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- Porting Process Development 

- Balancing security against efficiency 

- Driving demand for porting  

- Key NP Process Considerations 

- Assessment of ancillary NP functions 

- Potential NP marketing approaches ï correct & 
inappropriate behaviours 

- Establishing effective customer awareness and education 
around NP 

Agenda  
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Porting Process Development 

3 
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NP ï What the Customer Wants?  
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- Validation 
- Initial Response ï system aligns the porting request to the validation sms/ 

IVR 

- Validates porting request against base parameters 

- Authorisation 
- Authorisation Request ï Recipient to Donor ï ñCan I have the Customer?ò 

- Authorisation Response ï Donor to Recipient ï After checking ñYes ñor if 
ñNoò ï why not 

- Instruction  
- Instruction Request ï Recipient to Donor ï ñI have activated the customer 
on my network, please deactivate off your networkò 

- Instruction Response ï Donor to Recipient ï ñI have deactivated the 
customer from my networkò 

- Porting System ï E164 Broadcast message to all networks requesting 
operators to update their own copies of the CdB to route traffic to the 
Recipient network 

 

Porting Process Steps  
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Balancing Security Against 
Efficiency 
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- Fixed vs Mobile 

- SMS vs IVR validation 

- Likelihood of fraud 

- Prove ownership of number 

- Photo ID 

- Account Details 

- Debt impact 

 

- Non Personal Porting- Corporate 

- Authorised vs Delegated Signatories 

- Donor verification? 

- Discouraging opportunistic/ fraudulent porting requests  

NP Security Drivers  
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Driving Demand for Porting 
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- User Services 
- Improved tariff and product choice  
- Reduction in unit call rates by up to 30%  
- Data charges dropped by up to 60% 
- Innovative offers ï free weekend calling, recharge bonuses, friends & family 

offers, roaming promotions 
- Increased bundle content ï inclusive voice/ sms/ data 
- Free SIMs with introductory recharge bonuses/ tariffs  
- Promotional offers, ie handsets, competitions ï cars/ holidays, cash back 
- Greater focus on high profile event sponsorship 
- More visible differentiation on pricing, value & quality  
- Celebrity endorsements 

 
- Network Services 

- New service introductions ï 3G/4G, mobile money 
- Network/ service quality improvements 

Market impact of NP -1 
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- Customer base 

- Active subscriber numbers may fall as operators target multi-SIM customers 

- Active subscriber numbers may rise as operators target organic growth 
through new customers 

- Call & SMS may rise as customers enjoy better value through competition 

- Dominant & proactive operators may grow market share  

 

- Beneficiaries  

- Consumers, Businesses 

- Operators ï Changing market share, reduced revenues & margins, 
increased promotional costs 

 

- Remember ï some market changes occur before launch as operators 
vie to optimise their market positions  

 

Market impact of NP -2 
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- Every market is unique ï difficult to forecast due to variety of local 
factors 

- Developed Markets (>80% penetration) ï 5% to 8% average  

- Turkey ï 28%!  

- Belgium/ Channel Islands ï 5% 

- Brazil 3% mobile & 4.9% fixed  

- Developing Markets (<80% penetration) - 0.5% to 2% average  

- India ï 4% 

- Ghana ï 2% 

- Kenya ï 0.8% 

- Dominican Republic ï 0.4% 

 

Likely Demand for NP ï Developing 
vs Developed Markets  
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Porting Demand vs Churn Rate & 
Penetration?  

Country Mobile 

Penetration 

Annual Port 

Rate 

Annual Churn 

Rate 

Chile 133% TBC 33% 

Mexico 84% 2.1% 34% 

US 105% 5.4% 21% 

Greece 133% 8.1% 32% 

Norway 108% 8.4% 32% 

UK 122% 0.9% 34% 

Pakistan 63% 8.7% 28% 

Saudi Arabia 207% 0.07% N/A 

Turkey 88% 11.2% 24% 

Egypt 96% 0.02% 45% 

South Africa 113% 0.5% 36% 

India 70% 3.1% 51% 

Malaysia 123% 3.4% 41% 

Thailand 109% 0.1% 43% 

Å Saudi Arabia ï Penetration 
207 %, Annual Port Rate 0.07%  

Compared to:  
Å Turkey ïPenetration 88 %, 

Annual Port Rate 11.2%!  

Å UK ï Annual Churn Rate 34 %, 
Annual Port Rate 0.07%  

Compared to:  
Å Norway ï 32 % Annual Churn 

Rate, Annual Port Rate 8.4%!  

Å India ï Annual Churn Rate 
51 %, Annual Port Rate 3.1%  

Compared to:  
Å Pakistan ï Annual Churn Rate 

28 %, Annual Port Rate 8.7%!  

Å Norway ï Penetration 108 %,  
Annual Port Rate 8.4%  

Compared to:  
Å Thailand ï Penetration 88 %, 

Annual port Rate 0.1%!  
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- Market Factors 
- Price to Port 

- Ease of Process 

- Level of Competition 

- Marketing differentiation & 
positioning 

- Customer NP Awareness 

- Availability of Porting facilities 

- Price Elasticity 

- Prepaid vs Postpaid 

- Corporate v Consumer use 

- Smartphone usage 

- Churn 

- Cultural Factors 

- Geographic Factors 

- Operator Factors 

- Brand 

- Market Position 

- Coverage ï Local & International 

- Quality of Service 

- Service Availability 

- Perceived Value 

- Loyalty 

- Handset Subsidies & Range 

- Target Sectors/ Segments  

- Innovation 

- Value-Added Services (esp. mobile 
banking) 

- ARPU 

 

 

 

Factors driving NP demand  
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Summary ï NP Demand Drivers -  
Conclusions  
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Key NP Process 
Considerations 
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Assessment of Ancillary NP 
Functions 
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- Balancing Efficiency/ Consistency/ Security & Flexibility?  
- NP Process steps 

- Reasons to Reject 

- Treatment of Debt  

- Customer Validation 

- Cancellation ï Point of No Return 

- Winback 

- Cooling Off 

- Onward Porting 

- Block Porting 

- Deferred Porting 

- Return to Block Operator 

- Quota Management 

- Telephone Directories 

NP Efficiency vs Functionality  
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Å Whether debt can be used to block porting is a contentious issue & results in 
much debate & lost time 

Å What is debt? Post Pay customers are always in debt (Fixed & Mobile)? 

Å Some operators allow pre pay customers to overdraw their credit balance? 

Å How is debt treated in NP? 

Å Not a reason for rejection ï Ghana/ Nigeria/ IoM 

Å Any debt prevents porting! ï Kenya 

Å More than 1 or 2 overdue bills prevents porting ï Channel Islands/ Cayman Islands 

Å Payment of debt within 14 days of porting or Recipient required to block service ï 
Georgia 

Å Donor debt transfers to the Recipient - Oman 

Treatment of Debt -1 
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Å Why should porting customers be treated differently to non -porting customers 
who just stop using their service leaving a debt? 

Å Forcing customers to settle debt/ payment before porting results in WINback 

Å Operators fear porting and debt because their credit control & risk 
management processes are weak 

Å Launching NP typically forces operators to improve & align their credit 
management approaches to minimise risk 

Å Using customer validation (SMS/IVR) provides donor operators with the 
opportunity to block high risk customers from porting by barring outbound 
calls/ SMS 

Å Recommendation ï NP should not be an extension of credit control processes 

Å Customers should be able to port provided their account has not already been 
barred or suspended by the Donor 

Treatment of Debt -2 
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- Porting processes rely on trust between operators 
- Recipient led porting is undermined in the customerôs view if operators 

engage in winback ï especially within the corporate sector 
- Typical winback prevention periods are 30-90 days 
- Customer feedback in CI/IoM ï Any post porting contact by the Donor 

is intrusive, even exit surveys 
- Difficult if customer has multi services account ï IoM operator has 

updated CRM systems with ñno contactò flag to prevent inadvertent 
Winback 

- Advisable to take very firm role with staff ï Absolutely no customer 
contact during the Winback phase (even amend employment Tôs & Côs) 

- Operator systems & processes should be revised to prevent possible 
Winback 

- For small operators separating sales from porting admin is difficult and 
not feasible 

- Data Protection issues ï On porting Donor contract  is ceased  and any 
marketing opt in is void  
 

Winback  
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- Useful facility - especially mobile where service usability is very 
personable & customers cannot try out before purchase 

- Cooling Off facility often aligned  to consumer service contract 
legislation 

- Recommend that Cooling Off reasons are not defined publicly to 
prevent abuse etc 

- Cooling Off override is standard automated feature of porting 
platforms  - configurable to meet local needs 

- Process led by the current (Recipient) operator who approves 
customerôs request to cool off and issues. May require operators to  
set-up new internal approval processes 

- Has to be approved by current operator(Recipient) who requests 
previous operator (Donor) send porting request  

- Previous operator (Donor) can refuse to take customer back 

Cooling Off  
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- Another useful feature to prevent porting being abused  

- Preventing customers from flitting from operator to operator within days 
and tying up porting resources 

- Typically onward porting set to align to ARPU to recover porting 
costs ï 30 to 90 days 

- Onward porting feature automated & configurable within the porting 
application 

- Onward porting check completed for every porting request by the 
porting application 

- Onward porting overridden by the porting application if Cooling Off 
conditions are met, ie within 30 days porting to the Donor  

Onward Porting Restriction  
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- Block porting function enables multiple ports to be processed without each 
number or account being ported requiring individual validation via sms etc  

- Used for porting corporate, group, family transactions 

- Normally considered outside of porting SLA/ quota ï reasonable endeavours 

- Potentially liable to abuse/ Winback ï requires tighter & specific validation rule & 
processes and direct co-ordination between operators 

- Benefits can be outweighed by logistical co-ordination complexity, ie handsets/ 
SIM cards, PBX installation etc 

- Useful to consider separate corporate approval process to meet more stringent 
due diligence & complex customer/ logistics co-ordination   

- What is a block port ï how many customers/ numbers?  
- Typically considered to be 2 or more numbers per porting request  

- Some countries use different processes for different porting numbers! - KISS 

- Involved much debate and process development 

- Seldom used 

Block Porting  
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- Porting request are typically rejected in two ways:  

- By the Porting Application because the request contravenes pre-set rules ï time/ 
data accuracy, validity etc 

- By the Donor operator because agreed rules/ checks have been breached 

Reasons for Porting Rejection  

Porting 
Application 
Rejection 

Donor 
Rejection 

Request rejected because the number to be ported is not a valid number for the Donor's 
network  

Yes No 

Request rejected because the number is already subject to a porting process Yes No 

Porting too soon - Request rejected because the porting start date is 30-90 calendar days 
after the date of the last porting  

Yes No 

Stolen or lost ς Request rejected because phone is blocked as stolen or lost No Yes 

Bill problem - Request rejected because in the case of post-pay accounts, the Subscriber has 
two or more bills that have not been paid by their due payment dates and are still unpaid 

No Yes 

A/c problem - Request rejected because in the case of a request for multiple number porting 
all the numbers are not held under the same account. 

No Yes 

A/c classification mismatch ς ŀŎŎƻǳƴǘ ŎƭŀǎǎƛŦƛŎŀǘƛƻƴ ŘƻŜǎ ƴƻǘ ƳŀǘŎƘ ǘƘŜ 5ƻƴƻǊΩǎ ǊŜŎƻǊŘǎ No Yes 

Special - Request rejected because the Subscriber is already subject to suspension of any 
service for reasons unrelated to payment 

No Yes 
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Quota Management 

Å Quotas set as minimum no. ports each 
operator will process as a donor for each 
other operator 

Å Daily/ weekly porting quotas tend to apply 
where one or more operators adopt manual 
porting 

Å Quota process designed to protect the 
Donor from predatory activity, prevent 
backlogs and set customer expectations 

Å Quota Management is used to protect the 
integrity of the porting process in the eyes 
of the customer 

Å Different approaches to Quota management 
Å Porting Application sets hard limit and rejects 

requests once the quota is exceeded 
Å Porting Application set porting date based on 

quota usage 
Å Porting SLA performance adjusted according 

to quota breaches 
Å Quota process based on overflowing 
ñbucketsò 

Å Contentious & complex to develop & agree 
Å Recommend avoid hard coded Quotas 
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- Feature used to allow customers to specify porting dates up to 60 
days in advance 

- Porting application holds porting order until requested date & then 
starts the authorisation process 

- Adds significant complexity to the process, especially with timers 
and porting periods 

- Increases risk of customer porting status preventing porting request 
being accepted & completed ï credit status, other ports, winback 
etc 

- Operators tend to avoid using the deferred porting option due to 
low customer demand and retail complexity 

- Better approach is to include deferred porting functions in the 
Recipient operatorôs internal systems/ processes 

Deferred Porting  
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- Is there a regulatory requirement to offer a) printed/ on -line 
telephone directories; or b) option to be included in a 3rd party 
directory? 

- Does this apply to all customers or services? 

- What is the standard position for customers ? Opt Out or Opt In?  

- Who is responsible for maintaining/ closing directory enquiries for 
customers who port? 

- Typically: 

- the Donor terminates the customerôs directory entries 

- the Recipient offers the directory inclusion option at the time the 
porting request is completed 

- Operators have changed Ts & Cs from Opt Out to Opt In  

Telephone Directories  



aurasia L 
Communications Consultants 

09/01/2012  © Laurasia Associates Limited 2012  ï  not to be copied or reproduced without the written approval of Laurasia Associates limited.              28 

- Porting Application used to manage/ process the transfer of ported 
numbers that have expired and need to be recycled 

- Expired numbers should only be recycled by the original block 
operator 

- Process based around operatorôs existing number re-use once 
inactive 

- 3 months after a number becomes inactive, the current operator 
submits a request to the porting application to return the number  

- After a specified further period, the porting application notifies the 
block operator and co-ordinates the number transfer  

Return to Block Operator  
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Potential NP Marketing 
Approaches ï Appropriate & 

Inappropriate Behaviours 
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- NP ï Who Wins? ï Everyone Can 

- Challengers/ New Entrant Operators 
- Increase market share 

- Attack incumbent/ dominant operatorsô customer base 

- Differentiate through value and price  

- Deliver innovation and choice 

- Incumbent/ Dominant Operators  
- Increase market share (& hold on to it too)  

- Attack challengers customer ï welcome back/ join the family, a better 
experience etc 

- Differentiate through brand, service, quality and coverage  

- Promote On Net/ Closed User Group value 

- Remember a lost customer is always a new future customer.  Ensure 
porting In and Out is a positive experience  

 

 

NP ï Winners & Losers?  
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- Pre-Launch  Awareness/ Education/  

   Leadership 

 

 

- Launch  Battle ï Acquisition vs  

   Retention 

 

 

- Post Launch  Business As Usual  

   - Normality 

 

 

NP ï Marketing Phases  

http://www.avert.org/media-gallery/image-1401-a-red-aids-awareness-ribbon
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Promotion ï Everyone Welcome  

32 
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Promotion ï Feel Special  

33 
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Promotion ï Enjoy a Better World  

34 
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NP Marketing Levers  
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- Potentially reduced or increased subscriber baseé 
- Net Recipient or Net Donor? 
- Reduction in multi-SIM subscribers ï targeting the main/ incoming SIM  

- Potentially increase traffic ï customer demand for voice/ SMS/ data encouraged 
by better value driven by competition from 3% to 100%!  

- Challenge é. 
- Increase differential between On Net and Off Net tariffs ï Incumbent/ Dominant?  
- Align On Net and Off Net tariffs ï Challenger/ New Entrant? 

- Increased value to entice customers to stay or port  
- Handset Subsidies ï Post Pay (Retention) & CDMA/ GSM migration programmes 
- Recharge Bonuses 
- On-Net & Roaming Promotions 
- Refer a Friend/ Competitions 

- Increased promotional & marketing costs 
- Advertising 
- ATL (Above The Line) & BTL  (Below The Line) ï marketing and outbound sales 

activities 
- Channel promotional activity 
- Press & media education campaigns  

Impact of NP on Profitability & 
Revenues  
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- Which approach serves best? 

- Support  

- Actively promote 

- Press and media activity 

- Simple, quick & available process 

- Frustrate 

- Play down 

- Focus on other good services, local/ 
patriotism etc 

- Complex, slow process 

- Attack competitors 

 

 

Decisions -  Support or Frustrate ?  

37 

óWorldsmart  

Homegrownô  

ñMTN does not expect 

any significant 

migration of  

phone numbers as a 

result of MNPò 

http://www.jerseytelecom.com/
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- NP will happen ï frustrating and blocking only delays 
the inevitable ï See NP as an OPPORTUNITY 

 

- Embrace NP early 

 

- Become the NP Champion ï First mover advantage is 
KEY 

 

- Actively supporting NP to secure the best process & 
framework 

 

- Promoting free porting ï  establish & drive customer 
interest 

 

- Communicating & promoting to align brand to NP 

 

- Building and driving market excitement for NP ahead of 
launch, at launch and beyond 

Championing NP  
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- Acquisition driven ï but donôt forget retention (existing customers are 
still vulnerable) 

- Address critical hygiene factors ahead of NP launch 
- Network quality & coverage 

- Customer Service excellence 

- Billing accuracy 

- Product/ service availability 

- Create attractive, compelling, innovative and fresh NP propositions 
(acquisition & retention) ï focus on value and not just price  

- Establish clear differentiation ï products, promotional campaign, sales 
approach 

- Marketing and Sales beyond NP launch 
- Phased and refreshed 

- Pre-empting and reacting to competitors  

- Drive NP public awareness and education ï Become the NP champion 

Thoughts for Recipients  -1 
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- Ensure porting is simple, free, reliable & quick ï align to normal 
acquisition processes as closely as possible 

- Make porting available and accessible ï maximise channels/ outlets 
for porting  

- Retail & 3rd Party channels ï incentivise & train 

- Porting road shows 

- IVR/ web/ call centre ï pre-booking ahead of launch 

- Customer visits ï bring porting to the customer  

- Develop and operate effective sales tools ï optimise retail/ channel 
effectiveness 

- Set clear win-loss targets 

- Sectors/ segments 

- Numbers ï typically ï win new customers 3-4 for each customer lost 

Thoughts for Recipients  -2 
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- Retention driven ï but donôt forget acquisition (all operators are 
recipients to a greater or lesser respect) 

- Embrace and prepare for NP early ï avoid wasting effort and time 
delaying the inevitable 

- NP is an opportunity as well as a threat 

- Identify why customers chose a particular network / operator and 
build on strengths ahead of NP launch 

- Network quality & coverage 

- Customer Service excellence 

- Billing  

- Product/ service availability 

- Brand 

Thoughts for Donors -1 
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- Ring-fence/ safeguard key customer segments ahead of NP launch 

- Develop attractive/ compelling retention products  

- Post Pay ï re-sign customers on new contracts to remove from the 
porting pool at launch and beyond 

- Subsidised new handset incentives 

- Enhanced bundle content ï voice/ SMS/ data 

- Bundle with other products ï Fixed/ Mobile/ Broadband 

- Pre-Pay - enhancing value 

- Enhance on net/ off net tariff differentials  

- Friends and Family/ Closed User Group benefits 

- Attractive time of day/ zone discounts  

- Develop and launch attractive loyalty programmes  

- Recharge bonuses ï focusing on On-Net traffic  

- Loyalty bonuses ï extra credit/ gifts/ partner offers  

Thoughts for Donors -2 
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- Complete readiness to support NP as early as possible to focus 
resources on retention and marketing/ sales counter attack  

- Distract competitors by pre-emptively attacking key competitor 
customer segments for NP acquisition ï ñAttack is Best Form of 
Defenceò 

- Establish clear differentiation ï products, promotional campaign, sales 
approach 
- Actively promote strengths and benefits 

- Establish effective outbound customer engagement and BTL (Below The 
Line) incentives 

- Marketing and Sales beyond NP launch 
- Phased and refreshed 

- Pre-empting and reacting to competitors  

- Develop and operate effective sales tools ï optimise retail/ channel 
effectiveness 

 
 

 

Thoughts for Donors -3 
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Decisions -  Retain or Acquire / Win 
or Lose?  

Win 

Å Insufficient resources to win 
everything, so CHOOSE who to target 

Å High value 

Å Good future prospects 

Å Influencers 

 

 

Lose 

Å Insufficient resources to win 
everything, so CHOOSE who are low 
priorities 

Å Low users 

Å Late payers 

Å Troublemakers 

 Acquire 

Å All are welcome 
Å Special ï more than just a number  
Å Better experience 
Å Brand 
Å Easy to join 

Retain 

Å Best Quality/ Value/Experience 
Å Stay with the best ï grass is not 

greener 
Å Expose competition weaknesses 
Å NP champion 
Å One stop shop 
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- Protect before Attack 

- Retain First   -  Then Acquire 

 

Decisions -  Timing is key  

Business - Retain 

Business - Acquire 

Residential - Retain 

Residential - Acquire 

                                                

-6 -5 -4 -3 -2 -1 LAUNCH +1 +2 +3 +4 +5 +6 
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- Take NP to the customer. Making Porting:- 
- Easy 

- Quick 

- Available ï aligned with day-to-day customer 
life 

- Personal 

- Existing Retail footprint 
- Establishing dedicated porting areas/ zones 

to deliver a positive porting experience 

- Channel Partners 
- 3rd party ï post offices/ supermarkets/ 

retailers 

- Independents ï one man band 

- Street Agents 
- Engaging customers in the Street 

- Very successful but needs careful 
management to ensure quality & consistency 

Think Channels ï Think Creatively -1 
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- Freelance Ambassadors ï promoting NP 
within specific communities 

- Ex Pat/ Immigrant communities  

- Sports & social & religious groups 

- Port at Home or Workplace ï ñWe come to 
Youò 

- Port Online/ Call Centre? ï Pre-registration 
ï ñPort in a Boxò 

- Porting Roadshows ï Universities & 
Colleges, Shopping Malls, Events 

Think Channels ï Think Creatively -2 
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- Set-up dedicated NP call centre/ helpdesk numbers/ IVR 
for porting in customers  

- Prioritise NP customers both new and existing in call 
centre/ helpdesk management/ queue systems 

- Operate NP road shows outside competitor retail outlets  

- Advertise on review & industry websites & directories 

- Encourage port-in customers to send free ñJoin Meò SMS 
to contacts and friends 

- Hijack key events with NP messaging during NP pre-
launch and launch phases 

- High visibility NP branding retail stores/ channels/ 
buildings/ vehicles etc  

- Create constant stream of high-interest NP related new 
feeds to media during NP pre-launch and launch phases 
ï celebrity endorsements, community initiatives, road 
shows etc 

NP ï Making the Biggest  
Market Impact  
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- Dealers/ Agents/ Channels ï directly influence 
customer choice. Critical to ensure 

- They understand the NP process 

- NP as a priority whilst pitching/ selling to the customer  

- Standard products versus Customised Tailored 
Products & Packages  

- Consider providing ñcustomisedò products for every 
customer, based on use & profile 

- Build the relationship with the customer  

- NP Delight/ Welcome packs as part of the NP process ï 
free credit, tailored discounts/ offers  

- Follow-up calls/ SMS ï ensure porting is positive, 
encourage spend, discourage onward porting 

Managing the NP Street Fight -1 
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- Incentivise the right behaviours  
- Consistent and appropriate/ correct selling ï not miss-selling 

- Strict guidelines 
- Simple & efficient porting process 
- Effective monitoring 

- Positive commission structures 
- Encourage to sell porting 
- Staged & dependent on:- 

- Successful porting 
- Positive porting experience 
- Staying with network  
- Spending/ Revenue 
- No port out within an agreed time  

- Make channels part of the family 
- Porting Promotions 
- Feel valued 
- Brand Champions 

- Actively manage to maintain NP sales performance ï  
- Establish effective sales management structures ï clear 

measurements and targets 
- Track Win:Loss per channel, revenue etc 

- Provide effective tool kits ï simple & up-to-date 
- Benchmarking products/ promotions against competitors 
- Competitor weaknesses/ strengths 

Managing the NP Street Fight -2 
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Establishing Effective Customer 
Awareness and Education 

Around NP 
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- Regulator Led? 
- Guardian of customer interests 
- Key NP stakeholder 
- Either too active but naïve or too reticent!  
- Regulator campaigns can follow ñgovernment informationò 

approach ï Accurate yet boring 
- Effectiveness tends to be limited by funds and experience & 

focused on traditional media 

- Industry Led? 
- Common and aligned messages 
- Compromised by different operator agendas ï support vs 

constrain 
- Agree format and content of customer porting guide media 

- Operator Led? 
- More successful since encourage creativity and innovation across 

the parties 
- Requires careful direction & co-ordination to ensure key messages 

are aligned 
- Loudest operator tends to be successful ï first mover advantage 
- Requires careful timing  - Not too early and Not too late  
- Can result in NP overload, excess conflicting noise & customer 

confusion 

Who Drives Public NP Communication 

& Education? -1 
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Most successful approach is for NP to be Operator 
Led, but working to strict messaging & co -
ordination guidelines set by Regulator, with 
Regulator providing independent and supporting 
communication & education 

 

1. Educate customers about NP process, 
requirements & implications 

2. Raise awareness of NP 

 

Who Drives Public NP Communication 

& Education? -2 
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- NP ï Where? How? What is 
Required? & Why they might port  

- Set clear and achievable 
expectations & deliver promises 

- Requirements for porting 
- Eligibility to port  
- Onward porting restriction  
- Photo ID/ SIM registration 

requirements 
- Outstanding bills 

- Porting process 
- How long does it take? 
- How much does it cost? 
- Changing SIM cards 
- Updated on progress of porting 

request 
- Loss of service 

 

Key NP Education Principles -1 

Communicate & 
Educate 
Å Simply ï building 

on simple NP facts 
Å Regularly 
Å Consistently & 

Accurately 
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- Implications of Porting 

- Keeping full number 

- Loss of Pre Pay Credit 

- Responsibility of settling debts/ 
recovering mobile banking 
balances 

- Early termination fees 

- Loss of SMS/ Voicemail/ VAS 
services 

- Cost of incoming and outgoing 
calls after porting 

- Porting on again ï when & how? 

- Returning to old operator if 
dissatisfied 

- Contact by old operator etc 

 

 

Key NP Education Principles -2 

Communicate & 
Educate 
Å Simply ï building 

on simple NP facts 
Å Regularly 
Å Consistently & 

Accurately 
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Regulator NP Awareness & 
Education  
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Industry NP Awareness & Education  
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Operator NP Awareness & Education  


