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The
Challenge

With Asia leading the west in the instant-
gratification economy, marginal
differentiation created by novel
subscription plans, and promotions
governed by clever T&Cs hardly moved
the needle for customer engagement or
churn in the telecom industry.

We hate to admit it,
but people do not rate
telcos highly. jhisisa

regrettable reality, and we are
determined to earn back
customers’ trust and be the telco
that they deserve

said Mr Johan Buse, Chief of Consumer
Business Group, StarHub.

Competitive

Landscape

With every telco in Singapore trying to
woo and retain customers via points-
based loyalty program, following the same
path was not an ideal approach to create a
meaningful impact. With the advent of
MVNOs whose retail overheads are
marginal compared to full- service
telecom operators, offering extra
gigabytes to a mobile plan among similar
promotions were not enough. In a market
like Asia with higher levels of smartphone
penetration, we needed to look at loyalty
and engagement from the customer's
vantage point. One should ask, why would
a Singapore consumer prefer StarHub over
competition! The #HelloChange
philosophy made  StarHub rethink
everything, including the underlying
concept in a loyalty program and its
reliance on the points-based system.
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Questioning the
Status Quo

EhelMedium, Approach, Technology & Engagement

StarHub's focus shifted from chasing
customer loyalty to driving a change in
customer behaviour, such as actively
engaging with the brand and its offering.

in-app
Dynamic

Engagements
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The Right Medium

One of the most important pillars that
can drive meaningful change in
customer behaviour is the medium or
surface a brand chooses to interact with
its customers.

While incorporating the loyalty program
within a brand’s website and driving

tra c to it via campaign-specific landing
pages did the trick back in the early
2000s, the same do very little to move the
needle two decades later.

The Unified Approach

While large B2C follower brands and
even some challenger brands decided to
bifurcate this medium into two apps —
One for all things essential and one for
lifestyle-oriented activities, StarHub did
the exact opposite.

The MyStarHubapp is a single app that

combines both needs and wants of the
customer under one roof.
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With an average of 100+ apps installed
in a smartphone these days; an extra
app joins the fight for the consumers’
mind-share. StarHub's one-app-for-all-
needs is a refreshing concept in the era
of the Super apps.

StarHub’s Approach
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Customer Digital Reward
Data Loyalty Recommendations

Innovation Through
Technology Platform

StarHub'spursuit of driving change in
customer behaviour resulted in
questioning the underlying construct
that governs legacy loyalty programs -
the points system.

While traditional loyalty programs
revolved around driving customers to
earn and burn points, it also acted as the
key deterrent to driving the behavioural
change that StarHub envisioned, across
all subscriber segments.
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Engagements Campaign ROI Retention

Early October last year, StarHub
partnered with Perx Technologies, a
leading customer engagement and
loyalty SaaS platform to launch a Digital
Rewards Loyalty Program that removed
the concept of loyalty points from the
equation.

The concept of customer actions >

leading to earning loyalty points >
leading to rewards redemptionneeded
a rethink to resonate better in the instant
gratification economy we live in.
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Continuous Mobile-first This ushered in the possibility of

Customer Engagements

Typically, large B2C enterprises such as
telcos and banks roll out on an average 6
to 8 campaigns each year. The plethora of
processes, approvals, data validations and
inter-dependencies of teams and business
units results in increasing campaign-to-
market timelines by a minimum of 12
weeks. The strategic technology
partnership with the mobile-first Perx
Platform, has reduced this timeline from 12
weeks to just 30 minutes. StarHub
leveraged this key advantage to the fullest
with the launch of weekly recurring
campaigns, powered by gamification
mechanics and tactics.

continuous customer experiences in the
era of sporadic and reactive customer-
brand interactions.

The shift to continuous engagement saw a

4 times increase in requests-per-second
by app users. This improved brand
interaction and customer-stickiness.
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The elements powering the

New Strategy

The new driverthat enabled us to
successfully meet our objectives was not
loyalty but Dynamic Last-mile Customer
Engagement. Governing StarHub's
Strategic Shift from Loyalty to Last-Mile
Customer Engagement were 3 key
elements:

An effective channel to
meaningfully interact with

Its customers

The yesteryear approach of burying the
loyalty program into the menus and
submenus of the StarHub website was
decommissioned. This gave way to
renewed focus on building an effective
customer experience channel, -case in
point, the MyStarHubApp.

The in-app experience carried forward the

best facets of customer loyalty programs,
its tiers and added new experiences for
customers to engage with. The concept of
loyalty tiers has always acted as an
aspirational mechanism in pushing
consumers to move up a tier to unlock
new perks and exclusive rewards.

This coupled with major changes to the

in-app user experience demanded lesser
clicks in the user journey and enabled
faster adoption.

Interactive, data-led

Engagements

In a decade (2010-2020) that coined
‘digital transformation’ a mainstream
terminology, the transformation projects
that ushered in vast changes were those
that had higher proximity to the end-
consumer.

Last-mile customer engagements when

made interactive and powered by data,
enabled us to see multi-fold increase to
customer engagement rates.

The Concept of
Gamification

Like how the concept of loyalty tiers affect
the aspirational psyche of a consumer, the
concept of gamification plays with the
basic human instinct of ‘Winning'.

By successfully marrying customer actions

with Instant rewards through a gamified
user journey, we saw reward redemption
rates break its own, earlier set benchmarks.
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Performance

Qutcome

As data-led organizations, StarHub & Perx
measure the success of any initiative
based on key performance indicators, and
StarHub's new loyalty and customer
engagement initiative is no exception.

Voice of the Customer

In the initial two weeks post the launch,
the telco did receive feedback from the
customers that they missed the points-
based loyalty program that they were
used to all along.

Contrary to the initial feedback, StarHub
saw a steep increase in customers’
adoption of the new dynamic loyalty
program.

Customer Acquisition - New Loyalty Program

20%

Unigue Users
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Timeline

Let's look at the data,
30 days from Launch

The customer acquisition target StarHub
set to achieve in 30 days from launch was
to onboard 10% of their existing
households onto the New Rewards
Loyalty Program.At the end of 30 days
the outcome exceeded the telco’s target
by over 100%, onboarding2 0% of
StarHub households.

Where does the number
stand now?

In mid 2020, this number has risen from
20% to 50%. Not only has the telco risen
close to onboarding 50%, but those who
onboarded interacted 43 times more with
the MyStarHubApp compared to those
who are yet to onboard.

Analytis

50%

of StarHub
Customers
Onboarded
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Instant Gratification

As of June 2020over 11 Million rewards
have been issued to StarHub customers
since launch. This translates to over 90,000
rewards redeemed monthly by StarHub
customers. This is mainly due to the novel
combination of next-gen in-app customer

experience, dynamic incentive-led
campaigns infused with the concept of
gamification on the My StarHub App.
The number mentioned above is
significant because rewards are issued
upon a customer completing a specific
action dictated by the marketer. In other
words, StarHub's new rewards loyalty
program drove 1.1 Million+ new customer
actions powered by Perx's Lifestyle
Marketing Platform.
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Customer Retention
The telco saw a 6 percent improvement in
customer retention. (Year ‘18 vs 19)
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Net Promoter Score

The telco saw a 13-point increase in Mobile,
7-point increase in TV and 9.5 points increase
in Broadband NPS scores, respectively.

Performance
Qutcome
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Monthly e Users

StarHub sa increase of 25 percent in
Monthly A@ users post the launch of the
Perx powe oyalty program.

New Cu{@r Acquisition

The telcos 11 percent increase in new
customer acquisition post the launch of
the Perx powered loyalty program.

CHANGE.

The above numbers are a comparison of pre-'HelloChange’ era and Post-Customer Engagement Pivot data points.
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Why did we choose
Perx over half a dozen
other platforms?

“To start with, we were NOT looking for a
traditional MarTech platform. That's when

we met Perx. Unlike many, the platform
actually drives meaningful customer
engagements. And, an outcome of that, is
customer stickiness and revenue growth.

To sum up the key reasons,

-It's simple to use, and as a result faster
campaign-to-market timelines.

-Drives real customer actions through
dynamic engagements.

Delivers actionable insights to better
engage our customers.

Traditional MarTech
Platforms

Cost Centre

Measure Vanity
Metrics

Marketing
Execution Speed

5-7%

Customer
Engagement Rate

Static

Experiences

Promaoti nd
En

6-10

Months
Traditional
Ceployment Period

o Perx

Overall, Perx is just
purpose-built to digitally
engage better.”

Maneesh Varma

VP, Customer Lifecycle Management
StarHub

Profit Centre

Measu ue Generating
Custon ons and RO

15

Minutes
Rapid Marketing
Execution

12x

Increase in Customer
Engagemaeant

Dyhamic

Log in with StarHub mobile number
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