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From cars to people Brice

A company that connected Portugal, connecting with the portuguese

Number of clients

160k 8%
‘ B2B

1,9M 92%
B2C

B2C #1 in client base



From cars to people

2 major market segments

Number of clients

160k 8%
‘ B2B

1,9M 92%
B2C

B2C #1 in client base
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Brisa

Toll Revenue

500Mé€ 52%
B2B

460M€ 48%
B2C

B2B #1 in toll revenue



Via Verde Business — From fleets to companies

B2B Segment
B2B Fleet
Clients
=t
19% 81% Vehicles
=

Toll Revenue

Light vehicles are the majority of B2B fleets

o
Brisa

150k
700k
>250M€
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What have we delivered?
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Via Verde Business Brisa

Better customer service

Better customér\grvice Better custamer service

~

Selfcare portal

MgViaVerdg
B2B

Simplified processes

o

More client centric. More efficient.
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Via Verde Business Brisa

Better products

Better products

Better products

SmartPricing,
toll benefits for
heavyloadvehicles

Loyalty program
for companies and workers

—

Exploring the segment and adequating products to B2B clients









Offer 2.0 Business .

Better commercial relation

Better commercialifelation

Better commercial relation

100% dedicated sales team

Key account n"\ﬁ\ag\ mefik fortop clients
K

Top-down approach, starting with the bigger clients



Via Verde Business Brisa

KAM for top
clients

Self-care . .
Portal Better .Better customer service for all clients
B2B service

Via Verde .New adequated solutions for the segment
Business .Increasing brand value
L TP Connecting with high value clients

.Addressing Brisa’s core business

SmartPricing




Selfcare portal
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Selfcare portal MyViaVerde B2B

.

D 0
ABC -123

Client HDM process
aggregation simplification
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Fleet service
management

Fleet license plate
MEREENE]
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Message
center

Reportings

Corporate
Dashboard

Split Billing

Movements
and account
statements







Smart Pricings:

Step 1 — Big Data analysis

Understanding consumer patterns and
underused segments in our network



smart Pricing
Step 1 - Big Data analysis

S « Analysing 2 years of operational
;iti;zp;lcg:::i:‘:iutes may occur through one of four possible patterns B data OF a” Our Cllents’ heavg |Oad
B vehicles

okl BY ovecvs o wm o ww « Each trip was individually analyzed
il ... o = and compared with its’ prevjps,

ok : nextandregular trips of tha

Closed

prye ol B o vehicle and of that client

the highway network Open circuit 3
ighway P o WB

- » Mapping and detecting behaviour
patterns, quantifying potential

trips

revenue loss due to toll-escape
routing
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Smart Pricing
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Smart Pricing
Step 2 — Advanced Analytics design

* Introducing external anonymized GPS

FLEET PRICING USE-CASE

Step 2: We mapped clientbehavior and defined addressability criteria t data OF heavg |Oad Vehlcles ﬂeet

refine our initial estimations of Va$S

e e SEE management servisse

cli
Clients optimizing trip mst mi°

 EXxtrapolating from GPS dats,
associating each of our clients’ toll-
escape routes to.amest likely pattern
of out-of-motorway behaviour

* Quantifying probability of inducing toll
consumption leveraged on pricing
mechanism, identifying most efficient
streches and clients to address
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DENTIFYING A MIX OF CLIENT %}R
PILOT TESTING I'RHE F r{ﬁ DUCT
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INCREASE TOLL CONSUMPTION, OVER LAST YEAR'S,
FOR SPECIFIC MOTORWAY STRECHES



%000 Vodafone p =

10:00

RECEIVE l\‘\J‘C
UF I'HE TOL
RECEIVED







RECEIVE WEEKLY REPUR TS
WITH BENEFITS AND [OLL
LREDIT EARNED
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Thank you!
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