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Three UK: Helping Peter
Pan come of age: Three
and the effectiveness of
grown-up marketing

Three reached record
consideration levels and
created an incremental
revenue uplift of £189m.




The challenges

A Network struggling with
Iits image

* Poor network perceptions

* Not one of the big Networks

* Only known for mobile

* No longer seen as ‘good
value’

Figure.1 ‘Poor Network Coverage’ as the primary reason for Rejecting Three 2021
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Source: Ipsos Mori, Jan 2016-June 2021.

nree was facing in 2021

A ‘Peter Pan’ brand for
young people

Lacking distinctiveness in a
consistently distinctive
category

Seen as for ‘young people’
Insufficient headroom for
growth

Not visible enough in media

Figure.8 Brand consideration in long-term decline
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Three: T2B ConsiderationPre LNABN

Three: T2B Consideration Pre LNABN (Smoothed CMA(5))

Source: Ipsos Mori, Top Two Box Consideration, May 2015-June 2021.

Losing out on a race to the
bottom

* The UK Telco market was
increasingly cluttered —
leading to Three struggling
for awareness and growth

« After years of gains, Three

had started to plateau

Figure. 14 Three Total Revenue in decline by -£5m per quarter
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Source: Three Insights, Revenue (Excl. Wholesale=Wholesale is revenue from MVNOs)



And how we strategically addressed this

Brand: A network Brand: A ‘Peter Pan’ brand J Business: A business losing
struggling with its image for young people out in a race to the bottom

Grow up the brand to grow up the business

01 02 03

Growing up without losing the soul of the brand

A grown-up A grown-up A grown-up
Brand Identity Creative Strategy Media Approach
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Life
Needs

a Big
Network




Life Needs
Midnight Mums’ Club
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Advantage
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Ambition
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Direction
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Execution
Execution
Execution
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