The more often a consumer goes into data
overage the higher the overage

Data Overage by Percentile
Q3 ‘09 — Q2 '10, Customer Value Metrics, National

$40

$35

$30

828 - 96th Percentile
$20 , A -7 5th Percentile
$15 . :gﬂ’iii?;rcentile
$10 /—/\'\H//\Pi\"" Mean

A Closer Look at Overages

Copyright © 2010 The Nielsen Company. Confidential and proprietary.




Shock: A disturbance of equilibrium or
permanence of something”
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Data overages are a lot lower
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About 1% of Americans experience significant
overages in any given year, similar to their regular
bill

» “Shock,” defined as a disturbance of equilibrium or permanence, occurs
when a rare event hits the customer and significantly alters their bill. Bill
“shock” does not occur when a customer periodically or even regularly
goes into overage and it de facto becomes part of their recurring
payment.

 Less than 3.5 million Americans experience their bill roughly doubling
once or twice per year due to overages.

* The more often a consumer goes into overage the higher the overage
amount.

 The typical consumer who accidentally goes into overage pays $18 to
$21 for voice overages and $2 to $4 for data overages, while generally
enjoying the lowest rates for voice and data in the industrialized world.
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Connectivity overages stay constant the more often a
consumer goes into overage whereas messaging
overage steadily increase
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Regardless of overage occurrences, web
overages remain below $, while texting overages
Increase
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People who incur overages receive larger credits

than those who never go into overage
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Voice Overage Incidents Data Overage Incidents

52500 ———— e —— e 525.00 — = ————

520,00 +— — — — $2000 — a——— I

515.00 - 515.00 = —————— = —==
5$10.00 - 510.00
$5.00 = ———— —— — 55.00
$0.00 +— — - 50.00 -
o 1 2 3 4 5 6 7 38 9 10 11 12 ¢ 1 2 3 4 5 6 7 & 9 10 11 12

b d
A
)]

Title of Presentat'ton
Copyright © 2010 The Nielsen Company. Confidential and proprietary.




Consumers who go into data or voice overage
receive approximately the same amount as credit

oice
Dverages

g
1047
114

12

nielsen

$6.54

$7.38
$7.54
$8.84
$9.02
$11.82
$16.03
$11.00
$6.42
$2.62
$18.97
$0.69
$21.94

68697

3540

1664

1734

1111

371

160

109

178

37

18

5

65

Jverages

= O

10

11

12

$6.13

$8.92
$11.41
$9.58
$10.16
$13.11
$9.71
$11.34
$11.29
$6.49
$4.20
$8.81
$7.49

65706

4163
1869
2007
1514
715
243
355
460
196
78
80
303

*A Statistically insignificant sample, disregard, displayed for comprehensiveness only

Title of Presentation
Copyright © 2010 The Nielsen Company. Confidential and proprietary.




Domestic and international roaming combined with
internationally calling are an insignificant factor on
wireless phone bills for vast majority of Americans

International & Roaming Charges
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*Nielsen does not classify non-package
transactional calls as overage
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