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Campaign Insight & Optimization

 Enhance your existing customer relationships via cross selling
and targeting the right customers and prospects with both
the right products and services.

— Increase lead generation

— Enhance revenue
— Reduce campaign costs
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THE WAY |

Before predictive
Q analytics:
“Offer of the month”
sent to all customers

Customer Contacts
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9 LEAD 5
THEWAY .

Step 1
How to change Customer
Contacts to Customer
Information

-

Customer Contacts

Customer Info

- Demographics

- Account Activity
- Product Holdings
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Y LEAD

THE WAY

CRM Data Warehouse 3d Party Source eBusiness Application

John Jones John Jones J. Jones
112 Main Street 112 Main Street 1500 Industrial
Customer Value — High Customer Value — High Customer Value = Low
Risk Score — Low Risk Score — Low Risk Score — High
Solicit — Do Not Call Solicit — Do Not Call Solicit — No data

J.J. Jones
jjones@abcCo.com

John Jones
Customer Valiue High
Risk Score Low
Do Not Call
jjones@abcCo.com
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9 LEAD 5

THEWAY P

@ 9 s

Location Account Product

@ 9 s

Location Account Customer

Single view of Single view of

Functions

Unified
Platform,
Processes &
Tools

Location Customer Product ustomer Account Product
Master Single view of

ACCOUNT LOCATION

record
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Step 2 Step 3
Optimize offer of the month Establish feedback loop to
by not contacting customers measure the effect of

using simple query subsequent improvements

Key Performance
Predictors and
Campaign Results

O q—

Customer Contacts

Customer Info

- Demographics

- Account Activity
- Product Holdings
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Simple

one product,

one architecture
IDashboardi

Complete

all capabilities, lRewts Analysis.

all users, all data - e

Proven ’R == m W
proven technology from ent Mant N
the leader in Bl [ﬁ’ =I
* Ecorecardsl W
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Ele Edit View Favorites Tools Help

Address |@ http:jﬁbmsimon.ibmcognos.corn,.fcognosafcgi-bu'ljcognos.cgi?b_acﬁon:dashboard&paﬂ'linfo=fq11&frag+1eader=t'ue5q:laﬂ1=storeID{%22iSBSEECAD64BC493GQDZ2EABCC?9FEFEC%22}%adeRL=%2fcognosB%chgi-lil Go

i Links

Cognos Viewer - Credit Card Marketing Dashboard .

admin Log OFf | &% ~ * Launch ~

| Mo fitter |1I| Mo grouping |1I [Metrics: 1-4]
Mg [ Hame Actual Target Variance Variance % Time Period
... Acguire Customers - Grozss e
& v Hieshorse HAt [] 48.15%: 50.00% 1.85% 3.69%Dec 2008
W v |- [ntemet-Res 8,154 10,000 1,84 18%Dec 2006
Volume
Platinum - Met Response
® al- ;':Ee””m Tt Resplonise 50.26%50.00%  9.26% 18.51%Dec 2006
B ¥ - Platinum - Pending 5,868 5,000 868 17%:Dec 2006
Marketing

Loss Ratio Falls for Second Consecutive Manth
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Product Quary Response Details = 120000 .o
 Response Summary - Dashboard E * =
RESPONSE SUMMary - UTTer 1ype :
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File Edit View Settings Run
DEH@ KXo oq [ p-B- |7

Help

= Karly Millers
= James Ripley
= Paula Merkley
= Vern Ritchie
= George Harrows
= Melanie White
o Charles Laurel
= Vera Parry
= Alex Rodriguez
= Samantha Floyd
= Julie Olsen
= Julie Olsen
¥ More
[+ = Canada
[} = Mexico
[+ = Brazil
[+ Asia Padific
(¥ - Northern Europe
[+/- = Central Europe
[#- cm Southern Europe
5% Employee (by position-department)
=it Position-depar tment

EE)

=% Organization
=5t Sales order dimension
2, Order method dimension
. Fax
= Telephone

. Mail

0 ®e

= E-mail

= Web

o Sales visit

= Special
e Product
=t Product (by brand)
5t Mew product
== Retailer
&t Retailer site
<t Promotions
% Branch
#-CJInventory
#- [[JReturned items
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Nptions:

() W@l criteria must be met (AND)

OK

() Atleastone of the criteria must be met {OR)

Columns:
‘ aDrdermeﬁmd i
25,160 74,652 380,550 181,713
Rhonda Cummings ' 114,520 ' 497,473 ' 44,050 ' 36,434 ' 3,532 '
Audrey Lastman 23,932 ' 260,053 ' 514,702 ' 173,154 ' 454 5,408 '
. 228,017 . 556,113 . 2,157 . . 1,447 . 40,385
23,802 . 193,457 . 50,861 . . 14,088
Eri 59,009 . 37,990 . 544,000 . 113,822 . 34,806 .
Harold Germaine 39,511 . 28,304 . 205,895 . 34,713 . 2,271 . 11,752 .
Jarice Thomas ' 147,500 ' 530,274 ' 218,588 ' 100,735 ' '
Karly Millers 36,732 65,026 . 251,271 . 33,892 . 2,258 . 643 |
James Ripley 22,675 123,770 . 351,520 . 101, 560 . 12,131 . sa5 |
Pala Me 203,527 . 337,811 . 15,785 . 10,123 . .
Vern Ritchie 127,872 . 2,165 . . .
o 1 1
Employee by region(All) 1,480,014 7,252,844 . 68,458,305 . 6,813,412 . 953,055 . 3,642,659
Create a8 to fimit the number of items in a selected set. Combine filters to create custom conditions (AMD and OR). ComD f
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Campaign Insight & Optimization

 Enhance your existing customer relationships via cross selling
and targeting the right customers and prospects with both
the right products and services.

— Increase lead generation

— Enhance revenue

@ce campaign cos)
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Step 4 Step 5
Enrich your Customer Automate the Profiling
Information process on the customer

Key Performance

Predictors and
Campaign Results

Predictive Models
Likelihood to respond to
each of the current
marketing offers

O q—

Customer Contacts

Customer Info

- Demographics

- Account Activity
Product Holdings
Channel Activity
Information Requests
Complaints
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A Conversation...

Building intimacy & trust
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... With Millions of People
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? M1_CustomerSegmentation® - PASW!

File Edit Insert Wiew Tools SuperNode Window Help

DOHEH 2 %83 o nil % »r® nH A48
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Type K-heans
F2_PartfolioPurchase..

@,- —r —

k-Means Superiode Fhht-K-heans

»| streams | A\ Outputs | Maodels
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== CampaignManagement
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== Modeling :
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(= Deployment.
251 D1_Productéssociation
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Type Filter Graphboard
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‘Aute Data Prep | Select Sample Aggregate
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Table

[4]
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8 ] = ‘ ! Y aded
§ bl W" Caate M Profile-1 M Profils-2
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o “-.. -. 3 =~ ....‘ ‘. = S
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e T@ 7] ° =
N 3 i 9, % . "1 oo @ o0 1I'-.
R T B (s S |
..! —s * . 8 ac Gender
LA e | o
| s :.’ g‘" !..- "ol E er ' Female Male
o .‘bﬂ A ‘. p h. . . ® “
2 c - a ® o he G
s = E.E!j‘ a v | Hﬁ IncomeGroup @ .

Income Range 1 UUbDDU or 20000-29999 40000-49999 60000-69959 30000-89999  No income
MaritalStatus .
Married Single
LivingRegion . @
CT D Ga& MA NC M MY P& Rl SC VA
Vallg / Progordan % | Cout
Profle-1 501 ]
Profile-2 il i3
Prufle-} e 16
Pl ne
Piofle-3 1336 10
Profle-g 138 118
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Step 6
Optimize across multiple
offers

Key Performance
Predictors and
Campaign Results

Predictive Models
Likelihood to respond to
each of the current
marketing offers

O q—

Customer Contacts

Next Best Action
Best 3 offers recorded for
every customer individually

Customer Info

Customer ID 1 2 &

12435 A C F - Demographics
56437 B G D - Account Activity
59235 H C - d Idi
45276 . - Product Holdings

Channel Activity
Information Requests
Complaints
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Certificates Basic BT 5
o ] T =
File 1) Generate [ Preview Q @
Conventional Ealoon
RS smby‘{uﬂ I
Consequent Antecedent ‘ Support % Cunﬁdence%| Lift |
AUtD I_Uarl PortfolioSubType = 3.5% Interest LivingRegion = MY 1433 100 1856 i |
Gold LovaltyTyne
FartfolioSubType = 3.5% Interest LivingRegion = PA 1433 100 1856
AneGroup = 41-50 ||
PortfolioSubType = 3.5% Interest IncomeGroup = Mo income 5|
Agesroup = 21-30 1146 10.0° 1.856
MaritalStatis = Married
PorffolioSubType = 3 5% Interest ProductTypePreferencel = PDAs
AgeGroup = 31-40 1146 10.0 1.856
Interest Onlyo Gander= Famala
FartfolinSubType = Flex Revalving ProductTypePreferancet = Flat 1175 53415 1568
AgeGroup = 21-30 ) ’
PortfolioSubType = Locked Revoling  ProductTypePreference2 = MP3.. 4376 60417 1.581
AneGroup= 21-30
FartfolioSubType = Locked Revolving  ProductTypePreference = Mot 1175 58537 1513
AgeGroup = 21-30 ) ’
. PortfolinSubType = Flex Revalving LivingRegion =DC
iM-K-Means = Profile-2 T S e
AnrGriun= 21-30
MaxGuard Checking PorfolinSubType = Flex Revalving LivingRegion = DG
FKM-K-Means = Profile-2 1003 G0.0 1.484
AgeGroup=21-30
MaritalStatic — Mariad
PartfolinSubType = Flex Revabing LivingRegion = DG
FKM-K-Means = Profile-2 1003 G0.0 1.484
AgeGroup=21-30
fandar = Mala il
PorffolioSubType = Flex Revalving LivingRegion = DG =
e T Edit ¢ Generate
Custl:lrnerll::ll 1=t Interested Scheme‘i Confidence I_'h.-'.l Z2nd Interested Schemel Confidence L. | 3rd Interested Schemel Confidence Lw,
1 1354 Locked Revolvwing 0494 Flex Rewvalwing O0.46E 23 .52% Interest o119
= 13280 Locked Revolwing O.a628 Flex Rewvalwing 0449 5% Intere=st o194
3 12859 Locked Revolwing 0,496 Flex Revalwing 0. 494 2 5% Interest o146
= 12932 Flex Revalving 0522 Locked Revolwing 0.407 4.5%% Interest o125
= 1401 Locked Revolwing 0.552 Flex Revalwing 0. 426 4 .52 Interest o125
E 1402 Flex Revalving 0514 Locked Revolving 0458 4 .59 Interest o133
T 1404 Locked Revolving 0522 Flex Revalving 0476 2.5% Interest o140
= 1412 Flex Revalving 0500 Locked Revolvwing 0472 Frnull$E FriullE
(=} 1420 Locked Revolvwing 0524 Flex Revalving 0482 2.59% Interest o146
10 1429 | ocked Revalving 0.503 Flex Rewvalving 0500 FnullE EFrnullE
11 14593 Flex Revalving 0.521 Locked Revolving 0.490 52 Interest a.1os
12 1462 Flex Revalving 0.521 Locked Revolving 0522 4. 5% Interest o116
13 1495 Locked Revolwing 0.548 Flex Rewvolwing 0443 Hnulls HrullEs
14 1499 Flex Revalving 0542 Locked Revalwing 0.510 3% Intere=st o140
15 1518 Locked Revolwing 0500 Flex Rewvalwing 0.485 5% Intere=st o164
16 1522 Locked Revolwing 0.524 Flex Revalwing 0485 52 Intere=st o1 564
17 15465 Locked Revolving 0.548 Flex Revalving 0.5922 2. 582 Interest 0.1 54
15 15632 Flex Revalving 0477 Locked Revolwing 0462 FrullE FrullE
19 1569 Locked Revolwing 0554 Flex Rewoalving 0511 22 Intere=st o140
=20 1582 Locked Revolving 0524 Flex Revalving 0525 29 Intere=st o131




Step 7
Optimize ALL Campaign

Key Performance

Préckyt&sriorchance
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File  Edit Toolz Actionsz Help
O X B > - E)

¥ Manage e MNEXT

T & ®| Pame Category Priarity Deploy Date Statis

- build e (=] Category: Credit

EE E:V_EI'JTS Credit Card Programi1) Credi Marmal Oct 17, 2005 Inactive

E.!---Selectinns Credit Card Prograth 2 Crecit Marmal Mo 19, 2005 Inactive
: i Cir] 05 nacti

L1 Selection Groups
{3 Optional Exclusions

Overdr_aﬂ_ Plus Retertinn
Civerdraft Plus Rete

# Overdraft Plus Retention{2) - Event

¢ (3 selection Models (5] category: Debit :
Bladlocations Pension Plan Campd| | Prioritization | Planning
L3 Mlocation Models Penzion Plan Campd | General | Inclusions | Exclusions | Selectionhods! | Chanmels | Offers | Messages | Actions
Premium Conditions -
i Optimize Premium Conditions & Selection Mods
| Overdraft Plus Model -/ [ Edt J ‘ e J
# | Llsei Segment Taroet | Cover | pmbabilityl
General MDdEI . . =
1] E}"R._FM Score; Average Balance Feed Index Overdraft Plus 353 231
Hame ~-RFMW Score betwesn {86557, 10 2667 )
Crverdratt Plus Retertion( “efyerage Balance Feed Index between {159, 235}
o 1 = RFM Score, Average Balance Feed Index Owerdraft Plus 356 16 66
eI L-RFM Score betwesn {94723, 11,295} —
OFR_2 E—------.&\-'erage Balance Feed Index hetween {159, 345}
Description 2 I:—}---.&_\-'erage Ealance Feed Index, Mumber Of Transactions Owerdraft Plus 363 8.25
E-------.i\c-a'erasuge Balance Feed Index; == 295
pumber Of Transactions == 10
Selsttions 3 - Remainder 2453 477
Segments
.
Basic |:
High Potertials -
Lzt Moddel is evalusted &= List model.
Selection Groups
Ok ’ (i | ‘
Marital Status Single i _I —
Marital Status Lnknown =
Select the criteria to include or exclude customers in each campaign based on rules or predictive models. CLOSE x
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# October 2008 - optimized imum

General | Calendar | Events
=lE &2 &= | |t | Optimization Window ¥ |
440000 360000 Expected Profit
220000 150000 Cideal
1] o I_-_ Mcurrent
Totalz Credit Card Program(1) Pension Plan Campaign(1]
Tatals 1007 i : Iedeal Adjustment
o Ernadrt Card Programi1) : Eeqslaﬂkﬁampalgnﬁﬂ B event conversion
-an a0 —-__] Cevert size
- fon B otal Budget
F .
- | Ewvents | Initial Requested Current Idesl | ey
~ "Z Evert Size 5000 5000 5000 32025 10000 «
= 5 Owerdraft Plus Retention(1) |
- Eypected Proft Wildoard Marmal 9130 13392 Mormsl |
-~ Event Conversion 150 150 270 511 150
-2 Evert Size 4000 100000 3031 2315 100000
=-E Pension Plan Campaign(l)
- Eypected Profit Loww Mormal To418 83669 Marmal
- Eyvent Conversion 50 50 781 Mt =0
-~ Evert Size 2500 100000 5939 6559 100000
i=--E58 Premium Conditions Retention(1)
- B High Marmal 92552 101587 Marmel
- Event Conversion 100 100 3404 4370 100 e
-+ Bvert Size 5000 100000 22647 18299 100000
B Totals
-+l Event Constraints
B R Expected Profit 235020 439653
-5 Bvent Conversion 400 400 2482 10649 400
- BEvent Size 16500 305000 37ETT 59198 310000
=& Deploy Constraints
b Tolal Budget 100000 100000 BEE33 210283 100000] |
% i Ok I I Cancel ]

Automate allocations based powerful optimization algorthms.
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Campaign Insight & Optimization

 Enhance your existing customer relationships via cross selling
and targeting the right customers and prospects with both
the right products and services.

— Increase lead generation

— Enhance revenue
— Reduce campaign costs
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