Can operators create loyalty from prepaid customers?

Orange Niger’s loyalty campaign: a weekly cycle

* Orange Niger's loyalty campaign divided its customer base
into three segments based on weekly usage.
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e Orange Niger campaign results, 24 April-14 August 2010
Source: Informa Telecoms & Media
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minutes from launch to the 16th week.
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* Growth was more significant in the gold tier where

billed minutes increased by 83%. 100
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* The number of billed minutes started to decrease
after the campaign ended; prepaid customers need T e T T R R R
to be constantly stimulated and motivated to R A A R I R Pt
continue using the service.
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