Demographics

Base: Motivates Much

Householder Gender v Householder Age _
42% o,
17%
Female Male -34 35-44 45-54 55-65 66+
Geographical Region . e ~ Household income (000)

SJ Metro Rest of the Island Under $15.1 $15.1-$20.4 $20.4-$25.7]
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Examining price sensitivity

Van Westendorp Price Sensitivity Meter

At what price do you begin to perceive the product as so expensive that you would not .
consider buying in? Too expensive

At what price do you begin to perceive the product as so inexpensive that you would feel

Too inexpensive
that the quality cannot be very good? P

At what price do you perceive that the product is beginning to get expensive, so that it is not Expensive
out of the question, but you would have to give some thought do buying it?

. , , inexpensive
At what price do you perceive the product to be a bargain — a great buy for the money?
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Interest in a One Year Subscription Contract, and Amount
Willing to Pay for a Smartphone plan that Includes Internet,

Voice and Text

( 21% are very and somewhat interested

Very and Somewhat | Willing to
Interested Pa

Very o
interested Inexpensive $44
Expensive $49
?n‘;;",js‘”f;?,‘ E% Too expensive $54
Too inexpensive $22
A Optimal price $43-51
No e Willing pay for
comment {197% deviceg . $106
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Demographics
Very interested / Somewhat interested in smartphones

Householder Gender _ Householder Age

- -
Female Male -34 35-44 45-54 55-65 66+
Geographical Region | ... Household Income (000) .

SJ Metro Rest of the Island Under $15.1 $15.1-%20.4 $20.4-$25.7
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Demographics
Very interested / Somewhat interested in smartphones

Householder Median Age Population in Household (Persons)
m 30%
-
BN

Average 1
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Most important reasons for subscribing to a smartphone
service

Entertainment (videos, photos) 21%

Searching for information, news 16%

Keeping in contact with friends and family 13%

Social media 12%

1 year contract 10%

Iphone 4%

For studying, work 3%
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Most important reasons for not subscribing to a
smartphone service

Economics reason 29%
Digital literacy 23%
It's dangerous 13%
Age (old) 12%

I'm not missing out 8%
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Interest in a 1-year contract, and amount willing to pay for a
monthly plan for a tablet

5% are very and somewhat interested

Very and Somewhat | Willing to
Very Ez% Interested Pay*

interested

Inexpensive $28
Somewhat E ” Expensive $40
interested Too expensive $55

Not Too inexpensive $17
Optimal price $29-42

No o
comment

Willing pay for device $201

* Caution: small sample
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Interest in a 1-year contract, and amount willing to pay for a
monthly plan for a router

6% are very and somewhat interested

Very s Very and Somewhat | Willing to
interested | Interested Pay*

Inexpensive $27
Somewnat 1, Expensive $39
interested Too expensive $54
Too inexpensive $18
Not Optimal price $28-40
interested

- Willing pay for device $47
comment

* Caution: small sample
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Most important factor when activating

Monthly plan 43%

Equipment 6

Same for both 17%

Indifferent 11%

e\q

No comment 23%
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CONCLUSIONS




Conclusions

« There is very little knowledge and awareness about smartphones, tablets and routers in the
targeted group.
— Product familiarity:
Router 9%

«  Tablet 14%
» Smartphone 28%

* Interest in acquiring these is also very low.
— Router 6%
- Tablet 5%
-~ Smartphone 21%

« Given these results, we decided to contact several survey respondents again (92) to get qualitative

insight on their perception of the Internet, and smartphones:
« Something complex, difficult to use.
« Scared to useit
Too expensive
» Carriers should educate more about how to use the Internet and smartphones
* These are things for young people
=  Would like to access the news, the weather, Facebook
» (Can take pictures, save contacts’ info
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Strategy

« Marketing approach for advertising the T-Mobile FCC Pilot Program
— Primary:
« The Internet is for everyone
» Educate consumers about what the Internet is, its benefits, and ease of use
+ Provide information about the different product features
» Simple communication
« Focus more on smartphones
— Secondary:
» Very affordable rate plans, and products
— Tactical : Use a spokesperson that is trustworthy and familiar. Spokesperson well

known by target group in making things that appear complex simple. Avoid “cutting
edge” technology look which will likely turn off target group.
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Appendix
Print Ads
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Apparells El Internet
s simple

Desde tu celular t también puedes

[ vernomcas (3] Emviar y compan toros

Internel llimitado
300 minutos para hablar
e Liamadas recibidas gralis

Si recibes alguna ayuda
del gobierno, llama al

Lip- L g e GRATIS

emevewe F - -Mobile-

e s s e

. —
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Appendix

In Store Material — Flyers & Banners

INTERNET
DATA ILIMITADA

VOZ

INTERNET
DATA ILIMITADA

"{0 7 4
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Heidi Lankau

— e
To: Alexander Minard
Subject: FW: CAF II question

From: Joshua Rosen [mailto:jrosen@actiipartners.com]
Sent: Monday, May 18, 2015 11:23 AM

To: Heidi Lankau
Subject: FW: CAF II question

Hi Heidi - | apologize | didn't introduce myself on the phone - | work at an investment fund in New York focused on the
media & telecom sectors, and am just digging into the mechanics of the change in subsidies and the effect on the public
companies that receive funding. Below are the questions | had on CAF Il and the transition. Thanks for your help.

Best, - '

Josh Rosen

From: Joshua Rosen

Sent: Thursday, April 30, 2015 11:46 AM
To: 'alexander.minard@fcc.gov'
Subject: CAF II question

Hi Alexander - g
| am an investment analyst at Act Il Capital, and am trying to better understand some of the nuances of the CAF Il‘order
and transition. Any help or guidance you could provide would be greatly appreciated. If this doesn't make sense pr its
easier - happy to talk through it on the phone. :
e Do the disbursements of cash not commence until after August 27th or if a company accepted earlier, they
would start to receive the CAF 1l amount?
e |Isthere a catch-up in 2015 for a company receiving LESS from CAF Il model support than CAF I. ,

o ie: the company would receive the CAF Il model support for the full year (including the 75% year il
transition) - or do they receive the CAF | frozen support through the date of the order (or date thév
accept) - and then the CAF Il transitional amount for the latter half.

o example - assuming June 30 transition for simplicity - A company received $10 million in CAF | frozen
support annually - through 6/30 they received $5 million. They accept the model support which anly is
$2 million annually. So the 2015 transition amount would be $2 + ($10-52)*75% = $8 mm for 2015. In
the 2H of the year - do they only receive $8 less the $5 million already received --> $3 mm. Or dad they
get 1/2 the run rate of the annual transitional amount of $8 million in the 2H of the year - S$4mm

e If a company does not accept model support - do they receive the full amount of frozen CAF | support through
the time when the Auction takes place?

Again - thank you for any guidance you can provide.
Best Regards,

Senior Analyst

Act ll Capital, LLC

Direct (646) 737-1003
Main (212) 247-2990

Fax (212) 957-0073
jrosen@actiipartners.com

|
Josh Rosen ‘




