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J.D. Power and Associates Reports:
Satisfaction with the Wireless Pur chase Experience Has | mproved
Among Customers Purchasing at a Retail Store

Sprint Nextel Ranks Highest in Wireless Purchagecirnce Satisfaction among Full-Service Carriers,
While Tracfone Ranks Highest among Non-Contracti€ear

WESTLAKE VILLAGE, Calif: 9 August 2012 — Improvements in sales efficiency and exceedirsjauer
expectations contribute to increased customerfaetisn among wireless customers who completedes sa
transaction at a retail store, according to the Pdver and Associates 2012 U.S. Full-Service WazPurchase
Experience Study—Volume 2 and the 2012 U.S. Wireless Non-ContractFase Experience Stutfy—
Volume 2, both released today.

Now in their 9th year, the semiannual studies eatalthewireless purchase experienaecustomers using any
one of three contact channels: phone calls withssapresentatives; visits to a retail wirelessestand on the
Web. Overall customer satisfaction with both fudhgce and non-contract branded carriers is basesixdfactors
(in order of importance): store sales represergatixebsite; phone sales representative; storetfacifferings
and promotions; and cost of service.

The study finds that overall satisfaction amondrf$ervice wireless customers who conducted a raedail store
transaction has increased significantly to 7744 dn000-point scale), compared with 754 in 2011-2/dhe first
year satisfaction among the different channelstveacked. In contrast, satisfaction in the othertacinchannels
has remained stable during the same time frame.

Full-service wireless customers who purchase acdenia retail store indicate experiencing gresaisfaction
when speaking with the salesperson handling theiisaiction. In particular, satisfaction improvesabty
regarding the promptness in speaking with a salgesentative and timeliness of completing thestaation.

Among full-service wireless customers who purchasedrvice plan or device in a retail store, totisaction
times have improved since 2011-Vol. 2, especiallthe early stages of the sales process. For egathgl total
average time that customers wait between beingegtegpon entering the store and speaking withespalson
is 7.5 minutes—a decrease of nearly one full mifnaie 2011.

“The study shows a direct correlation between &inieft sales transaction process and improvinigfeation
with the overall retail experience,” said Kirk Pams, senior director of wireless services at Jdvé? and
Associates. “Customers who make purchases in sttais have the opportunity to touch handsets and
accessories and see the pricing associated with samething not possible over the phone or oWtab. In
addition, carriers have invested heavily in thaitettore environment in merchandising, store ugegsaand staff
training to make the overall sales experience majeyable and efficient.”

Parsons notes that improvements within the reiiesare translating into loyalty, as 39 percerfutifservice
wireless customers say they “definitely will” reitithe same store, compared with 35 percent aggawr
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Wireless Purchase Experience Study Results

For a third consecutive time, Sprint Nextel ranighBst in overall customer purchase experiencefaation
among major full-service wireless carriers. SpNeitel achieves a score of 775 and performs paatiguvell in
the offerings and promotions and cost of servicéofs.

TracFone ranks highest in overall customer purchaperience satisfaction among non-contract secaceers.
TracFone achieves a score of 763 and performsplatiy well in the phone sales representativeaeksite
factors. Boost Mobile (758) and MetroPCS (758)dwllin the rankings.

The study also finds the following key wirelessaietales transaction patterns:

* While 64 percent of full-service customers indicduat their most recent purchase experience oatimre
a retail store, 18 percent used the phone, andditianal 18 percent transacted online. This défer
considerably from non-contract customers—25 persayptheir most recent purchase transaction
occurred online, and only 12 percent indicate ithats via phone.

* The average total time customers spent completsaes transaction in a full-service retail stere i
approximately 54 minutes—a decrease of approximate¢ minute from six months ago. In comparison,
customers making purchases from non-contract caiindicate spending just 45 minutes in a retailest

» Satisfaction with the overall purchase experiemergy other retailers, such as Apple, Best Buy, €@ost
RadioShack and Wal-Mart, averages 760 index pointkieh is 18 points lower than among stores
owned by full-service wireless carriers.

The 2012 Wireless Full-Service Purchase Experi&tady—Volume 2 is based on responses from 8,047
wireless customers. The 2012 Wireless Non-ConRanothase Experience Study—Volume 2 is based on
responses from 3,644 wireless customers. Botheswade among current subscribers who report havsales
transaction with their current carrier within theespsix months. The study was fielded from Janttagugh June
2012.

For more information on customer satisfaction witheless servicewireless retail salesell phone handsets
customer caregrepaid wireless servi@andbusiness wireless servigaease visiiDPower.com

About J.D. Power and Associates

Headquartered in Westlake Village, Calif., J.D. Boand Associates is a global marketing informasiervices
company providing performance improvement, sociadlia and customer satisfaction insights and saistio
The company’s quality and satisfaction measurenmemtdased on responses from millions of consumers
annually. For more information aar reviews and ratingsar insurancehealth insuranceell phone ratingsand
more, please visiDPower.comJ.D. Power and Associates is a business unihefMcGraw-Hill Companies.

About The McGraw-Hill Companies

McGraw-Hill announced on September 12, 2011, tisntion to separate into two companies: McGraw-Hill
Financial, a leading provider of content and anegyto global financial markets, and McGraw-Hill&ation, a
leading education company focused on digital lewyaind education services worldwide. McGraw-Hill
Financial’s leading brands include Standard & Po&atings Services, S&P Capital 1Q, S&P Dow Jonegcks,
Platts energy information services and J.D. PowdrAssociates. With sales of $6.2 billion in 20t
Corporation has approximately 23,000 employeessaarmre than 280 offices in 40 countries. Additiona
information is available at http://www.mcgraw-hstbm/.

J.D. Power and Associates M edia Contacts:
John Tews; Troy, Mich.; (248) 680-6218gdia.relations@jdpa.com
Syvetril Perryman; Westlake Village, Calif.; (808)8-8103;media.relations@jdpa.com




No advertising or other promotional use can be nwdie information in this release without the esgs prior
written consent of J.D. Power and Associates.
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J.D. Power and Associates
2012 U.S. Full-Service Wireless Purchase Experience StudyS"—
Volume 2

Overall Purchase Experience Index Rankings

(Based on a 1,000-point scale)

JDPower.com
Power Circle Ratings™
for consumers:

600 625 650 675 700 725 750 775 800

Sprint Nextel | | | | | l | 775 { weeee
Full-Service Average 764 000
VerizonWireless 763 200
AT&T 761 999
T-Mobile 752 I

Power Circle Ratings Legend
O OO OO Among the best
O O O OO Better than most

Source: J.D. Power and Associates 2012 U.S. Fill-Service Wireless Purchase O©O0O0OO About average
Experience StudyS"-Volume 2 00OOO The rest

Charts and graphs extracted from this press release must be accompanied by a statement identifying J.D. Power
and Associates as the publisher and the J.D. Power and Associates 2012 U.S. Fill-Service Wireless Purchase
Experience StudySV-Volume 2 as the source. Rankings are based on numerical scores, and not necessarily on
statistical significance. JDPower.com Power Circle Ratings™ are derived from consumer ratings in J.D. Power
studies. For more information on Power Circle Ratings, visit jdpower.com/fags. No advertising or other promotional
use can be made of the information in this release or J.D. Power and Associates survey results without the
express prior written consent of J.D. Power and Associates.



J.D. Power and Associates
2012 U.S. Wireless Non-Contract Purchase Experience StudysS"M—
Volume 2

Overall Purchase Experience Index Rankings

(Based on a 1,000-point scale)

JDPower.com
Power Circle Ratings™
for consumers:
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TracFone | | | | | % | | 7;53 | 20000
Boost Mobile 758 2000
MetroPCS 758 0eee
Virgin Mobile 754 000
Cricket 753 200
Non-Contract Average _ 753 wee
Straight Talk 728 o
Net10 727 "

Power Circle Ratings Legend
O OO OO Among the best
O O O OO Better than most

Source: J.D. Power and Associates 2012 U.S. Wireless Non-Contract Purchase O©O0O0OO About average
Experience StudyS"-Volume 2 00OOO The rest

Charts and graphs extracted from this press release must be accompanied by a statement identifying J.D. Power
and Associates as the publisher and the J.D. Power and Associates 2012 U.S. Wireless Non-Contract Purchase
Experience StudySV-Volume 2 as the source. Rankings are based on numerical scores, and not necessarily on
statistical significance. JDPower.com Power Circle Ratings™ are derived from consumer ratings in J.D. Power
studies. For more information on Power Circle Ratings, visit jdpower.com/fags. No advertising or other promotional
use can be made of the information in this release or J.D. Power and Associates survey results without the
express prior written consent of J.D. Power and Associates.




