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What We Do

—

IBM’s Enterprise Marketing Management

solutions offers proven web and customer

analytics, event detection, cross-channel campaign management, interaction management,
online optimization, email marketing , and marketing resource management.

Customer and Partner Success
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= QOver 2,500 organizations worldwide
» Tens of thousands of total users

» Extensive service offerings

= | ocal Serbian partners
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Product Leadership ]
= Meeting the needs of: .
- Cro§s-channel marketers urE’E:a @metncs
— Online marketers Ak

— Marketing services
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Our Mission ]

To power the success of every marketing organizatio

n with innovative

technology solutions
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10 Year Market Leader

Figure 1. Magic Quadrant for CRM Multichannel Campaign Management
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Marketing Trends
Interactive Marketing

Industry Cases

-

Demonstration
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Businesses are challenge by rapidly changing environments

Years to reach
50M users: / / /
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As a result, the marketing landscape has changed.

88% 5%

of people don't of CEOs picked of marketers plan to
believe that “getting closer reorganize by the
companies tell the to the customer” as end of 2011

truth in their top priority

advertisements

Sources:

*Yankelovich,
-

+2010 IBM CEO Study -
«January 2009 “Marketing Technology Adoption 2009”, Forrester Research © 2011 IBM Corpora@;



The web has moved from a network of content to a

network of people who shape your brarpl IS perceived. N
-

| have 10,000 followers _ , :
and can convince them [ e - | received a compelling -
all that your product is ;-hv- N B §E =5 competitive offerand am | gg B8
terrible LTS D™ S [ about to defect .
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| always post positive
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| expect your promotions

reviews when I'm & ]
. . 4 to be relevant to me —
satisfied with products :
: not for things | never buy
and service

N Y N 1_/

© 2011 IBM Corporatl O



The future of marketing is also changing...

“Traditional” Marketing | ’ Transformational Marketing |
/ “Offline” \ / Online & Offine
Single channel Multi-channel; 24/7
Silo’ed ‘ Coordinated & deliberate
Mass media blasts Personalized 1:1 dialogue

Company Brand Customers contribute to brand

v

Selling Anticipating & servicing
Intuition driven Data driven
Static Agile, dynamic
Product-Centric 4 Customer experience-centric
Reactive Predictive
One-way Interactive

-
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Marketing Trends
Interactive Marketing

Industry Cases

-

Demonstration
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IBM’s Enterprise Marketing Management
Comprehensive Suite of Marketing Management Capabilities

\Budgets

(Awa reness | Decisioning Execution\
o Segmentation Email
Web & Digital
Analytics Offer Inbound
Management Integration
Event ; ;
- Inte_ractlon Lead Rgutmg
g ) History g )& Monitoring
Predictive Real-time, Distributed
Analytics Behavioral Marketing
Targeting
Visual Search/
Exploration Contact Display Ad
Optimization Management
Operations
Plans & People & Data & Measurement &
Processes Assets

Performancey

© 2011 IBM Corporation



Web Analytics

Reports | Custom |

Customer Dashbosrd
‘SEM Dashboard
Execulive

Narketing

Content

Vistor

Traffic

Technical
Geographic

What 117

1+ Markefing Campaigns.
1+ Marketing, PPC

'#/ Marketing Integrations
1+ Retail Analysis

I+ Content Analysis

1#I Event Analvsis

& Dashboards

Conversions Dashboard
Trends Dashboard

Archive | Options

Our Business Web Site: 05 Site Conversion

Reporting mode: [EIED

U]

Help

unica

December 2009

Dashboard

Conversion funnel
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Viewed sign-up infapage

320 Viewed sign-... online forn

Number of Visitors.

108 Cempleted order farm-
44 Downloaded pr tinformation

Executive QuickSet

Total Unique Visitors
Total Conversions
Revenue:

Average Order Value:
ROAS %.

Campaigns vs. Channel Types
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End of Visit
1063

IHome Page
2.005 Visitors

ISearch
192
/Home Page
178 =
1Sign up/ Opticns
14

Reviews
%

4471
1121
1,957,349
2083

Conversion funnel, trends

4252

[k (6
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Metirsight Overlsy Viewer %

dimel@®

Profile: Sample.
Owerlay Profile

What's New in

Affiniunmr 7

A copyrgnt

J @ ¢ Software & Selutions

2008, Uniaa Coporation All Rights Resawad | ooy Polles

(A_warene&s Decisioning EmcutioD

Segmentation Email

Offer inbound

gration

Event

e Interaction Lead Routing &

- History >Momformg

. . .

Predictive K Real-time, Distributed
Analytics Behavioral ing
s
Visual " Search/
Exploration Contact Display Ad

Optimic e
Operations
Plans & & Data & Measurement &
\iudgel‘s Processes Assets Performance )

LEADING Enterprise Marketing Management

=) ) ===

Lezsl

] Urica - Powering Marketing Success

B 8 Locsntraemt

Instant insight: explorative power to
slice & dice any metric

Open data warehouse backend

Enables “insight to action” via Unica
Suite integration

On-premise deployment
Social Media Monitoring
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Web Analytics: ROl Analysis on SEM

Netinsight LR 40 W o M0 N

>

Superco: Paid Keywords, Revenue, Integrated @ December 2005

Most Popular Campaigns BEMO E

Legend: ‘

B 1. Google AdWords

4,000,00
A.50000
3,000,00

2.%ahoo Search Marketing Precizion Match
3. Google Content Network ‘

4_“ahoo Search WMarketing Content Match
2,50000

Cost

- 20000
[# Dashboards

; 1,900.00
1+ Marketing Campaigns 1,000.00

I+ Marketing, PPC 500.00
[+ Marketing, Referrals

& Marketing Integratio
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SearchForce

Atlas Search

24T

Atlaz Media Conzole
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Chestahmail
ExaciTarget
Silverpop 1} Campaign
Feedburner

Simplefeed ; "
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Campaign

- . > PPC =
Campaign Campaign Paid PPC PPC 5 5 . Average
Average Glicks Visits  Visitors Cost Revenue Order Value

Rank
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Channel Segment Keywords . “oressions
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= a 433
(14.7%) 4%) (56.3%) (13.3%) BAZB00 11419043

Paid Keywords, Conversians,

Al 83> 215G & 13-'_3
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[+ Retail Analysis ) s - SR 228 698 56 251,582 50 - S
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Event Detection

The current weekly sum of Check Card Usage
exceeds the average of weekly sums
over the last 3 months Spike Value
by 2 standard deviations. (Sum)
Additional Graupings 7
(1 week)
{Sum) \
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(3 months) (1 week)
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(Awarene&s Decisioning EmcutioD
Segmentatic Email
Web& Digital on
Analytics Offer Inbound
gration
Interaction Lead Routing &
History v Monitoring
-)
i Real-time, Distributed
Analytics Behavioral Marketing
Targeti )
Visual - Search/
Exploration Contact Display Ad
Optimizatic h
Operations
Plans & & Data & Measurement &
\fudgel‘s Processes Assets Performance )

Patented, state-based detection of
simple events and complex behaviors

Detect individually significant changes in
customer behavior

Easy creation of business rules

© 2011 IBM Corporation



Event-Based Marketing - Telco Trigger Library

Competitor Terminated Call
— Customer has called competitor

= Competitor Originated Call
— Customer has received telesales call from
competitor

= Calls to Customer Service
— Excessive number of calls to customer care

= At Risk
— Tracks minutes used by unlocked accounts

= Prepaid Inactivity
— Detects recharge inactivity

= Unusual Customer Activity
— Detects spikes and drops in call behavior

= IMEI Change
— Detects new IMEI events

= |ncrease in Roaming behavior

14

Upward trend in minutes used

Indication of need for SMS Plan Upgrade
Land line plan with no land line usage
Account with pattern of repurchase in jeopardy
Repeated call volume beyond plan limit
Drop in SMS Call Volume

No calls to My Favorite numbers

Unusually high international call volume
Decreasing SMS On-net/Off-net ratio

SMS usage reduction after calling call center
Spike in SMS Usage prompting new plan
Shift in Value Segment

Decreasing call volume for long time customer

© 2011 IBM Corporatidft



Partial “Off the Shelf” Retail Banking EBM Trigger L ISt

Unusually large transaction Inactivity

* Check Paid
* ACH Debit
* ACH Credit
* Deposit

Unusually high transaction volumes

* Qutgoing Wire Transfer

* Incoming Wire Transfer
*  Withdrawal

Unusually large aggregate transaction amounts

* Aggregate Deposit Amount

* Aggregate Credit Card Purchase Amount
* Aggregate Debit Card Purchase Amount
* Aggregate Bill Payment Amount

Interruption of regular Direct Deposit of payroll
Interruption of regular Social Security deposit (SSI)

Interruption of regular Social Security Disability
deposit (SSDI)

New checking opened, no deposit activity

Enrolled in bill payment, no bill pay activity

Channel use changes

Drop in bill pay

Drop in branch

Drop in credit card

Drop in total ATM
Increase in VRU inquiries
Drop in check volume

© 2011 IBM Corpbfation



Partial “Off the Shelf” Retail Banking EBM Trigger L ISt

Combo Triggers

— Large deposit followed by large withdrawal, repeatedly
— Draw on HELOC in concert with exercising Overdraft Line

— Shift in Bank-owned ATM Usage to non-Bank-owned ATM usage with
significantly decreased balance

— For frequent OTC depositors, drop in OTC deposits and significantly decreased
balance

— For high value customer, large outgoing wire transfer where customer has not
had outgoing wire in previous X months

— High value customer has NSF item for first time in X months

— Combined product threshold - X consecutive months of deposit balances within
Y% of required minimum balance for service charge waiver or product upgrade

© 2011 IBM Corpbfation



Campaign Management

W g

=2 |~ 0 s -Form Defnions

4 | Recent | Dashboard | Operations Creatives Production Materials Campaign FinancialManagement Local Markefing  Analyfics

All Projects an:

1 High Val smadnin losOdt [I86 Seltings  Helb

Summars | ek ) Vitge s || BFiPacteigss I Sobmaris Gor TR inptenentation.. unica

4 % ¢ £

~ 1 MyPoints Campaign

O InProgress

Description:

Target al promotable customers with declining actiity that are i a High Value Seament and wha were not included fn any other campaign in the last 15 days, NOTE: Seament dembershp is based on customer profitabiity. Activity is

Cetermied by dodel soorert @} | Recent | Dashboard | Operstions Crestives ProductionMaterials Campaign Financial Menagement Local Marketing Analytics

Tean Members: All Cornpaigns >

Leb Dt e iLeWlEd 1 High Value Customer Retention Campaign - A. Wave 1 Flowchart S
Project Code:

0100097

Parent ems and Code:
& Retai Marketing Plan_PLN1011)
" U Retai Direct tarketing Frograms (FGH 1
1 1 High Value Customer Retention Cam|

Target Start:
0710172009 Tohedie

~ Campaign Summary

Campaign Description
Targst all promotable customers with declining act
determined by itodel Score 1

Campaign Start Date
07/1472009

Campaign Objective
To winback customers that have full defected or

oeon tu sewes oo B
unica

(Awarene&s Decisionin EmcutioD
Email
Web.& Digital _
ics Inbound
Integration
Event
Detection LeadRouting &
‘/- >Momformg
Predictive " Reql-time, Distributed
Analytics Behavioral Marketing
i Tt /s
Visual " Search/
Exploration Contact Display Ad
Optimizati " -
Operations
Plans & & Data & Measurement &
\fudgel‘s Processes Assets Performance )

* Best-in-class functionality
* Unmatched scalability

* Proven, industry-leading campaign
management software

* Flexibility to fit with existing infrastructure,
utilize changing information sources
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Changing Needs

Retention
Retained Loyal
ol [ Customer Recovery
Acquisition [ Up-sell
1Tl
Prospect [ [ III I Win-Back
[ ] On-Boarding 'I""
-1 Re-boarding
Segmentation
il 000000
Activation
LD

[ ] Brand Activities
allaa THRRENN
[ ] Search Campaigns

Customer Experience

Companies need to engage Customers at all stages
of the Lifecycle

Slid © 2011 IBM Corporatiél8



Real Time Targeting

(Awarene&s Decisioning EmcutioD
Web & Digital egmentation
Analytics : Offer
Intelligent personalization for real-time JBen |
channels breditie " >
Analytics Marketing
Visual Search/
UniBank  conmies oo HOME | BRANCH LOCATOR | CONTACT US | PRIVACY FOLICY  =LDBIN Exploration 5 Contact .leiayﬂd‘
Operations
Plans & People & Data & Measurement &
Assets

our business &
is you
¥

0% APR \Budgel‘s Processes Performance )
3 Credit Card
5 ]
riity thy /,
L ‘%{b Growth
W=
e )\ A

- Stock Mix | (i

Mutual Fund | ¥

* Extend existing segmentation, offers and
campaigns for a consistent cross-channel
experience and greater productivity

* Connect to real-time touch points via web
services and other standards

&

Call Center Kiosk, POS

* Social Sharing

19
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Real Time Targeting — Call Center Dialog

L = = m— -
€ call_center - Windows Interne

Slid

Towne Bank We are your local bank

Customer Information
Cust ID Phone Job Title Customer Since
200 Lookup (219) 793-5178 Accountant 9/95
Last First Middle Brokerage
West Margarita G Mo
Address Line2 Checking Savings
1131 Shadesmaont | Yes Yes
City State Zip eMail
Birmingham AL 35226 MW est@yahoo.co
Customer Activity
seE o Loan Type Froduct Call Reason
=] = [=] Close Account E3

Home Branch

Personal Banker

Personal Banker BExt

Region

Hillsdale Jason Villiers xB89234 an_tralE
Recent Offers

New OfferDate  Offer Code  Description Priority Status Accept Reject
Yes  1/28/11 318006 Tesining 1 Available Accept | Reject |
Yes 120310 71 New Phone For You Email 2 Available Accept | Reject |
Yes 1230 S0022 New Phone Existing Cable - Initial 3 Available Accept | Reject |

Offers for caller:

Score: 100 Credit Limit Incr.
Present Offer

Score: 18 Gold MC.

Present Offer

Score; 11 CD.

Present Cfer
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Contact & Offer Optimization

Determines best interaction strategy:

For each customer

Across campaigns, channels,
products and offers

Within business rules and
constraints

Tightly integrated with Unica
Campaign

(Awareness Decisioning Executior:\
Web & Digital Segmentation Email
Analytics Offer Inbound
n e
DeEt::T:Em Interaction Lead Routing &
o History 7 '- Monitoring
Predictive . Realtime, -y Distributed
Analytics Behavioral Marketing
Targeti —
Visual o Search/
Exploration Display Ad
Management
Operations
Plans & People & Data & Measurement &
\Budgel‘s Processes Assets Performance )
Proposed Business -
c . P Optimized
ampaigns Contacts . Rules an
Constraints Contagts
v v Customer ID
> > Campaign > Campaign ID
Optimize Channel ID
A A
Offer ID
| | | | 1 1 1 1
W antact Other Date
History
-~ Data
A\ S - 7
Unica Campaign Campaign Optimize

21
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End-to-End Email Camp

£ | Recent | Dashboard |

eMessage Documents

Organizer «
View: &
&% all Ttems %

Group byt Tkem Type ¥

[ Communications
2| Email Messages
. DeFaultCommunication
(.4 Def aultCommuric ationz
- DeFaulbCommurication3
' DefaultCommunication
! DefaultCommunications
anding Pages
= LandingPage
iCantent Library
T
ilady
MoD
== Content
[ JBody1
|=lBodyz
[ IFonter
| logo

Operations Creatives Production Materials Campaign  Financial Management  Local Marketing  Analytics

n G|

Name: DefaulkCommunication .” | g |7 | Field List avaiable fields

From:  Unica Corporation
ST frstriame—s astname—
S.Subject: Take Your Marketing to the Mext Level

Html |

1 ® ]

TestBlock  Hyperink  Image

¥ multi Cantent

unica

Firstname—s,

fis 0ne of our most valued customers, we liks to invits you to learn mare sbaut other products and services that you wil lkely want ta baks advantage of. Pleass dlick on th

image or here ta learm mors.

Soltwarefor powering
marketing success

e

RobertReed LogOut

-

| (addess)

{address)

(display) = acmin @ sc2.unicaondemand.com

(display) =7, ps3@mktgdemo. com

| Ly | Shom Al Drappatle fress
e

Relationship Marketing

Analysiz, multi-channel campaigns, modeling, optimization

Marketing Operations

Project management, workfiow, budgsting

T
U]

aigning

1290 Settings  Help

4 |

12

unica

Email Options = | [ &

o
-

[ 2]

2 [Epedy »

& [ Offers a

= | orapZone &

«firstnam

(Awarene&s Decisioning Execution\
Segmentati
Web& Digital ST
ics Offer Inbound
gration
Event
e Interaction Lead Routing &
History ) Monitoring
. wl *
Predictive " Reql-time, Distributed
Analytics Behavioral ing
- Trrne
Visual — search/
Exploration Contact Display Ad
Optimizatic i
Operations
Plans & & Data & Measurement &
\fudgel‘s Processes Assets Performance )

Internet Marketing

Web analytics, on-fine marketing. )

Unica News

[N

Customer Succe.

Success Highligits

Integrated email and SMS authoring and
execution

* Reuse data, strategies, and segments, for
cross-channel consistency, efficiency

* Track, report response across all channels
* WYSIWYG email composing
* Deliverability Monitoring
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Marketing Operations

All Projects and Requests »
Segment Enrichment Promotion | eai. | vie

Project TimelinelNU Caption 'l

Nov 28 Decs Dec12 Dec 18 Dec 26 Jar

Project Overall
1. Planning

1.1. Prepare Project Briefing

<

Awareness

\

Execution
Email

Web & Digital
ics

Event
Detection

Predictive
Analytics
Visual
Exploration

1.2. Prepare Budget Estimates(1.1
1.3. Project and Budget Approval(’
1.4. Kickoff Meeting with Team(1.3

AN Aoty »
Image Library | seece o g
2. Creative Development ™ Asset Small Thumbeails

2.1. Creative Brief(1.4}

My DS

2.2 Creative Concepts Meeting(2.

Blach Pt ola PO el | =
2.3 Firstdraft(2 2}

2.4 Mitg Manager Review - inforn
2.5. Rework as needed(2.4)

2.8. Internal review (2.5}

e | Fnts ot Businean
2.7. Make reguired changes (if net ’.'.f:uﬂ'.
3. Campaign Design Antre fusck
e BT
3.1, Generate prefiminary counts("
3.2, Refine segmentation criteria(3 = ot Ky Talegincio =

Phato.of Compute

1

3.3 Offer design(1.4)

] [ Search Projects By Tite. -~

project management center powtnepr )

Central

Home [* Practice Project [ H Direct Mail plan | New Task Calendar

Schedule:

Schedule Summary

First Date 107 en
LastDate 258108 e il
Number Open g )
Tasks N

Number Late Tasks 10

Filters: (cizar

M coums ¥ esvece @

Status: Any Assionment: Any
Actions: Perform an Action J

Update Cancel

E[IF  Cresteand PostBrief

r [5] [Unassigned]  AlanBunce  1HOUZ007 140022007  Administration 1 0%
| BHDE  Stetlbin s o [Unassigned]  AlanBunce 11012007 14022007  Administration 1 0%
w EDIE  Assign Team a [Unassigned]  Alan Bunce  11/02/2007 110022007  Administiation 1 0%
r BOE BrefTeam o [Unassigned]  Alan Bunce 1106/2007 111062007  Administration 1 0%
r E (A Develop Concepts o [Unassigned]  [Unassigned]  11/07/2007  11/20:2007  Concept 1 0%
r BB  Review with Account Manager 5} [Unassigned]  [Unassigned]  11221/2007 111262007  Concept 1 0%
[~ eDE  Amange beeting with Client a [Unassigned] ~ [Unassigned]  11/27/2007 120032007  Client ConceptReview B 0%
[ ®OE Clent Review and Concept Selection a [Unassigned]  [Unassigned] 11282007 120312007  Clent ConceptReview | 0%
r [ Present Concepts to Client o [Unassigned]  [Unassigned]  11/28/2007  11/29:2007  Client Concept Review 1 0%

Planning and budgeting

Financial and operational management
Digital asset management

Ensure alignment across marketing
Visibility into status, budgets, resources

Enterprise solution (UMO) or on-demand
(MarketingCentral)
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All Processes of Marketing Organizations:
Inbound & Outbound & Online & Offline

‘A

>

KBudgets

wareness | Decisioning | Execution
o Segmentation Email
Web & Digital
Analytics Offer Inbound
Management Integration
Event ; ;
- Inte_ractlon Lead Rgutmg
Q } History g )& Monitoring
Predictive Real-time, Distributed
Analytics Behavioral Marketing
Targeting
Visual Search/
Exploration Contact Display Ad
Optimization Management
Operations
Plans & People & Data & Measurement &
Processes Assets

Performancey
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Marketing Trends
Interactive Marketing

Industry Cases

-

Demonstration

Slid © 2011 IBM Corporation



More than 2500 Organizations Worldwide Depend on IBM’s EMM
Solutions

" a3
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10-50%
increase

5-15%

Increase response rates

Improve customer

Tl lgelCintchiiamretention, loyalty & value

20-75%
reduction

Typical Benefits

Increase productivity/ 50-300%
campaign volume increase

Reduce cycle time & 40-80%
increase efficiency reduction

Reduce campaign & marketing 20-40%
costs reduction

ehY
@

CITRIX

o 113% lift in email open rates
285% lift in banner response rates

Reward Zone membership doubled
in 3 months

Cost-per-conversion decreased
nearly 80%

Over 100 concurrent campaigns a month

Campaign prep time reduced from 1
paign prep ARVAL
3 weeks to 1 week  asneeanias campany

Marketing staff costs reduced 35% JNG
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Leading Financial Institutions Rely on IBM EMM

= BANK Capital Oy
i Whuntmgto B o
aiffeisen . . RBC KBC
e Nationwide
National City Bankof Ireland (=) o-n

_ WELLS ) ?
Ao BRIy  SainsburysBank
&) ocBC Bank 0
cijwor e D) Bank AKRB0S5

My h ATB Financia
e Frost I'.hﬁﬂ]."; Where there's a wa
ﬁ Taishin Bank

WILMINGTON We understand your world
ROt BRVA COMMERZBANK
™ . & scotiabank 6rupo S _
sga I AR =
BMO exBﬂﬂk of Montreal "#E;Pmlms DO“ar Bal'lk f:ﬂfﬂ'i'liﬁ?:i
SEB - ”
| l = —— E¥ TRADE
More than & bank Da“ﬂmﬂn = ING - FINANCIAL ﬂ M&TBank
Z () First National Bank AxT SOF ’ N (Qx
SUNTRUST Omaha st

y The co-0 tive bank
FORTIS -5 pera
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Delivering personalized offers across channels in real time

D turns inbound interactions into profitable communications

)

Business Need
= Qutbound campaigns were ineffective — not taking

Inbound advantage of customer initiated interactions
contacts
= Needed to create a single, cross-channel,
— relationship with each customer
[a—
= Disparate teams managed customer dialogs
Outbound _
response = Needed to reduce marketing costs

Real Results
* Relevant, real-time campaigns drive higher response rates

85M targeted offers served each day across 5 channels — direct mail,
email, web, call center, and branches

€20M increase in earnings expected

Lowered direct marketing cost 35%

Faster campaign cycle times: from 26 weeks per campaign to just 4 weeks

© 2011 IBM Corporation
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NBA in branches
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= 44 years, 2 children, one of
them turned 12 last week r—

 Owns his own home —no
mortgages with ING

= Payment customer

= Saves automatically with

NG

Filled out a form for car

imsurance on the Internet,

but he didn't finish it.
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For every product segment several

offers are developed. Every Payments
= = .

customer is selected for at least one
offer in every product segment

A customer will only be
selected for the offers
suitable for him / her.

Mortgages

For every offer the expected value will be
calculated. The offerlist will be sorted based on

the expected value.

For every channel only the suitable offers will be
selected.




Value of the
proposition
o= e Internet
(Bamnering, achon sites,
suggeshon lists)

Dynmunartinma

“commaon featuresf

List of NBA s
per customer Call
(Suggeston by call agent)

Branches
(Suggeston by branche
employee)

I

Mail Machine
(daily event based

uthound mail
Probability of = )

response (model)

E-mail Machine
(daly outlbbound e-mail)
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Unica is the Proven Solution O vodafone

for Telecommunications Companies Spain
comcast.
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Telco Marketing Priorities

: : Initial . Cross- Retention

Retain, cross-sell

Acquire A
A

140% - 7

Mobile
Penetration
o
o
R

China
Canada
Thailand
Japan
France
Geman
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Markets Are Converging

* New competitors

* More consumer choice
« More applications Telephony
» More usage

 Lower prices

Customers expect organisations to deliver a unified experience whenever and on whatever channel
they choose

© 2011 IBM Corporation
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Incumbent telcos are slower and under pressure

Fixed line revenues declining dramatically

Reduce operating costs to maintain profitability

Invest in new network technology to reduce costs, enable new services

Expand consumer offerings to include broadband and TV (“triple play”), maybe wireless

Big players (BT, DT, AT&T) focus on business customers

© 2011 IBM Corporation
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» Increased ARPU through more timely cross-sell and up-sell
» |[mproved customer loyalty and reduce churn
» Improved operating margin through better targeting of marketing spend

= Delivery of a compelling customer experience through a unified and relevant
dialogue

» Maximise the commercial opportunity for mobile advertising

Proven ROI:

= Churn in highest value segments reduced by 50%
= Retention rates increased by 40%

» Time to market decreased by 50%

» Increased campaign volume by 25% whilst keeping the same level of resources

© 2011 IBM Corporation



- - Use one-to-one dialogs to
Notify customers about website

for convenience thru call center stimulate usage and gather feedback

Detect a pattern of Respond to

React to missed on- competitive offers

boarding activities reduced interest

Campaigns targeting

anonymous visitors f\

...Web Activity...

... Transactions...
(Purchases, Usage)

...Other Activity...
(Calls, IVR, Affiliates)

O

vodafone



Increasing purchases with a focus on customer loyalty

BES'I' automates marketing to increase relevance of messaging, retain customers,
° BUY and increase basket size and profits

Business Need

= Shift from customer acquisition to building loyalty
with Reward Zone program

= Evolve marketing spend from mass to more
personalized

& l%vrgerd = Campaigns based on timing, trends, and triggers

Real Results
17% increase in operating profit

More Effective Campaigns = More, Bigger, Better Baskets
10% increase in trips to store

20% increase in shopping basket size

20% increase in margin

Process Improvements
82% reduction in cycle time, 3x improvement in efficiency

© 2011 IBM Corporation



From “batch” to real-time - revenue and relevance soar

Integrated web behavior, email, and rewards history for more effective
communications and business results

InterContinental Hotels Group

Business Need

= Customers behaved in real time; IHG marketing
focused on batch processing

30 (Ligure) - o Cay | sawen
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= Customer expected a dynamic, relevant, multi-
channel approach
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e pess oz = Large scale operations needed to support millions
o Pl N ey, P ) _
T RS b of customer interactions each day

Real Results
= 250% increase in clicks per day

Revenue per impression rose from $0.18 per to $0.77 (400% increase)

Moved oversight of transactional email from IT to Marketing

One comprehensive marketing platform with integrated email and transactional data

Full tracking and reporting with better deliverability, and centralized business
ownersnip © 2011 IBM Corporation
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