CableCo Sales and marketing plan - November 2009
1) Market review, regulatory framework, Competition Internet penetration stands at 40%, Broad band 15% with strong growth planned(Source: International Telecommunications Union (ITU), BMI) Competition is becoming fierce with improved speeds and an increasing array of services. Local Telco continues momentum; Local Telco advertising heavily video and Internet. Mobile Voice minutes still growing; Mobile Data represents new source or revenue for falling Mobile Operator ARPUs.
Market projections:  See Fall Budget figures.
Internal environmental analysis: CABLECO slow to enter Data (Internet) market however significant organizational changes and process improvements are strengthening CABLECO ’s ability to compete. Sales focus is obvious from store visits, clear measurable metrics are required in Customer Care effectiveness, signal quality or installation time. CABLECO ’s Image of quality products-high priced products must be in line with launch of ED3.0 and D4All. Billing systems should facilitate all products launches.
2) Vision and Mission:
Brand Vision: 
That the CABLECO brand will be universally recognized as being Simple for 



everyone;
Mission: 

To create and fulfil demand for Digital television and innovative broadband 



solutions to all the Romanian population.
Approach: 

Emphasize competitive differentiation of CABLECO  cable solutions, by 



introducing fastest Broadband in Romania - 
ED3.0



Launch 2 new bundles with CABLECO  ED3.0 package (up to 160 Mbps).


Push triple play + innovative nature of D4All: HD, DVR, EPG, readiness and 2-


way nature of the D4All platform. 



Initiate “CABLECO  cable is cool” umbrella message. Future products launches 


will support this message, Simplicity - Pay only for what you need’ and 


‘company slogan’ .


PR initiatives to get Media talking about CABLECO .



Continue to launch products, faster; inform the market.
Assumptions: 
Marketing team and structure can effectively launch ED3.0.  



CABLECO  is using a Retention and satisfaction metric on a quarterly basis (i.e. 


TRI*M 
Index)
Product development process in place - ED3.0 has passed all approvals and gates.
Segmentation tools and methodology are effective.
Retention team, tools and approach are in place.
Technical team is able to respond quickly to Customer complaints.
Marketing has provided Technical with D4All and ED3.0 coverage requirements thereby facilitating the increase in number of Homes passed.
CABLECO ATL budgets are sufficient to get good top of mind awareness rating.
Objectives: 

Ensure that we are leading Internet and TV loads per month Vs. Competition.




Launch  ED3.0 by Sept. 9, 2009 in 150/200 cities.



Improve awareness of CABLECO ’s innovative D4All solutions.



Reduce churn. Offer Higher speed upgrades and free months of Data service 



to retain.
Market Segmentation: “Teens”, “Young adults”, “High Residentials”, “Urban Pros”, “SOHO”, 



“Foreigners” 
Products and Services: Launch new version of standalone ED3.0: 




CABLECO  Turbo -    CABLECO ’s leading Ultrafast Broadband up to 160 



Mbps 



Continue to promote merits of HD TV, EPG by launching next feature (on 



Demand, PPV)



Capitalize on Triple play bundling advantage (competitive differentiator). 
       Bundles:

Create CABLECO  Turbo with 2 play bundles.
Pricing: 

Maintain prices for 2/12/24 Mbps products. Price premium for CABLECO  



Turbo Vs. RCS FiberLink2 (50Mbps) products: 79 Lei + VAT (assuming 



18 mos. payback check)
Distribution:
CABLECO  Shops: Ensure timely delivery of materials for new services. POSM
to be consistent and dated.
Indirect: Explore potential with shops such as Say, Internity and Germanos.
Marcomms plan: 
ReBrand exercise to evolve to next step. Implement ED3.0 Big idea: “




CABLECO  Cable is Cool” for image. Fulfil insights on DVR, HD, On Demand, 


PPV, more channels, no fixed line required, ad-free music. Ad 




messages must be clearer. 



ATL campaign consists of TV (Assuming ED3.0 is national), print, radio, web 



based ads reaching the 6 segments. 




BTL campaign:  Inbound Telesales/Online/CC sales offers to upgrade and 



get 3 months for existing customers for free.




Bill messages, CABLECO  channel, Brochures in Shops.



Use CABLECO  2Play Digital at XX Lei as fighting bundle for sales and 



retention.

Promotions plan:
ED 3.0



CABLECO  Turbo 



New clients: Free activation/Free Modem upgrade 3 months for free on 12 



month LTC.



Existing clients: upgrade from current 2/12/24 Mbps to UPV Turbo and get 3 



months for free or, 



for 30/15 Euros (1year/2year)  per month get a free desktop (Hardware to be 



tested with CABLECO  turbo) 



DVR:



New clients; Sign 12 months LTC contract get 3 months of HD channels for 



free when you select DVR with HD.



PR, sponsorship:
For CABLECO  Turbo launch have journalists come to special meeting to visit CABLECO  premises/ products; lunch and presentations. Provide 3 months of service to journalists that are interested (Same first 3 months free as new client offer) with the option of returning the equipment after 3mos – no penalties. Same offer made for DVR with HD, without penalties if they cancel.

Press conference to launch CABLECO  Turbo. Push CABLECO  Cable is Cool and remind public of D4All benefits. Consider launching CABLECO  Turbo in a school and donate CABLECO  Turbo Packages in 100 schools across the country (CSR initiative)
Marketing budget: 1.15 M Euros for 4 months
Sales organization and approach: Special 3 month incentive to push DVR with HD Sales: 2Euros for each signed 12 mo LTC contract applicable to Telesales, Door2Door Reps. 1 Euros for 12 month contracts applicable to Inbound Telesales, Walk in shops and CC sales Reps.
Marketing Organization:  Assess all team members. Identify Segmentation skills/groom. Form Segment team, geo-marketing function, and Loyalty and Retention Manager.
Train, substitute, provide opportunities, push or relieve staff.
