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M Business Issue

SaskTel needed to transform its
business in a changing environment
through the development of new
customer campaigns, optimization of
campaign execution and reduction in
customer churn.

H Solution

The company is using SAS® Enterprise
Miner™ and SAS Marketing Automation
within the SAS Customer Intelligence
platform to find ways to increase the
average revenue per customer and
reduce overall churn.

H Benefits

Analysts have found more time
through the ease of use of SAS
software to increase the average
revenue per customer and reduce
overall churn.

“With the market getting increas-
ingly competitive given number
portability, we're using SAS to
create predictive churn models
that, in turn, help us create better-
targeted customer campaigns.”

Mike Woolley
Manager of Marketing Analytics
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CUSTOMER STORY

SaskTel reduces churn with SAS’
Customer Intelligence solutions

For years, the wireless market in Canada experienced rapid expansion, and wireless carriers
were in customer-acquisition mode. But times have changed. The market is no longer
experiencing unbridled growth, and telephone number portability has made it easier for
customers to switch providers. To transform its business in this changing environment, SaskTel
is using SAS® Customer Intelligence software to develop new customer campaigns, optimize

campaign execution and reduce customer churn.

The leading full-service communications
provider in the Canadian province of
Saskatchewan, SaskTel serves nearly a
half-million businesses and consumer
customers by offering competitive voice;
data; dial-up and high-speed Internet;
entertainment and multimedia services;
security, Web hosting; text and messag-
ing services; and cellular and wireless
data services over its digital networks.

SaskTel is a communications pioneer.
The company was the first in North
America to offer high-speed DSL
Internet access, and the first Canadian
IPTV provider to roll out high-definition
television. With telephone number por-
tability making the wireless market even
more competitive, the company is using
SAS Customer Intelligence solutions to
improve its customer interactions in a
bid to reduce churn.

“We can no longer base our business
decisions on the unbridled growth the
industry experienced over the past 10
to 15 years. We have to look at new
ways of doing business since we can'’t
bank on getting 50,000 to 70,000

new customers every year,” said Mike
Woolley, Manager of Marketing Analyt-
ics at SaskTel. “With the market getting
increasingly competitive given number
portability, we're using SAS to create
predictive churn models that, in turn,
help us create better-targeted customer
campaigns.”

Telephone number portability — the
ability to keep a number while switching
providers — is attractive to consumers
and has forced wireless carriers to

reevaluate their business strategies.
Before number portability was man-
dated by the Canadian Radio-Television
and Telecommunications Commission
in 2007, customers tended to stay with
the same service provider because they
had to give up their phone number if
they switched to another company.
Now, customers can bring their existing
phone number with them when they
switch providers. In response, SaskTel
has shifted its focus to marketing
strategies and tactics that will help retain
customers.

SaskTel is expanding its use of SAS to
target the right market and the right
customers through multiple channels of
communication. The company is using
SAS Enterprise Miner and SAS
Marketing Automation within the SAS
Customer Intelligence platform to find
ways to increase the average revenue
per customer and reduce overall churn.
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“We're still doing the same number of
acquisition campaigns, but now we're
looking at retention and churn, and that
requires more of our time,” Woolley said.
“And the team is finding that time due
to the efficiency and ease of use of SAS
software. So in addition to maintaining
our new acquisition campaign, analysts
can focus on creating campaigns for
retention and churn.”

i



SAS and all other SAS Institute Inc. product or service names are registered trademarks or trademarks of SAS Institute Inc. in the USA
and other countries. ® indicates USA registration. Other brand and product names are trademarks of their respective companies.
THE POWER TO KNOW. 103067_558224.0810

SAS Institute Inc. World Headquarters +1 919 677 8000
To contact your local SAS office, please visit: www.sas.com/offices
® ®

The results illustrated in this article are specific to the particular situations, business models, data input, and computing environments described herein. Each SAS customer’s experience is
unique based on business and technical variables and all statements must be considered non-typical. Actual savings, results, and performance characteristics will vary depending on individual
customer configurations and conditions. SAS does not guarantee or represent that every customer will achieve similar results. The only warranties for SAS products and services are those that
are set forth in the express warranty statements in the written agreement for such products and services. Nothing herein should be construed as constituting an additional warranty. Customers
have shared their successes with SAS as part of an agreed-upon contractual exchange or project success summarization following a successful implementation of SAS software.



