SNAPIn

Client Business Problem

SNAPIn Software, the leader in mobile interaction management, lets operators interact with their
subscribers in real-time and in the context of their current mobile behavior. The company’s handset-
based SelfService product suite enables the delivery of interactive promotions, the resolution of most
customer support problems and allows operators to deliver a branded service experience to their
subscribers.

SNAPIn Software hired Communiqué PR in the summer of 2007 to publicize its three levels of software
with mobile operators and handset manufacturers: SelfService Care, SelfService Configure and
SelfService Campaign. SNAPIn also looked to Communiqué PR to help build the perceived value of
the company and position it as a leader in the mobile interaction management category.

Upon winning SNAPIn’s business, Communiqué PR team members quickly got up to speed so they
would be grounded in its business objectives and overall business strategies. This was especially
critical to SNAPIn executives because a notable industry conference, CTIA Wireless I.T. &
Entertainment, was on the horizon for fall. CTIA Wireless |.T. & Entertainment is one of the most well-
attended mobile data conventions in the industry, attracting more than 15,000 attendees, 300
exhibitors and more than 600 members of the media and analyst communities. With such an influential
audience expected to attend, it was easy to see why SNAPin wanted to put forth its best effort.

SNAPIn did not have significant news to announce at the conference, so SNAPIn executives and
Communiqué PR team members worked together to devise alternate strategies for garnering interest
with industry media and analysts. In the end, Communiqué PR developed pitch e-mails highlighting the
industry trends SNAPIn could discuss, as well as disseminated a media alert to showcase the demo
SNAPIn would have in its booth of the company’s first tier one carrier deployment of SelfService Care.

Communiqué PR then worked to secure meetings with journalists and analysts for SNAPIn executives
at the show, using pitch letters and a media advisory.

¥ Communication Objectives

Showcase the in-booth demo of SNAPIn SelfService Care on the T-Mobile Dash (a Smartphone).
Educate potential customers about the benefits of adopting SNAPIn’s solutions (e.g. increased
revenues and lower operating costs).

Reinforce the right perceptions. SNAPIn is global, stable, thought leader and with an innovative
technology in the mobile interaction management market.

Position the company as a thought leader in the mobile interaction management market.




Target Audiences

Mobile operators
Wireless handset manufacturers
Other business decision makers and thought-leaders

Strategies and Tactics

Work with SNAPIn executives to determine if there will be any announcements for the show.
Determine SNAPIn’s public relations expectations surrounding CTIA Wireless |.T. & Entertainment
2007 (CTIA Wireless).

Secure CTIA Wireless registered press list and determine key media and analyst targets.

Develop a media alert announcing SNAPin’s demonstration of its first tier one operator deployment of
SNAPIn SelfService at CTIA Wireless. Gain SNAPIn’s approval for e-mail distribution.

Distribute meeting request e-mail to pre-identified CTIA Wireless media contacts.

Conduct outreach to follow up with journalists/analysts regarding the meeting request e-mail and
determine their interest in meeting with SNAPIn during the conference.

Craft a second, more general e-mail request and send to new media contacts listed on the revised
registered press list.

Conduct outreach again to follow up with journalists/analysts regarding the general meeting request
e-mail and determine their interest in meeting with SNAPin during CTIA Wireless.

Finalize meetings and schedules for the conference. Send reporters confirmation e-mails the week
before the conference.

Develop briefing materials on journalists and analysts whom the client will be meeting with during the
conference.

Practice key messaging and demo with executives planning to attend the conference. Ensure
messages are scaled up or down, depending on the journalist/analyst’'s understanding of the
technology.

Facilitate in-person meetings during the conference.
Follow-up with reporters regarding materials they requested during the meetings.
Monitor the coverage and develop a recap of each meeting.



SNAPIn Results
PR Results

Communiqué PR secured a total of 16 meetings for SNAPin at CTIA Wireless I.T. & Entertainment.
Below is a comprehensive list of the journalists and analysts that responded to our meeting request.

Informa Telecoms & Media, Tammy Parker
Seattle Post-Intelligencer, John Cook
Wireless Week, Monica Alleven

Yankee Group, Lauren Cotes

bnetTV.com, Michelle Sklar

Credit Suisse, Mike Ounjian

Gartner, Tole Hart & Dave Glenn

Fierce Wireless (Freelance), Peggy Albright
Fierce Wireless, Brian Dolan

Merriman Curhan Ford & Co., Seth Potter
Unstrung, Dan Jones

Financial Times, Paul Taylor

Ovum, Brett Azuma

First Analysis Corporation, Larry Berlin & Scott Pope
Andrew Seybold, Inc., Bob Hirsh

Seattle Times, Tricia Duryee

Coverage Results

WirelessWeek, “SNAPIn Steps In,” by Monica Alleven, October 24, 2007.
Fierce Wireless, “SNAPIn powers T-Mobile's self-service solution,” by Brian Dolan, October 24, 2007.
BnetTV, “SNAPIn: Tom Trinneer,” interview by Nicole Scott, October 24, 2007.

Merriman Curhan Ford, Co., “Investment Thesis Reinforced Post CTIA Conference,” by Seth Potter,
October 29, 2007.

Wireless Week, “Sea of Content,” by Craig Kuhl, November 1, 2007.

Wall Street Journal, “Self-Help for Cellphones,” by Roger Cheng, November 15, 2007.

Wired, “Automated Phone Tech Support Growing,” by David Becker, November 15, 2007.
Phonedog, “Self-Service 611: SNAPiIn makes service easier,” by Noah Kravitz, November 16, 2007.



