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Christophe Boutin, ASECAP President

Josef Fiala, CFO, ASFINAG

j‘SECJ | LYAISIFIiINAIG
ssociation Européenne des Concessionnal (res Q '
) Péage

pé
‘Autoroutes et d'Quvrages {

IARKETING WORKSHOP



ASFINAG IN FIGURES

kilometres of
roads

kilometres driven per year
o

m A 12] Brenner
Arlberg A 13 ] o i IR

motorway maintenance depots

staff

toll stations

traffic management
centres



ASECAP Introductory message

Malika Seddi,
ASECAP Secretary General Delegated

Emanuela Stocchi,
ASECAP Chair of Road Safety, Environment & Marketing
committee (COPER 1)
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1st Panel:

Presentations and interactive Q&A

Moderator:

René Moser

Senior EU and International Affairs
Manager, ASFINAG
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1st Panel

Presentations and interactive Q&A

Moderator: René Moser, ASFINAG

- Customer Involvement in ASFINAG chatbot programme
Werner Fritz, ASFINAG, Austria
Sonja Eigner, ASFINAG, Austria

- Easy Travelling with ANPR
Ole Lykke Christensen, Sund & Balt Holding A/S, Denmark

- Ascendi's Road Safety Campaigns
Filipe Meldao, ASCENDI, Portugal

- Marketing in a Digital world
Luis D’Eca Pinheiro, BRISA, Portugal

- 30 % program discount on toll subscription proposed on French networks
Malika Seddi, ASFA, France

Hsecap

Assaciation Européenne des Concessionnaires i ASECA D | ‘ Ac1d .

d'Autoroutes et d'Quvrages & Péage



The floor will be yours!

Share your thoughts & experiences with us
and challenge us with your guestions!
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Customer Involvement in ASFINAG
chatbot programme

Werner Fritz & Sonja Eigner,
ASFINAG, Austria

#SECA p
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ASECAP WORKSHOP MARKETING & COMMUNICATION

CUSTOMER SERVICE / CUSTOMER INVOLVEMENT
AND ASFINAG CHATBOT

Werner Fritz - Head of Customer Service Department
Sonja Eigner - Chatbot Architect Vienna, 28" February 2020



A AISIFIiNAG

ASFINAG Customer Service — 1st Key Aspect

Omni-Channel
Communication

Handling customer enquiries and
complaints on toll fines

— via communication channel selected by
our customers.

24/7 service

~700,000 contacts via phone and written
communication

700 personal consultation sessions

~3,200 chats and 13,000 chatbot
conversations

> Visits to about 30 fairs and events

» Support to currently 43,000 newsletter

subscribers

12



A AISIFIiNAG

Customer Service I1s More

When customers are put into the centre of one's business activity,
a variety of sectors are involved:

- Product and Service Policy

- Quality and Process Management

- Human Resources and Employer Branding
- Communication and Marketing

- Innovation and Sustainabilty

13



ASFINAG Customer Service —

» Using results of empirical market research,
we provide valuable input to the ASFINAG
departments.

» We support further development of services
by involving customers.

» We use key figures such as the Customer
Orientation Index and the Customer
Satisfaction Index to incorporate customer
focus in our strategic work.

A AISIFIiNAG

2nd Key Aspect

Customer Centricity

Pushing Customer Orientation

— via Market Research
and Customer Involvement
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A AISIFIiNAG

ASFINAG Customer Service
Practical Exemple
of how the Key Aspects work together

Omni-Channel Customer
Communication Centricity
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CUSTOMER INVOLVEMENT
IN ASFINAG CHATBOT PROGRAMME

Sonja Eigner
Chatbot Architect — Customer Service Department
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Looking back at last year's
workshop in Zagreb:

Stages of

customer

Involvement
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Today we will focus on:
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A AISIFIiNAG

Customer Involvement @ASFINAG
as part of the customer service strategy.

ASFINAG integrates the whole model
of customer involvement on various levels.

Chatbot project
as a practical example of

how we use information, consultation and collaboration
to design a service that addresses the needs of our customers.

18



Chatbot Programme — Customer Involvement 0 ASIFIiINAIG

Chatbot Projects

Webshop Apr. 2018

= Content-only chatbot in our webshop - shop-asfinag.at
= Information on digital toll products for vehicles up to 3.5 t MPW

GO-Maut Dec. 2019

= New Chatbot 2> www.go-maut.at
= |nformation on GO-Box and toll over 3.5t MPW

= Customer Involvement as project strategy

19


https://shop.asfinag.at/de/
http://www.go-maut.at/

Chatbot Programme — Customer Involvement QD ASFIiNAG

Chatbot Project 2019

Key
Factors



Chatbot Programme — Customer Involvement

Key Factor

Y ASFIiINAIG

Customer
Involvement

Content
Personality
Positioning
Design & Name

e

External

Assignment

= 5 avatar drafts
= Adaptation
=  Selection of best 2

O & Partner

Customers’
perceptions
Best avatar
Favorite names

e

21




Chatbot Programme — Customer Involvement QD AISFIiINAIG

Key Factor

Market Analysis — Requirements for Chatbot Tool

= Proven technology
= Well functioning system

= Quick in-house creation & adaptation of complex content

IBM Watson Assistant

22



Chatbot Programme — Customer Involvement o ASIFIiINAIG

Key Factor

Editorial Groundwork - Defining Content

= Target group analysis

: - —> Using Customer Segmantation & Customer Insights
Editorial

Oﬂ:lce = |dentifying Customer queries from

- Experience from first bot project

- Written communication analysis L

(E-Mail, Live Chat, Service Center etc.)

- Focus groups

ASFINAG Affinity
(Image/Satisfaction)

23




Chatbot Programme — Customer Involvement O ASIFIiINAIG

Key Factor

Constant Improvement

Messages

= Tracking customer usage 100

- Frequent topics 52 W IV\\N

7/,
: N N
Q N
/1/'\/

Service
Operation

B = Analyzing dialogues
- Bot understanding °°c
- Customer feedback — O ‘

= Adapting & updating content

)

- Number of dialogues & messages

24



Chatbot Programme — Customer Involvement

N

v

A AISIFIiNAG

Co-Creation

Focus Groups

Customer Survey,
Further Product Development

/ Market & Data Analysis,
Customer Segmentation

25



Chatbot Programme — Customer Involvement

Results

Content
& Personality

= |mportant topics
= Purely informative
= No small talk needed

=  Friendly

A ASFIiINAIG
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Chatbot Programme — Customer Involvement

Results

Positioning

o
@ GO Maut SaCamm

HOME RUND UM DIE GOMAUT BEZRRLNG GO DIREXT INTERNATIONALES DOWNLOADS KON

GO-MAUT BEZAH[__EN IN 3 SCHRITTEN
GO-MAUT FUR WQHNMOBILE

A AISIFIiNAG
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Chatbot Programme — Customer Involvement

Results

Des| gn = Transparency

= Anthropomorphic elements

* Friendly but not too playful

<]

GO-Maut Chatbot

go-maut.at

A AISIFIiNAG

Digitale Maut Chatbot

shop.asfinag.at

28



Chatbot Programme — Customer Involvement

Results

In the end
we have a

product that ...

v looks appealing to customers
v’ can easily be found on website

v" is recognized as a chatbot

A AISIFIiNAG

- Impact on usage and high acceptance

contains the right information for the target group

- Information support to customers

29



Giultigkeit abfragen Kontakt Fragen & Antworten Deutsch

@ AISFliNAIG Produkte + Mein Kontov Warenkorb ™  Konsument &

jetzt anmelden jetzt andemn

Ein Konto. Alle Services.
Ab sofort haben Sie mit einem Konto Zugang zu den 0

asfinag.at Mautshop  App Unterwegs wichtigsten digitalen Services der ASFINAG.

Willkommen im
ASFINAG Webshop

o i, < S, : T
10-TAGES- M\ 2-MONATS- | JAHRES- STRECKEN-

EUR 27,40 ‘ EUR 91,10

EUR 9,40 ; B
£ VIGNETTE & : VIGNETTE & MAUT

| VIGNETTE &

AUSWAHLEN ‘ AUSWAHLEN Y AUSWAHLEN AUSWAHLEN

| Das sollten Sie wissen!

Allgemeines Die Digitale Vignette ist an das Kennzeichen gebunden

m Bedenken Sie, dass die Digitale Vigneite an das Kennzeichen gebunden ist. Andert sich das Kennzeichen (z. B.
nach einem Wohnsitzwechsel), wird die Digitale Vignette NICHT automatisch umregistriert. Weiterfuhrende
Informationen zur Umregistrierung von Digitalen Jahresvignetten finden Sie in unseren FAQ.



www.asfinag.at



D ASIFIiINAIG

Easy Travelling with ANPR

Ole Lykke Christensen, Sund & Beelt
Holding A/S, Denmark

#SECA p



Sund=Balt
rrcd =N

SUND & BALT
— COO OLE LYKKE CHRISTENSEN

EASY TRAVELING
WITH ANPR

e




NEW TOLL STATION AT GREAT BELT WITH ANPR/VIDEO
ACCOUNT IN EXPRESS LANES

Storebalt
Szznd =10\




ANPR TRACK RECORD IN DENMARK

1998 - Great Belt Bridge toll station - ANPR for enforcement

2018 Design & implementation of ANPR product
(video account)

2019 New toll collection system at Great Belt with
automatic payment with ANPR in Express Lanes

2019 Free Flow Toll Station at Fjordlink Frederikssund
with video accounts and single passage payment

2020 Low Emission Zone enforcement in four cities
— ANPR for static and mobile enforcement

35




SITUATION AT GREAT BELT 2017

* ANPR cameras were used for enforcement, only

* Difficult to increase automatic payment ratio 65% - wanted to
increase toll station capacity

* Wanted to get experience with ANPR payment (Video Account)
before ANPR becomes EETS compliant technology

* Agreed to do a Video Account trial together with BroBizz A/S

 Early, we realised that Sund & Beelt could reuse existing ANPR
cameras and back office software

We used a year (march 2017 to march 2018) to
* Change systems
* Develop product and marketing concept

* Implementation with pilot of 1000 customers

36

2019 Great Belt traffic
statistics

Yearly traffic: 13.3 mill
Avg. daily traffic: 36,359
Max. daily traffic: 51,918

Express lanes 76% (ANPR
avg. 10% and 13,3% end of
2019)

Card 23%
Cash 4%




MORE CONVENIENCE WITH ANPR (VIDEO ACCOUNTS)

Fast and easy delivery (time & distribution)
minutes

Best price 0 kr.
No worries of life time and battery ) 4 ¥ 4

The product is always with you ) 4 v

High flexibility in use VS App
active controlled




SOME STATISTICS FROM AN TSP PERSPECTIVE

Number of sign ups

OBU

160000 Male Male

140000 Female
120000

Female

100000
80000 109014
60000
40000

20000 25486 28310 29925 29780 29852

0
H1 2017 H2 2017 H1 2018 H2 2018 H1 2019



https://thenounproject.com/term/woman/582373
https://thenounproject.com/term/man/1133062

LEARNINGS

More 350,000 subscribers in less than two years — half of them has
already an OBU

Very positive customer feed back

* Easy and fast sign up — usable within 20 minutes

* More vehicles and credit cards at same agreement

* Can use e.g. ANPR for business and OBU for private use
* Easy to deactivate/activate

More difficult for subscribers to understand and gives more customer
calls

Higher read rate with OBU (99.9%) than ANPR (98%)

With new toll station: upgrade of ANPR cameras and early ANPR
read in the lanes to handle 50 km/h

Automatic payment ration in Express lanes (76% i 2019 and
Increasing)

39




D ASIFIiINAIG

Ascendi's Road Safety Campaigns

Filipe Melao, ASCENDI, Portugal

#SECA p



7™M ASECAP MARKETING &
COMMUNICATION
WORKSHOP

ASCENDI'S ROAD SAFETY
CAMPAIGNS



A

ascendi

INDEX

/ 01 CONTEXT

/ 02 RESPECT THE / O JUNIOR PATROL
ROAD WORKERS CAMPAIGN

CAMPAIGN

42



I/ 01 contexT Gsﬁdi

ASCENDI MOTORWAYS NETWORK

DIRECT OPERATIONS

0 ROAD 630 km

CONCESSIONS (of motorways)
under operation OPERATED BY ASCENDI

43



I/ Ol CONTEXT QSQ]C“

ASCENDI TOLL SYSTEMS

TOLLING OPERATIONS

2 X 0 X

TRADITIONAL All Electronic A |
TOLLING Tolling (MLFF) } -

/ NT - Norte | CP - Costa de Prata

/ GL - Grande Lisboa /'GP - Grande Porto [ »

/ BLA - Beiras Litoral e Alta

/' IN - Interior Norte (K
/ Pl - Pln,hal Interior i A

/ TM - Tunel do Marao &



I/ 01 CONTEXT aséldi

Road Safety Campaigns
2019

Road safety is a main aspect of Ascendi operation integrated in the company’s strategy for Corporate
Citizenship / Corporate Responsibility.

In 2019 Ascendi developed Road Safety campaigns aiming to raise awareness to the importance of
adopting road safety behaviors. These campaigns are in the frame of Ascendi’s strategy for reducing the
frequency and severity of road accidents on its motorway network.

This is an Ascendi effort that can be significantly more effective, if there is a stronger commitment on
behalf of various stakeholders such as Public Entities, Autarchies, Police Forces and civil society itself.

45



I/ 01 CONTEXT as&di
Road Safety 2019

RISK BEHAVIORS

SPEED - speed inadequacy to road work zones and general
speed above the legally allowed.

DIGITAL DISTRACTION — driver distraction when using
smartphones, tablets and even vehicle instruments, such as
GPS.

46



I/ 01 CONTEXT asﬁdi

Road Safety 2019

TARGETS

ROAD SAFETY CAMPAIGNS

Prescribers

/ Basic Education students from places nearby i
the Ascendi network |

Future
Drivers

‘ I

/ Ascendi network drivers

47



7™M ASECAP MARKETING &
COMMUNICATION
WORKSHOP

ROAD SAFETY CAMPAIGN

Raise awareness to accident risk
with teams that work on a daily
basis in the infrastructure.



A

ascendi

I / 02 RESPECT THE ROAD WORKERS CAMPAIGN

Road safety

. "~
‘ fll'!f@:' Working teams in the lane

Safety is a priority for our customers but also for our Road signals

collaborators, particularly those who work in the
active lane. These professionals work every day to
give our customers safe and quality roads, but also
themselves, need to be protected.

Vehicles traffic

ROAD SAFETY Raise awareness to accident risk with teams that work
CAMPAIGN on a dally basis in the infrastructure.

49



I / 02 RESPECT THE ROAD WORKERS CAMPAIGN A

ascendi
ascendi
This intervention area is influenced by several entities. aAnsr 1T e
Therefore, Ascendi actively searched the engagement of the %M;w K St
most relevant entities, thus granting a greater extent and w3
effectiveness of the message. * #W”WW"M U poticia
INEM
Other entities could also add value to the campaign, granting a galp@ apiio  SSIVA E

greater message coverage.

50



I / 02 RESPECT THE ROAD WORKERS CAMPAIGN

Strategy

CONSEQUENCE

PERSPECTIVE

Firstly, we had presented the consequence perspective,
real and visceral, showing the damaged vehicles of
Ascendi, Firefighters and Police authorities involved in
accidents while performing road services and markings.
In order to accomplish this, we exposed in the service
areas real accident vehicles.

Communication
Goals RAISE AWARENESS

A

ascendi

HUMAN

PERSPECTIVE

Secondly, we will present the human perspective, the
feeling of those who work in the infrastructure with high
speed vehicles passing by. With this perspective, we can
rightfully appeal to drivers to adopt proper driving
behaviors.

INFORM

51

EDUCATE /
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I / 02 RESPECT THE ROAD WORKERS CAMPAIGN ascendi

Infrastructure Communication

Activations /| Showing the damaged vehicles of Ascendi, Firefighters and Police
authorities involved in accidents

/| Road workers appealing to the drivers

Activations
/| Elements from the entities involved and from Ascendi gave their
personal testimony to people in the service areas
/| Promoters team had a script with questions on road safety
prevention and best practices as well. At the end of the
Service Areas Variable questionnaire a gift was offered to drivers.
(Infrastructure Message

Communication) SEl Variable Message Panels
/  Campaign slogan displayed on Variable Message Panels

Digital

Endorsement

Radio Partnership
| Advertising spots, safety tips and workers’ testimonials throughout
the two-month-duration campaign

Digital Endorsement

Radio /  Road safety advertising and testimonials videos
Partnership

52




I / 02 RESPECT THE ROAD WORKERS CAMPAIGN A

ascendi

1st Moment: Consequence Perspective _ 2nd Moment: Human Perspective

Message Impact Awareness Message

Speed also kills those who are Slow down. Respect those who
Standing Still work on the road.

Distraction also kills those who Attention. Respect those who work
are Standing Still on the road.

A A

/ Attached to the accident vehicle, visible for / Attached to people, real teams working on
those who circulate in the service areas, both in Infrastructure, in the moment drivers leave the
fuel supply or other leisure areas. service area to start their journey (service area

exit).
53



I / 02 RESPECT THE ROAD WORKERS CAMPAIGN A

ascendi

* Slow down Respect those who work on the road.

* Speed also kills th h Standing Still ASHEAINE
peea also KIS those wno are standing I QUEM TRABALHA
. » | NA ESTRADA
TAMBEM MATA : ~ -
QUEM ESTA PARADO _#% " ABRANDE

TAMBEM MATA
QUEM ESTA PARADO

: ascendi 6‘;GNR ‘ImT

om muw A SGNR i W
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/ 02 RESPECT THE ROAD WORKERS CAMPAIGN A

ascendi




I/ 02 RESPECT THE ROAD WORKERS CAMPAIGN A
Activations Team Entities ascend

Goal: Addressing the theme of the campaign in the 1st
person.

Teams consisting of elements from the entities involved and
from Ascendi, during the campaign period, gave their personal
testimony to people.

Supported by promoters in the distribution of flyers and
merchandising.

10 ACTIONS

Only with mobile promoters circulating in a car designed
according to the Campaign creativity.

5 ACTIONS

56



I/ 02 RESPECT THE ROAD WORKERS CAMPAIGN A
Activations_ Promoters ascendl

Approach and offer Merchandising /
Gifts Proposal: RESPEITE QUEM

: . A STRADA
| The Promoters had a script with R A B
guestions on road safety prevention and

best practices, as well as on the entities ABRANDE .
involved in this action. At the end of the E PRESTE ATENCAO

guestionnaire a gift was offered.

RESPEITE QUEM TRABALHA NA ESTRADA

A sequranga rodovidria & uma prioridade e é por ela que trabalham todos os d

dos os dias centenas de agentes na estrada
Mas tambem eles precisam de ser protegidos e isso, € responsabllidade de todos 0s que andam na estrada

Conhecer as reqras de sequranca e cumprl-las pode salvar vidas, incluindo a sua

Vamaos testar os seus conhecimentos e deixar alguns conselhos gue dave por em pratica cada veg que conduz

4 E lembre-se: A velocidade e a distragdo tambem matam quem 8513 parado
. 3 K

Questionnaire
Answered

57
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ascendi

I / 02 RESPECT THE ROAD WORKERS CAMPAIGN

Use of Variable Message Panels

Information on Variable
Message Panels
throughout the
campaign period, with
reinforcement in roads
with works

58



I / 02 RESPECT THE ROAD WORKERS CAMPAIGN

Radio Partnership

Throughout the two month duration campaign, at TSF (a

national radio station)

20 )

Radio Spots

Distributed along the
campaign period

d?-::.‘:"
=
‘Q},%

Safety Tips Workers

During the five-week Testimonials
period with the
participation of all
entities

1 testimony from each
entity

A

ascendi
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I / 02 RESPECT THE ROAD WORKERS CAMPAIGN A
ascendi
DIGITAL ENDORSEMENT

Testimonials videos

60



I / 02 RESPECT THE ROAD WORKERS CAMPAIGN A
ascendi
DIGITAL ENDORSEMENT

Speed Distraction

R

m’ﬁ T

A DISTRACAO TAMBEM MATA RESPEITE QUEM TRABALHA NA ESTRADA
QJFM ESTA PARADO

61



I / 02 RESPECT THE ROAD WORKERS CAMPAIGN
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I / 02 RESPECT THE ROAD WORKERS CAMPAIGN A

ascendi

Social Networks

22,7,
Reactions @ @

15,3« 11,

Shares Instagram Likes

* A serious accident in the infrastructure generated thousands of shares and 173k on Facebook in a post 63
campaign



I / 02 RESPECT THE ROAD WORKERS CAMPA

Clipping

Nova cam|
quem trab
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I / 02 RESPECT THE ROAD WORKERS CAMPAIGN

CAMPAIGN AWARDED

3 bronze distinctions at the

International Festival of Creativity R | gt
Lusophone Awards. S | - e

| The distinctions were awarded in the
categories of Public Roadway Activation, Public
Roadway Campaign and Company Social /
Environmental Responsibility and reflect the
differentiated nature given to this campaign.
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7™M ASECAP MARKETING &
COMMUNICATION
WORKSHOP

ROAD SAFETY CAMPAIGN

Awareness of the dangers caused
by driver's distraction with mobile
phone.



A

I / (03 3UNIOR PATROL CAMPAIGN i I

Road Safety

Driver distraction from mobile phone use has been
appointed as a major cause of road accidents in
Portugal.

ROAD SAFETY DIGITAL DISTRACTION — awareness of the dangers
CAMPAIGN caused by driver distraction with mobile phone

67



ascendi

I/ ()3 3UNIOR PATROL CAMPAIGN A

Assoclates

# 1 National Road Safety Authority
# 2 Police Forces - National Republican Guard / Public Security Police

They lend more relevance to the theme and support to road safety message conveyance.

ast @GNR 5.0

gggl?&%'égig;&?#ﬂ?k M GUARDA NACIONAL REPUBLICANA e

# 10 Municipalities

Ensure space and technical conditions for the Theatre play exhibitions, action promotion, connection to the school group
and children's transport logistics (1st cycle)

68



ascendi

I/ ()3 3UNIOR PATROL CAMPAIGN A

Strategy

/ Named “Junior Patrol”, the campaign is based on a
theatre play, which aims to raise awareness among
youngsters about road safety and prevention of risky
behaviors on the road, setting the basis for, in the short
term, ensuring that the message is conveyed to adults
by a very persuasive agent — children and, in the long
term, leading to future generations of more responsible
drivers.

/  Exhibited to children of the 1st cycle of 10 counties
adjacent to our motorway network
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I/ 03 JUNIOR PATROL CAMPAIGN v ai

Strategy

/| The play tells the story of a group of children who love to play with
their best friend, a dog named CHICO. They meet a driver who is
always using the smartphone.

/  The children repeatedly warn him that this is very dangerous and a
real Police officer enters on stage and gives him a fine. Several
times the driver appears on scene using the smartphone.

/ At a certain point, there is a sound of a big road crash. Listening to
the actors you can understand that their friend, the dog, was run
over by the driver who was always distracted with the smartphone.

/| Then, the Dog enters in the scene with a hurt leg. At this time, the
actors create the JUNIOR PATROL and ask the children to join them.

| The play ends with the police recruiting the children as Junior Patrol
agents, handing out the Good Agent Handbook and placing a badge
on the children.
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I/ ()3 3UNIOR PATROL CAMPAIGN A

ascendi

Theatre Play

| Exhibited to children of the 1st cycle of 10 counties adjacent to our
motorway network.

/  In a simple and direct way, alerts children to the dangers caused by
the driver's distraction with the mobile phone.

Merchandising

/ Junior Patrol Badge and Good Agent Handbook with illustration of the
risks of using a mobile phone while driving.

Digital Endorsement
|/ Videos and photos promotion on social networks and websites of all Medi Th eatre Digital
partners. edia communic

Play ation

Merchandi
sing

Partner

Junior Patrol Contest

/  National competition to encourage presentation of creative works on
the theme "Road Safety” focusing on the message conveyed by the
play, specifically the dangers of using a mobile phone while driving.

Media Partner

| Aforum for debate on a national radio, where the campaign was “Junior

announced, involving all the partners Patrol”
Contest
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I/ ()3 3UNIOR PATROL CAMPAIGN A

ascendi

Theatre Play Jonion |

# 10 counties adjacent to the Ascendi motorway network

PARABENS!

£s 0 nove Agente
da Patrutha Jinlor!

i
PATRULHA
2JUNIOR |

& fua furgdo & estar evarto

£ ":' 5 m‘ gtento oos condutores, parg eles
\ / curnprirem as regras da astroda
SR .--/ - .
om 838 Marual vais sobier

) regres que as canduteras

MANUAL

DO BOM AGENTE

vamos estor sompre alentos!
o ther e SOMQS A PATRULMA JUNIOR!
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I/ 03 JUNIOR PATROL CAMPAIGN saranil

Digital Endorsement

# 1° Post announcing Junior Patrol # 2° Theater play video at each location
arrival
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I/ ()3 3UNIOR PATROL CAMPAIGN aseandi

Digital Endorsement

# Road Safety Videos

Video 1 “Trip to school" Video 2 “Family journey”
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I/ 03 JUNIOR PATROL CAMPAIGN ascandi

Junior Patrol Contest

# Promotional video # Promotional poster

FARTICPA oo coscurso o hablita-to & gante sstes PREMICS:

« Fita 2 Polndte s

VAR © D YRR (1 (OIS (0 AGIERS B ACHNIERDS LD b TN K4 § e
© VT U Y Opass AR PAJAM WA O MIOT R Beuls ¢ BN

R e R

e b b i 7 o A i PO -
i~ A
a9 A, OONR smrroucy
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I/ ()3 3UNIOR PATROL CAMPAIGN

Radio Partnership

In the beginning of the campaign, at TSF (a national radio

station)

2055
Radio Spot

Distributed the week
before the Discussion
Forum

60” Teaser

1 minute brief
distributed one day
before the Discussion
Forum

60’ Debate
Forum

Debating the importance
and characteristics of
the campaign, with the
participation of all
entities

A

ascendi
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19 de janeiro as 18:00 - §

/ 03 JUNIOR PATROL CAMPAIGN @ Policia Seguranca Pablica ©

& APatrulha Janior lanca um desafio as criancas Ia de casal

-
o

Convidamos as criancas até aos 12 anos a mostrarem o seu talento!
Desafia-a a realizar um trabalho (escrita, desenho ou fotografia) sobre o

|
tema “Seguranca Rodoviaria™ Perigo da utilizaco do telemével durante a
O ‘ I a e WO r S conducéo e habilita-a ganhar prémios!

. guardanacionalrepubli « Seguindo  «

’ jose.pintoST Eecelonts trabathe patrulhajunior@ascendi.pt
regulamento do concurso em

w_sightyd Excelentell @ 0

r #concursopatrulhajunior
. mymotomacado A

oQv A

L700 curtidas

!
<l o viGau
Sabe mais em hitps.//www ascendi.pt/patrulhajunior/
#iratruthadunior

0O -

19 pan

() Comantar o Pastiihar

@O Joana Santos Gomes e 271 outras pessoas

o N 4 partilhas
Y Gosto () Comentar &> Partilthar

oY Gosto (D Comentar

A crianca habilita-se a uma experiéncia Unica de acompanhar 0s
Raaaiasda.ae toridade (vestido com a farda oficial). Para isso, basta que
uma fotografia do trabalho na rede social Facebook,
hte numa publicacdo Publica e com a hastag
ruthaJunior, em alternativa a fotografia do trabaiho pode ser

17 comentarios 93 partilhas

&> Partilhar

cendi pt/patrulhajunior/ e ndo se esqueca, concurso termina

ascendi
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I/ (03 JuNiOR PATROL

Social Networks

1. 8,9k

Shares Instagram Likes

A

ascendi

QO®




I/ (03 3uNIoR PATROL A

ascendi

Initial figures

2 months after the play was exhibited

95% 97% 85%

of Parents are still hinted considers that the child's considers that the child has
by the campaign message has reduced made them more aware of
their will of using their the problem
smartphone while driving

Case Study
/  The campaign will be presented in an academic book that collects best practices in social marketing
campaigns - Children as influencers of quality of life: a social marketing campaign for road safety
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THANK YOU
FOR YOU
ATTENTION
Filipe Meldo | fmelao@ascendi.pt G S Ce n d I

Join us on

@ @ @



https://www.youtube.com/channel/UCfW4louQ7F2018pmckU-47A
https://www.linkedin.com/company/aenor-ascendi/?originalSubdomain=pt
http://www.ascendi.pt/
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Marketing in a Digital world

Luis D’Eca Pinheiro, BRISA, Portugal
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miih a Digital World

7th ACGECAP Marketing Workshop
Vienna, 2020, Feb 28t

Luis D’ECa Pinheiro



New Prbji;s -

Projects Status (Follow uD) vs,‘
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Brisa Overview

The baCkbohe of Portuguese road system

1.700 km’s
5 concessions
50% share
EBITDA > 550 M€

> 3.000 employees




Brisa Overview — always inhovating

Via Verde — pionheer in eleCtroniC tol|| collection

VIA
'ﬁERDE

TR

& \\;\

4 millions OBUs
all PT motorways
non-stop UX

direct payments




Brisa OQverview — always inhovating Vo

Via Verde gave us ¢ strategiC marketing assets

Connected Customers Mobility Data AcCcess to banhk account

Brisa has leverage on digital ¢ customer centriC approach

| 86



Brisa Overview o

Why Customers are impOortant?

Toll Collection business requires

satisfied customers

Satisfied customers allow us to

increase our share of their wallet

Sustainability ¢ business

| 87
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Brisa Overview - Vision 'o

Brisa

From infrastructure to mobility

Delivering efficient mobility tO the people (Customer centricC)

| 88



Brisa Overview - Vision va

From Cars tO people (Customer centricC)

From tags to digital (apps)

| 89



Brisa Overview

OBU ¢ App base services

, . o
Vitioe v aa
OBU MAIN INTEGRATED ON-STREET CARSHARING
APP PARKING
Vl"gs“f — ”t © o'“g
- - -
-—— d
2019 4070k 1540 k 477 k 52 k
YoY +7% +60% +69% +206%
Registered Downloads Registered

Already several digital based services

VR

A4
MOBILITY
PLANNER

PUBLIC
TRANSPORTS

CARPOOLING

32 k 35 k 28 k
+39% +106% +47%
Downloads
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Brisa Overview

Brisa

... ahd strong digital engagement with customers

site 4.4M App 1.5M Loyalty 610k Newsletters 23M sent
users downloads customers (32% open rate)
(100% digital)

Integrating digital has beeh a hatural step

Social Media 200k wifi 260K customers

followers (Plus network)
(+2k posts)

| 91



Not Digital

Marketing

But Marketing in a
Digital World



Global Advertising Marketing Brisa Group Advertising Marketing

37%

36% 34%

26% 29%
\ 21%

'16 17 18

'16

% Digital Q TV eee Others %D]g]tal eee Others




Ty
P

‘l N ‘ 0 Telephone

Tonight,

I'll be eating

%
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-
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Marketing in g Digital World

Tokal
?oputql:i.ov\

1021

Milliown

Urbanizatiown:

&5%

Fonte: (g Hootsuite:

Mobile Fkone
connections

16,50

Million

‘PoFul.aL"Low:
185%

Internet
wsers

¥.62

Milliown

Penebrotion:
¥3%

Ackive social
media users

7.00
Milliown

Penetbration:
&9%

Portugal
has a high level
of digitalization

in line with trends




Marketing in g Digital World

From btraditional advertising to
knowledqge & personalization

0023V EQ

Mass of Niches
B Tarqgeting of Scale
Mass Market Data-Driven
Mass Advertising
Inkuiktion-driven

Automation & data

are enabling

personalization

in omni-channel




Marketing in g Digital World

Adjust content to different formats

Content is relevant
to capture

users attention

Content rules are
changing for new

formats




Marketing in g Digital World

Challenge: Mobile firsk

Worldwide advertising market share

Media is becoming

digital & mobile rules

Within digital

advertising, revenue is

shifting from desktop to

mobile

| 98



o . oA
Marketing in a Digital World e

How Brisa is improVving satisFaCtion ¢ share of wallet?

Large connected customer base Large Data (GDPR compliant):

‘ LOYALTY 610K
» Personal information / demographics
v VIAVERDE 2.6 M * Vehicle data

Households 3.6 M Travel preferences (e.g. loyalty)
» Mobility profile / behavior (T500M transactions / year)
» Frequent engagement

ADility t0 ahalyze behaVvior to tailor products ¢ cCommunhiCation

| 99



Marketing in a Digital World 'o

New Integrated Customer Mahagement (Jnit

NEW SKILS
T I I I S S S S - -
; N\
rf; = I @ —]| 2 \/ision
B O 5 &2 B k1 © S
VV Stores Call center Digital Written I Data Base Customer Sales Management I Loyalty
® R channels channel management Insights (B2B) P . . .
P e e e A L d Py Marketing intelligence
= IR ‘____.-.-- ‘____..--_..---- “‘"‘____‘.‘-‘-_-_',‘.-- “““ ' - —““ﬁ:‘ -..’h,...— — —-.,.._. .
e T, :
—_— @i o= . L - @ @ =
N N Predicti N Ad d N N N Lea(is / N Customer lifetime EffICIenC
> Channels Data collection Data processing ma:reltelfle:‘:l?:e anvael‘;t(i::s Market research Reporting Re(?:r:iz;zgtion value/churn y
/| /| /| /| /| /| /__engne | Teneoement
Clear functional blocks to drive strategically the integrated customer care & sales division
CRM <

InCreased customer Khowledge to support business units
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Marketing in a Digital World 'o

On-Street Parking | Using data driven marketing for a campaign

LOURES

IVELA
SINTRA g

| AMADORA Tailor communication:

LISBON
B 0!l Plaza ALCOCHETE 1. Customers that

CASCAIS OEIRAS enter Lisbon
\ MONTUO
(850 k)

MOITA

ALMADA BARREIRO

SEIXAL
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Marketing in g Digital World

On-Street Parking | Using data driven marketing for a campaign

LOURES

IVELA
SINTRA g

Tailor communication:

| AMADORA /

LISBON [

ALCOCHETE

P E 2. Customers that use VV off-
[E N MONTLO street parking in Lisbon

(330 k)

CASCAIS OEIRAS

ALMADA BARREIRO

SEIXAL
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Marketing in a Digital World 'o

On-Street Parking | Using data driven marketing for a Campaign

Tailor communication:

| AMADORA /

|
=i LISBON

ALCOCHETE
3. Customers that already use

MONTLIO VV on-street parking in Great
Lisbon (33k)

ALMADA BARREIRO

SEIXAL

| 104



Marketing in a Digital World

On-Street Parking | Using data driven marketing for a campaign

Tailor communication:

4. Other VV
Customers (1.6M)




‘) Monetizing oh Data
New Auto Platform



Brisa

Marketing in g Digital World

Auto Platform | Data on ¢M vehicles & on the owner

Tailored offers - in pilot stage
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Marketing in a Digital World .

Brisa

A Gingle App | Focus on client journey beyond payments

Single platform tO gainh SCale ahd efficiencies

| 110



Marketing in g Digital World vo

A Single App | With new services

Navigation Payments on Service Areas Accident Statement

10:39

... higher focus oh the motorway experience (Core business)
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Marketing in a Digital World 'o

Ctakeholders Reputation

Vunerable Moderate  Nobust Enceliont

Emotional reputation index ﬂﬁ

B”:i Vm Strong Brands:
Awareness >96%
Via Verde Top national
2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 mObIIIty brand (above
2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 Uber)

69 65 [159 [ 85 | 51 |57 |60 |60 61 64 69 67 61 (89 [ 86 66 68 69 71 75
Source: Ofstrategy

Strong recovery sinCe 2015. New Vision ¢ marketing strategy

| 113






_ New Model of
| Service Areas

2018

Cervice Areas Colibri




Projects Status

Service Areas Colibri | directly operated by Brisa

5 Openings 2017/ 18 4 Openings in 2019
A1l A1l
(viLeiria 2018 Mealhada
e @Santarém
(v/Alcacer do Sal 2017 A2
(viAlmododvar 2018 ]
Seixal (urban)
A3 @Gréndola
@Barcelos 2017
A6

(viVendas Novas 2017

10 Future Openings

A1l

Antua
Pombal
Aveiras
Gaia (urban)

A2

Aljustrel

A3

Santo Tirso (urban)

Gtrong deployment of Colibri units (F&B)

A4

Aguas Santas (urban)
Penafiel

A5

Oeiras (urban)

A6

Estremoz
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Projects Status g

Cervice Areas Colibri | new concept

‘» “

COIlb" EX)OfESS - Cafeteria (not restaurant full

— offer) next
— , to the oil store

w

llllt: o (Ee—rey
'ur

+4¢ Colibri EXpress not included in the inhitial portfolio
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Projects Status g

Service Areas Colibri | Results achieved

F&B Sales (M €)

45 38

40 O-----"" O
-

35 27 o

25 -

20

15

10
5 ¢

2017 2018 2019 (F) 2020 (F) 2021 (F)

Strong business growth
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Projects Status

Service Areas Colibri | Results achieved

2

Brisa

NPS Score
. . classification
NPS per services - Customer recommendation by Ipsos =

Score NPS NPS Evolution
D rs Passives = Prom Ns/N: . o 0 . . . . 201 9
¥ coitr - Very
Leiria Good
Old Unit ” Moderate
Pombal

Much higher NPS & higher average tiCket
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From cars to people,
From fleets to companies

V viA
VERDE

2019




Projects Status g

Via Verde Business | New approach

» Launch of a dedicated portal for
business

« Launch of specialized back office

SABER MAXS

* New support & sales team

Higher Client serVice |evel ¢ customer insights
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Projects Status

Via Verde Business | Digital selfcare client service

Share of interactions per channel

50%
37%
o \ 27%
© C
A O —0 26%
20%
° 17%
12% O .
6%
2015 2016 2017 2018 2019

B2B SelfcCare supported inCrease in digital (3.4 M [Logins)

Selfcare

Phone

Stores

Written
(email)

'

Iy
™

AEEE)

Brisa
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Projects Status -

Via Verde Busihess | Pricing Pilot

Examples of motorways stretches of BCR

Toll discounts (credits), only when
consumption increases in selected 7
stretches, where there potential to
divert traffic.

69 transport companies
Heavy vehicles
6 months

aro aro
A1: Albergaria/Grijo A2: Marateca/Paderne

Capturing additional revenue from competitive routes (+3%)
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30 % program discount on toll

subscription proposed on French
networks

Malika Seddi, ASFA, France

#SECA p

oooooooooooooooooooooooooooooooooooooooo



30 % PROGRAM DISCOUNT ON FRENCH
TOLL NETWORK

An answer to the concern expressed

OOOOOOOOOOOOOOOOOOOOOOOOOOO



CONTEXT

* Yellow vest movement started October 2018
* Since 17th of November 2018, demonstration
every Saturday

* People were protesting against the gasoline
Increase

« The claims have evolved. Protesters are
demanding measures to end expensive life &
asking for an increase of their power purchase

Les "gilets jaunes” accupent la gare de péage de Bandol, dans le Var
Crédit : GERARD JULIEN / AFP

26/02/2020 | 127 | ASECAP MARKETING WORKSHOP — VIENNA —27th OF FEBRUARY 2020



CONTEXT

] Toll increase Iin France is contractual
» Every year : 0,7 % of the inflation rate

* In January 17th 2019 : meeting convene by the Ministry and
the concessionaires

- Find appropriate proposal to answer concerns expressed
by the French people regarding their purchasing power, in
particular for customers who are using motorways in their
daily needs.

 Subscription with 30 % discount have been proposed by the
motorway operators

26/02/2020 | 128 | ASECAP MARKETING WORKSHOP — VIENNA —27th OF FEBRUARY 2020



THE OFFER

» Every year : 0,7 % of the inflation rate

 In January 17th 2019 : meeting convene by the Ministry and
the concessionaire

 Find appropriate proposal to answer concerns expressed by
the French people regarding their purchasing power, in
particular for customers who are using motorways in their
daily needs.

 Subscription with 30 % discount have been proposed by the
motorway operators

26/02/2020 | 129 | ASECAP MARKETING WORKSHOP — VIENNA —27th OF FEBRUARY 2020



A NATIONAL OFFER

I Motorway companies wished to provide answer the concern
expressed in particular for customers having to take the motorway
for their daily needs and journeys

1"30% offer “subscriptions Launched February 1st, 2019
— drivers making at least 10 round trips in the month
— on the same route,
- 30% reduction in toll rates on all journeys.

26/02/2020 | 130 | ASECAP MARKETING WORKSHOP — VIENNA —27th OF FEBRUARY 2020



OFFER MADE BY ALL MOTORWAY SECTOR

] APRR

GAGNE 30 %
SUR SON
AUTOROUTE

FLORUAN EST UNE SUSNTEEBRRIED DES AL TORGUTES ARGRRL
RV ER A FORCEMENT UNETUIVOUS ResseMBE
VANLLAS- £7%.

#3620 DITES MON AUTOROUTE” OU APRRFR

Zawieasen @il e D . — e e

ZIAPRR

*34620 DITES MON AUTOROUTE” OU APRR.FR

Bt vn ol - B e e o

ZIAPRR

r;7d 30 3 "
o"n'r CONCRET! M

o
et N

A\ B

[+
«30%
L7030
() 0% de rédustion = 1 1t

determing & portir de 20 traiots

< w o

0 Viotra badge 1eipdage volable
partout en France

e Vot cccde - Espace Client + o

AUNTO WORIS CONGOMMIaTn 2624

o Vou foctume su format aectiongus

G Votro bodge e aoceptd dor phus
1+ 330 parkings en France
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OFFER MADE BY ALL MOTORWAY SECTOR

) Sanef Group

Eganer /sapn

~—— -— Pojm g

Fréquesce d_}:

BIENVENUE CHEZ SANES & SAPN

i
. .
LB LY | e R S

c

vOous

TOUS LES ¥

PO LB T ad e, et

e e e T U P

-~

AE ',"1;«,’{7 f
LE thu

1 BipA G0 - Talepeage
v 1402 @

Poul les uliisateurs régubiers de Fautoroute. une nouvelle offre &st
AISpomDie  -30% sur e px de voure Peage des 20 Irigels rdalisés dans
I mom | Retrouve? ies Intos et condilions sur notre sile

NS Swwwy DIDANQgO COMabONNeMent Qo e v

I

sﬁ
ﬂi - a

Fomulo d’nbomnm-m télépéage domicile travall | Bip&Go

Fouruile d'abonnerant su MADA0e Libar ! avec D0 de Mdixcton o

2p/02/2020
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OFFERS MADE BY ALL MOTORWAY SECTOR

J VINCI Autoroutes

DEPLIANT

Aver LDys 30, Méotfxies de ' de rédurtaon
3 peage kv On vea Molaceremety réguers |

Ave ree rose
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OFFERS MADE BY ALL MOTORWAY SECTOR

] Les offres des autres sociétés

liber-¢

AUTOROUTE BLANCHE

Découvrez
l'abonnement
Fréquence
Landes - 50%

26/02/2020 | 134 ASECAP MARKETING WORKSHOP — VIENNA — 27th OF FEBRUARY 2020
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PROMOTION OF THE 30% DISCOUNT SUBSCRIPTION ON THE

MOTORWAY WEBSITE
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RESEAU ALIS

W 30K de réduction sy TAZEY wur e réseau ALIS [asen - Alengon Nard)

RS2uC50N 00N ur ot wihcuies classa T a1 5 OO sonjue pour les

P bens

Sp- NPT POUT YONN TRTIIND T VIR ey e eV

04 Tae 005 SCONUIMNS B0 VOT WA

o o liber-t

ot badge “Utsar-t* shnpdin wis trajets ot veus e we
dosbie wenstaqe -

b AN s ragide M ekl bevedalot r Vergemiie @
Floem miaiatin france

0 ow vokes rimevien crities o on B o pecrenr
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PROMOTION ON TWITTER

VINCT Autoroutes @ VINGIAuoutas -~ 30 3
=% vendred, nous tangons #Ulys30, un abonnément spicialemant congu pour
faciter les déplacements quobidiens,
A partr de 10 allers retours/mots sur un ndrare chosi, Yous pouvez
béndficer de 3% de réduction sur ces trajets ot les suvants,
bitly/20LogRB

& EVnyagenl

Prét wLGO | L'offre CITO 30 est lancée ! Dés
aujourd'hul, vous pouvez économiser 30% sur votre
budget autoroute, si vous réalisez au mains 20 trajets
Identiques dans le mois g@ow.ly/DEkd30nxSGy

LAURIE
FAIT

SONB
AUTO

DE 30 %’

COMie smamte b ramil |l -

Ulys @ Edys ot Vium -~ | Myr

A= pour vos diolacements fréquents sur ABS, pansez ¥ Cito30, disponibie s

Lirel L omies
[
L B LR b T s s S o
B e R S P P

Vous fates 10 fos le mima aler-retour dans le meis 7 Que o $08 pour
wsiter bedle minan & , Fler a TRl ou A Tentramement de pig-pong
©, FUilys 30 st fant poor vous | Avec Ulys 30, bivéficss de 30% de
réduction au péage s vos trajets réguliers | g

P e () e e S b
¥ A VRO

vous FA -
- gS JOUR
i youst

i LEMEMETRA,JFT? J
—_—

vlys ¢

=

1 R U
ULYS A

-30

gur votre ¥ aet
rogulier

o, -
o mex

fovec Ulys 30, 20 s plages sur vos trajets régulers

& ulys. vwor autoroutex com

Bip&Go Sbpandgo - 1 mm v
Vous dtes un utitsateur régulier de T7autorocts et vous réaliser au momns
10 ablers-reours dans be meis sut vobre frajee favor ? iR

Profitez de [oc¥ie domicile/traval & -30% s les prix de votre #peage !
w

A'LIENOR - Autoroute A6S (@06 Aenior + 2 awr v

265 slienorcom/ctn 0 £ Autorouted6S #Aénor #A6S #Télépéage OC

2VoyapeAPRR Pour plus dinfos « by Z7VEMLE

JUSQU'A -30 %"

FAITES
BAISSER

VOTRE
BUDGET
AUTOROUTE

* Offre sssutiine @ atniditinm
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PROMOTION ON FACEBOOK

.. VINCI Autoroutes . Bip&Go - Télépéage
’d P
30 janvier - § 4 février - @
Vendredi nous lancons Ulys 30, un abonnement qui offre 30% sur vos trajets POUrEs IIEAENE TCOUNETs O feuiomiie. N noIvEle ol ot
Fiiliers disponible : -30% sur le prix de votre péage dés 20 trajets réalisés dans le

mois ! Retrouvez les infos et conditions sur notre site :

: : : N
Si vous effectuez au moins 10 allers-retours par mois (ou I'égquivalent de 20 nitps://www bipandgo.com/abonnement-domicile-travaill

trajets) sur un itinéraire choisi, vous pouvez bénéficier d'une réduction de
30% sur 'ensemble de ces trajets et les suivants.
Ulys 30 a pour but de vous faciliter les déplacements du quotidien.

BIPANDGO.COM
Formule d'abonnement télépéage domicile travail | Bip&Go
Formule d'abonnement au télépéage Liber-t avec 30% de réduction sur le. ..

APRR eee

arar 30janvier-@- @

Oyé, oyé habitués de I'autoroute | Découvrez CITO 30, notre nouvelle offre
qui vous fait bénéficier de 30% de réduction, dés 20 trajets identiques
réalisés dans le mois. &

Profitez en > http://ow.ly/Cty\V30nvOQn

APRR FR

Avec I'abonnement CITO 30, réduisez
votre budget péage de 30 %

APRR et sa filiale AREA s'engagent pour réduire le
budget autoroute et lancent CITO 30, une offre qui
vous fait économiser 30 % sur vos trajets..

B cuauezicr > i
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PROMOTION DISSEMINATE BY ASFA

) Targeting Media

A autoroutes.fr

AS FA Le site portail des sociétés d autoroutes

B TR

e —
DOMICILE/TRAVAIL : LES OFFRES A REDUCTION (31 JANVIER)

Acompiar du 16 Rerier 20118 ws sockhds concesuunnares APRR, AREA ASF COFIROUTE ESCOTA, SANEF SAPN proposent des aftes commartiaias domeda

ravail sur [a Iotakie de lewr ressau

Con offres peometient de reponcen 2 i3 proocoupaton sxpnmes nav o Frangam on tveur de lour powvar d schal, an particubes pour coux devant smprunier le resony

ALCeouar dann el (NGO AMaNTE By guotidan

) dissemination throughout social media

7 Inlubauwm-
. . 1 O b . Newe O
- AV W 4T
Viowete

» zack)e 10y, n-»uf rrut:-e Vo g

FP I

‘- ‘ liber-t Le site affici des soc

AT
o LT | MODEDTMPLOl AvANIAGES |
b L Quels sont les avantages ?

Plus de confort

R
g et

ASEA Autoroutes i
Ohmuu.-xxlww”\h-Y - n.-ilun.-rw.r\ ol Vo
deprimcararts w4 st

l,b'é;_t Le site officiel des soc

Quels sont les avantages ?

Plus de confort

Des questions ?

commandez de 58

chez vous §&§
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30% ETC SUBCRIPTION IN THE NATIONAL

feMonde o

DFTUSION 275310
PEROOICITE Ouctden

Ll R Wer 2819 . K00 ot Estreprine
TIRPACE N
PONCEE L e

AT i 3013 - B880n 78 G

Autoroutes: pas de gel des tarifs, mais une ristourne
pour les conductenrs réguliers

-
Y ETTE PATS Frade
TIPS Vou Grarst Puse

o 0M - ma

ECONOMIE & ENTREPRISE
Autoroutes: péages allégés
pourles usagers réguliers

Selon la minktre des transports, la ristoumne
de 30 % copcernerait 1 million de personnes

IDSRAIETE fu b v i

Les sociétés d'autoroutes proposent des
réductions, dit Borne B E
m SURFACE 15 %

PERICOICITE Hetdomadnre -
Ior 2018 - N'1515

Autoroutes Des baisses de tarifs en vue

e

SO0V T Dk

SehomCH e
JOURRALEETE Vreerd Ve

Jarwier 2019 - NEITY

v 3010 L N2

i ® -t as
e e L

LesEchos

s mewnasm TR W T TR
rAGER 1Y DPPPRcN | 12909

BURSAZE v JoumaLaTe L &
PECOUTE Duct e

30%denstom1esurlestrajetsréguliers

= Les péages gugmenteront de 1,8 % au I* féwrier, moss
les mri!t Lulsserom de 30 % pour ceux fotsant dix olers-retours par mals

INDUSTRIE & SERVICES

Autoroutes : une réduction de 30 %des
p&ages pour les trajets domicile-travail

PAYS :France
s

PAQE(S) 1415
SURFACE (6T %
PERICOKITE :Quatisen

Lwrrrapmnlans aneesaps

» 18 Janvior 2019 - N*24278

NEWSPAPER 20 ARTICLES

aiiini
[
KON

DT e e

JO‘\-suvkshmisdepé.lges

Autoroutes : les conducteurs effectuant au
moim 10 allrn-n-loun par mols sur le m!me

Ulys 30 de Vined : 30% de réduction
Sur les irajets rédguliers .
T ot -

5 M L4 S o o g — -
s e g, e (ot A (e 41 (i oy
Vi b oo . e Vrebe,

B e s s g e A M Sy o ot s s
(e e & vt e 1 b o S A Poone

0 o s po ks o Lk ittt i 0 334 € o
' e - N -
- e g s GO i b e e g
o o e PR (hik ok e iy e s e

tCaox S0, o e i
e

— .

ECONOMIE
Une ristourne de 30 % pour les trajets
réguliers sur auwmulcs

"o

PAGE(S) 23
LE rlGARo SURFACE :12 %
PERIODICITE :Quotkiien

18 janvier 2019 - N*23150
> FOCUS
LES SOCIETES
D'AUTOROUTES
FONT UN GESTE

Les sociétés d'antoroutes proposent des
réductions, dit Borne
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« ONLINE » : MORE THAN 50 REPRISES (1)

Autoroutes: comment
bénéficier des réductions de
30%

0 B ‘l
E=a -

L R e N
WP et o8 Tt M e e s s e Mmie Ao plage e
B rTTE e et R TEe a sh T T b erge 20Tt A

Autoroutes: 30% de réduction pour 10
allers-retours par mois

e R

M 0 T

PAYS Fraree
TYPE Aoy ownd Fratic

Péages des autoroutes : 30 % de réduction dés
10 allers-retours par mois

Fars Figece e
TP ety Qrirdd Putee

francatveite

e 2010 - 1M

- th e

Autoroutes : pas de gel des tarifs, mais 30% de réduction sur
Ak les trajets réguliers

I ew AT 0 L AN

" ber BTy, reahe bes
o e iperonml i 0% b Faemare s oo el T 21

francotvrito

PAYS Fonoe
TYPR Vet Crans Putde

reswr J019 - 1649

Péages : le gouvernement annonce une
ristourne de 30% pour certains
automobilistes

PAYS Frares
TYPE ‘et Girana Pusiso

LE HUFPINGTD N TOST

T prvwiar 2000 - 19:47

Les autoroutes offriront 30% de réduction
aux péages a partir de 10 allers-retours par
mois

PAYS France
TYPR e Geandt Pt

M9 101

m PAYS Frae

TYOR Vet Qe Mutse

2009 . %4

Péages : réduction de 30% pour les

automobilistes faisant 10 allers-retours par
mois

PAYE Fovae
TYPE Wets Grarst Pabie

MEDIAPART

W 2019 .t 10y

Les sociétés d'autorountes proposent des
réductions, dit Borne

PAYS Fiarce
TYPE (Ve Gran: Public

(BFMTV |

20V - TR AL

Péages: les autoroutes s'engagent a proposer
des tarifs réduits jusqu'a 30%

L ]
PAYS Frarce
THPR At Grand Pusies

ot Fowne
TIRE It e Putsc

allers-retours par mois

Autoroutes : un rabais pour 1 million de
personnes

Tarifs des péages : les sociétés d'autoroute
annoncent une réduction pour les usagers

réguliers

ran-iEn

Autoroutes: réduction de 30% a partir de 10

Les sociétés d'autoroutes proposent une
réduction de 30% & partir de dix
allers-retours par mois
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« ONLINE » : MORE THAN 50 REPRISES (2)

picematin.cem ebiodniiia:

TYPE :Web Geand Publc
T S fvier 2019 - 17:20
LA MON IAGNE ¢ ot VIELOENS SO .l 'amhn nu PAYS Pracce

TYSE Wt Soarst Pubio

Voiture wy.m-?cﬂ Wi
Comment bénéficier de la réduction Les automobilistes vont bénéficier d'une
o 4 -’ - 0 M -
de 30 % au péage des autoroutes en Lies antomobillistes vout bkaéBiier d'ine réduction de 30% & partir d'e 10
Auvergne ? réduction de 30% a partir de 10 allers-retours par mois sur I'autoroute
it allers-retours par mois sur I'autoroute

_— A Bl = B
Autoroutes : les concessionnaires comme AREA -

- -
s'engagent a faire faire 30% d'economies aux usagers Carte carburant: DKV Card
réguliers

=
Foe Nefly Adstnat. Framee s Pos e Saviie =

S Les questions sur le nouvel abonnement de Vinci qui
m e AR offre 30% de réduction sur vos trajets réguliers sur
TYPR ‘Wob Geand Pusske l'autoroute

nvier 2018 . 17:44

e+ ctuToulouse

S00Rth STy Oy foonoere Foitgus [ Tr e o

Autoroutes: réduction de 30 % a partir de 10 Occitanie : voici comment bénéficier des 30% de
allers-retours par mois réduction aux péages a partir du 1er février
A partr pu vendrad: er tevrier 2019, 15 socletd Vinc Autoroutes va proposer une raduction de 30% sux peages
[ovesse pour « 165 trajets gu Quobdeen « VOO comiment en profier
() mfanr v s ey N reie ()] etaaate
(=[5 e
s bl rem e

Les questions sur le nouvel abonnement de Vinci qui
offre 30% de réduction sur vos trajets réguliers sur

T 'autoroute
1er février : augmentation des tarlfs aux péages et rabais de
30% a partir de 10 allers-retours par mois T
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TV & RADIO

J Around one hour audience at prime time

J a cumulative audience of 45.5 million over twenty days

BFM TV PREMIERE EDITION —
18/01/2019

LE 12/45-01/02/2019

france«2

LES GRANDES GUEULES —
18/01/2019

JOURNALDE 13H-Le
05/02/2019

franceinfo

C8 LEJT-01/02/2019 LE 21H-00H- 01/02/2019
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TV & RADIO (2)

RTL PETIT MATIN - 31/01/2019

LE GRAND MATIN SUD RADIO - 01/02/2019 JOURNAL DE 20H- 05/02/2019
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EXCELLENT FEEDBACK FROM CUSTOMER : VERBATIM SANEF CLIENTS

(- T T T T T T T TS TS TS T TTTITITISI SIS ~
1
|
90% 1 This offer is really very interesting because it will lighten my budget. | take :
- : I the motorway every day to go to my place of work and it's really a big I
Satisfied clients | budget :
N e L L L Lo ,'
(- T T T T T T T TS TS TS T TTTITITISI SIS ~
| |
: To continue and to expand. | am a customer for a very long time on the |
I SANEF network (1988) on average 3 return trips per week» :
|
N e L L L Lo ,'
88% .’ ‘
I «It'saverygood incentive. | pay 7 euros per day or nearly 160 euros per :
talk about it I month to go to work, this will allow me to save money which is desirable for
: a fixed route that | must carry out.» |
around them ! !
____________________________ rd
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EXCELLENT FEEDBACKS ON VINCI NETWORK

ULYS 30
UNE DECISION TRES BIEN ACCUEILLIE

GRAND PUBLIC ABONNES Bto ABONNES Bto B LEADERS D’OPINION

ACTUALITE

00 80 50 06
mena e i sy

93%

41%

. Bonne décision

. Dont Tres bonne décision

& l'occasion de Ja révision des tarifs de péage en janvier dernier, les sociétés d'autoroutes ont proposé d'accorder une réduction de 30% sur ces tarifs aux automobilistes réalisant au moins
10 allers/retours par mois sur un méme trajet et oz, sans limitation de distance, Cette réduction concerne notamment les trajets domicile/travail. A propos de cette réduction de 30%, diriez-vous que c'est
une bonne décision ?
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A GREAT SUCCESS

JAround 120 000 subscriptions by end of December 2019

JAn offer completing existing local subscription programs

IVery well welcome by clients
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THANK YOU FOR YOUR ATTENTION

MORE INFORMATION - malika.seddi@autoroutes.fr

WWW.AUTOROUTES.FR

, @ASFAutoroutes

26/02/2020
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WIFI: asfinag-guest
Password: fsTrzw2m!
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13:00 - 2nd Panel
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