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Key Areas of Benefit from inbound customer marketing, by Channel There is increased focus oh branch
ot marketing...
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2 o B Cross-Sell/Up-Sell More that 40% of LIS companies are
® 3 Retention i
S o B Both - Roughly Equal using brar'!ches for cross-sellf up-sell
S 30% and retention programs
E 0% ...because direct marketing channel
5 A has over time become less effective...
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effective over time, e.q., share of
: ; direct mail channel for Chase has
Increased focus on non-direct mail channels JPMorganChase D e
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% 16,000 - 5 ; Inbound channels like branch
= L 2 [[4nlind marketing can deliver up to 30 times
%12,000 1 Retail Branches the sales conwversion rate of outbound
= 55%" I Frivate Lahel? direct mail
= 8,000 A8%%
E ‘”%{_ [re— Other® ...ahd there is huge potential of
2 4000 interacting with customers at
= Direct Mail branches
0 - - - 86 percent of U.S. consumers visit
i 2 U g ; branch at least once a month
Source: Chase Presentation

1 BEvcludes acquisitions = Includes Sears Canada, Kohl's and Circuit City 3 Includes telemarketing, take-ones, everts and media

Branch Marketing

Who to target? What product to offer? || Which Sefler?
= Customers who walk in = Offer products that the = Route the customer to the
branches for reasons customer needs or is most most effective
I other than grievances and likely to buy Teller’Relationship
disputes hWanageripraduct
specialist
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Platforms - Business Data and Systems
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Platform Activities
Data - = Consolidate data from disparate
Consolidated Customer data systems to create a full customer
wlew
Activities Activities
* Data matching CDI Engine | * Predicting missing = lse fuzzy logic to match
= Data normalization, Real tme data information using
standardization and Historica! date proven statistical customer records automatically
deduping technigues :
= Create best possible customer
Multiple prod Multiple cf 15 |[Multiple + ey
® .0 %00 0 ’
: ° : 0g g0 © = Synchronize newfupdated
L/ d 0 o p® customer data across all systems
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.\_‘_’ Customer data from 4_/‘
disparate sources
Technoiogy = Deploy a flexible, affordable and resilient infrastructure to support customer information integration

initiatives
= Reduction the number of applications

= Continue to use existing systems and systems interfaces while introducing standard systems
= Centralize IT systems

Branch design and
fayout

= Segment branches to cater to particular customer groups, e.g., small business, region, customer
profitability, local demographics, etc

= Digital technology to engage customers waiting in teller lines and facilitate drive-through
experience and also function like bilboards
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