue one so i call
t-mobile and got transferred like 8 times cause no one knew how to
deal with it and on the 9th time of being transferred I gave up so
now im stuck with the black one when i wanted the white one

Everett Lee Probst Jr. Ok, while looking through my phone to
see what I can delete to lighten the load, it freezes again and
- shuts off. Words can not describe my frustration. (**

Potentially damaging perception of your brand
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Growth of social in 2012

= Begin resolving on social
January = 517K Social Fans
2012 Team size =7 FTE

f130] 3

= Resolution Evolves - CRM tool implementation

= 1.3M Social Fans

= Teamsize =10 FTE

= Review of more robust tools to accommodate

December growth, drive engagement & automate resolution
2012 = 2.6M Social Fans

= New Tool (SAP) Implementation
= Automate resolution
= Maximize efficiency

= 3+M Social Fans

= Team size =23 FTE

May 2013
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What Is our strategy?
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Understand the conversations i

Monitor customer
sentiment and identify

opportunities to

/ Understand the
Improve

competitive
landscape and use
68 T-Mobile USA - 1 M
gabytes are like toothbrushes — some things families don't want to Intel | Igence to g u Ide

share. RT if you agree. #ShareEverything t-mo.co/NGHag9 H
Collapse # Reply @ Delete % Favaorite Ou r aCt I ons

R . [ [T E
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Know your audience

WHAT PEOPLE LIKE  THlobile, Samsung G4, 4/28/2013 - 5552013

Likes | Topis
T-Mohile
consistently cheaper (3.3% 1)

th 5-megapixel camera £.3% 1) metal and-glass design (200% &

amesomeness (3.3% 1)
approve business (3.3% 1)
T-Uobile tariff (3.3% 1)
deal (5.7% 3 [ rate 02.3%.4)
T mobile variant (5.7% 2
tmobile coverage 7% 2 powerful device (100%

t-mobile sim (5.7% 2) data (5.7% 2

GOURCES  T#obile, Samsung B4, 4232015 - 5812013
Sources

T-Mobile

Other D.0% 1)
Consumer Reviews [1.3% 7] —
‘ofessional Reviews D.5% 13) 7
News (.25 26)
Comments {2.2% 541~/ | Wicroblogs wex 11321

Social Networks (5.8% 140)
Forums {14 0% 340)

Blogs (29.2% 703

GENDER OF AUTHORS ~ T-Mobile, Samsung B4, 4282015 - 5872013
Gender | Male and Female

T-Mohile

Female {20.3% 1421

13

WHAT THEY DONT LIKE  T4obile, Samsung G4, 4282013 - 8162013

Dislikes | Top15

T-Mohile
suffer from chronic shortage (3.7% 1)

statement (3.7% 1)
service (37% 1)

- lose market share (33.3%, 3
not have G54 13.7% 1)
lose money (3.7% 1)
Customer Service (2.7% 1]
incorrect (37% 1)

hit snag (3.7% 1y

continue Gosmart Mobile
face release delay [7.4%, 2)

TOP AUTHORS  TMobile, Samsung Gd, 4/28/2013 - 58/201%
T-Mabile
L ——

sastorm
tesun samsung oc¢ [N
wiraceshor [ 7
cwnzo [

soparat [ =
sascnasagan [ 5
ot arsne: [ 5
wre ror [ 5

SENTIMENT BREAKDOWN  THobile, Samsung 54, +/28:2013 - 582013

Sentiment | Positive, Neaative, and Neutral

T-Mohile

Hegative [1.4%, 35) -

Positive (22% 54— |

Use in depth social data to drive meaningful strate

Listen
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T-Force - dedicated team for two-way conversations Engage

f Facebook
w

14

T-Force Email

m = T-Mobile Support

Google+

Top 16
Brands leading social customer
service
Top 10 socially
devoted global brand - 2nd Place

with 86.9 response rate
Top 40
Facebook pages

*in neg.
sentiment since Nov
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How can you be everywhere at once? | gngage

* |ncrease Productivity
= Streamline Conversations
= Enhance reporting
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Allow the tough conversations

1 T-Mobile

P [

Hi T-Mobile,

I'm kinda confused about something. Why is the T-mobile network coverage so bad on MIT
campus (in Cambridge). You'd think that technology universities {(that are obviously highly
influential on the kinds of phones people buy) would be one of your highes priorities. No?
cheers,

Leigh d T-Mobile We'd be happy to look at this area more closely and if needed file a service request.

Ll When you have time please chat with us here http://support.t-mobile.com/community/chat -Lucinda
April 25 at 5:07pm

-4~ Leigh Christie Thank you! (Vanessa and Lucinda)... that's why I've stuck with T-mobile. No
*%d contract and extremely helpful employees. you rock.

April 25 at 5:08pm * 3 1

Like * Con

] L
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Turn unhappy customers into advocates

1 2

Show you care Offer quick

through purposeful responses in real

engagement time “Be THE World

Class brand
3 4 for social

Make positive engagement”

connections that
deliver on your

brand promise

Provide a
differentiated
experience
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Why does this all matter?

S—e—T—8
The Service landscape
IS evolving...

To compete, companies have to meet customers
where they choose to engage

e
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T-Mobile uses SAP Cloud for Customer

SAP Cloud for Customer

Engage customers
: > S4p Rich
at every step of the journey o 03, insights
07 o0

Smooth
integration

Earn their business by |
knowing them better A content

Industry

Beautiful
user
experience

Grow with them as
thelr needs Change Enterprise social ® Analytics ® Mobile and offline

© 2013 SAP AG or an SAP affiliate company. All rights reserved.



© 2013 SAP AG or an SAP affiliate company. All rights reserved.

No part of this publication may be reproduced or transmitted in any form or for any purpose without the express permission of SAP AG.
The information contained herein may be changed without prior notice.

Some software products marketed by SAP AG and its distributors contain proprietary software components of other software vendors.
National product specifications may vary.

These materials are provided by SAP AG and its affiliated companies ("SAP Group") for informational purposes only, without re presentation or warranty of any kind, and
SAP Group shall not be liable for errors or omissions with respect to the materials. The only warranties for SAP Group products and services are those that are set forth
in the express warranty statements accompanying such products and services, if any. Nothing herein should be construed as constituting an additional warranty.

SAP and other SAP products and services mentioned herein as well as their respective logos are trademarks or registered trade marks of SAP AG in Germany and
other countries.

Please see http://www.sap.com/corporate-en/legal/copyright/index.epx#trademark for additional trademark information and notices.
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