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" Wor |l ddés Largest Pri

SAS is the market leader in Business Analytics
Founded in 1976; based in Cary, North Carolina
Profitable every year for the past 34 years

FY2009 revenue grew 2.2% to record of US$2.31B
Around 11,000 employees in more than 400 offices
worldwide

More than 45,000 sites in 113 countries

91 of the top 100 companies on the 2008 FORTUNE
Global 500® list are our customers

A Named no. 1 workplace in US in 2009

A 23% of revenue devoted to R&D

To o Do Do o

To o

R&D Spenders
entage of Total Revenue

FORTUNE | oy

. - 100 BEST _ [0
Yo % % e | COMPANIES S V) COMPANIES
NECSI - QECCrC A TOWORKFORS: | Mol | [ -t

SoftwareMag.com

GSas  Em.


http://money.cnn.com/magazines/fortune/bestcompanies/2008/full_list/index.html
http://www.kmworld.com/

I Local Presencé@SAS Philippines
Connecting with Customers

A Fully-owned subsidiary of SAS
Institute (USA)

A Continued revenue growth year on
year

>\

19 years in the Philippines

>\

Over 100 employees and growingg .
where 70%+ from consulting &
support

A Local installed sites across
Industries with hundreds of local
users across various departments
of the organization

A Appointed SAS Center of
Excellence (COE) in Asia Pacific

A Designated as the Regional Hub
for the Pacific Region
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SAS® for Banking

Risk Customers

Finance Operations




‘cﬂ, .

-y .

“
&

Precision Marketing ‘
throughCustomer Intelligence n









" The World Has Changed

A Limited consumer tolerance for marketing
A Increased demand for marketing accountability

A Technologically and socially empowered
consumers




. Consumers are overwhelmed

“Indicate how much you agree or disagree with following statements regarding
advertisements overall””

Strongly agree [5] [4] 731 B[21 [ Strongly disagree [1] N=
There is too much
advertising today 6% 2% _ 495
| receive too much 200, 24% 4.562
direct mail ’
| receive too many 4504 21% 4,433
marketing emails
| receive too many 51% 17% 4,531
telemarketing calls !

Base: US adults
(percentages may not total 100 because of rounding)

Source: North American Technographics® Media, Marketing, Consumer Technology, Healthcare, And Automotive
Benchmark Survey, Q3 2008

_July 2009 “Marketers: Stop The Abuse! Adopt Preference Management” w
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"l Consumers view marketing as irrelevant

“Indicate how much you agree or disagree with following statements regarding
advertisements overall”

Strongly agree [5] [41 31 B[2]1 M Strongly disagree [1] N=
The ads | see are

relevant to my
personal wants
and needs

5% 9% 4,545

The direct mail | receive

is relevant to my wants 39, 7%

4,609
and needs

The marketing emails |
receive are relevant to 29 5

4,506
my wants and needs

Base: US adults
(percentages may not total 100 because of rounding)

Source: North American Technographics® Media, Marketing, Consumer Technology, Healthcare, And Automotive
Benchmark Survey, Q3 2008

July 2009 “Marketers: Stop The Abuse! Adopt Preference Management”
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" Consumersdé buying dynami

Complex dynamics due to multiple channels and social media influences

Competitor Content
& Value Prop

User Experience

Social Mediav& Peer
Review

Recommendations
From Friends

GSas | B,



W Getting the R back into CRM

To seal the relationship with you and the customer

nWe see our
customers as invited
guests to a party, and

we are the hosts. It's

our job every day to
make every important
aspect of the

customer experience

a |1 ttle Dbit
Jeff Bezoz, Amazon

OSas K.



W Getting the R back into CRM

To seal the relationship with you, the customer

A Listening and
answering

A In a timely and
insightful way

A With a clear and
cohesive message
across channel

OSas K.



- Managing the Customer Lifecycle

Event (Behavior) Predictive Analytics Optimization Real Time Analytics
Triggered Insights

Analytics

—» Cross Sell / Up Sell

Target/
acquire S
prospect Service Prioritization Attrition Prevention
Pro-acti vity based i
events: !
- Lifetime !
Welcome - Usage/purchase !
Program - Behaviour v
Cancellation




Precision Marketing Framework
Supporting a common customer experience

Prioritized Offers
Consistent treatment

across channels —

‘Conversational Data
Cust omer 0s
‘existing relationships

OzZzCOoOw=z~—

ATM Call Center Direct Mall

OZ2COoOw-HCO

Event (Behavior) Predictive Analytics Optimization Real Time Analytics
Triggered Insights

B11INg



B PrecisionMarketing via Analytics:
Awidespread strategy

P rn .
CI tl ba n k Use of Predictive Analytics to Target Right

Ebank Event-based Marketing and the
|6 Closed-Loop Customer Experience Management

Five Star Service Guaranteed

- : L .
5 scﬂtlﬂhunk Marketing Optimization to maximize customer

value while saving marketing spend

* BARCLAYS Real Time Analytics for dynamic pricing during

inbound interaction

THE
POWER
TO KNOW.

Osas
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PrecisiorMarketing via Analytics:
Awidespread strategy

@bank Event-based Marketing and the

Fire Sar Seevice Guacamteed () Closed-Loop Customer Experience Management
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[(Bbank

Five Star Service Guaranteed @

$223b (assets) 6" largest US
14 million customers

16 million transactions-daily
20,000 bankers

193,000 banker leads/month

v v Dy > D

Gol d Medal

> I

Awar d:
Multi-Channel Sales Optimization

@bank

Personal

Learn About Qur

Five Star Service Guarantee
Wihy Not?

Dream Big on your
next home project!

“ 9

Limited Time Offer

550 Gift Gard!

Small Business

Other Banks Promise Great Service, U.S. Bank Guarantees [t.

Commercial & Government | en espaiiol

Select a Product or Service

Online Account Access
Internet Banking

Internet Bill Pay

Internet Banking Demo
Online Investing

Credit Cards & Prepaid
Cards

Credit Cards

vour Credit Card Account
Onling

Visa Gift Cards

Wisa Bus

Loans & Credit Lines
Home Equity

Student Loans

Auta Loans

Personal Loans & Lines of
Credit

Checking & Savings
Checking Accounts
Savings Accounts & CDs
Check Cards With Rewards
Orer Checks

Mortgage

Mortgage Programs
Pre-Qualify for a Martgage
First Time Homehuyer
Find & Loan Officer

Financial Management
Personal Trust & Private
Banking

Investing & Retirement
Planning

Find a Financial Consultant
Insurance

\ ‘
Login to Your Accounts &

Internet Banking

Personal
ID Forgot ID?

e

Es part of new security
enhancements for
Internet Banking, you wil
first enter your Personal
ID and then enter your
Password on a second
screen

When do | enter mw

act

AWARDS
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(Chbhank

Five Star Service Guaranteed (3.2)

"A change in behavior can be like a
customer ralsing her h
have a new needoée That
really need to hear from a banker."

Richard Martino
Senior Vice President, Market Information and Research, US Bank




Event

Based

Mar keti ng re

Interpreting significant life or behavior changes.

Traditional Marketing

A have an offer é O

— é?ipf@fwm |

et me find a group of
people to tell about it.0

Event Based Marketing

Al h persen wath a
change in behaviour that
suggests a needeé 0

fLet me find the best offer
to fit this person® need.o




- lllustration of using Customer Behavi&nsnts

Record ticket size spend

Sudden spend on a single item that
exceeds all previous average transaction

amount. ACTION:

merchant category

balances within the Bank

Behavior

Increasing use of On-line channels

Double transactions in e-channels compared to
previous months.

Aoffers discounts in complementing ~—~—" ACTION

AEncourage bills payment using

~ Aoffers flexible installments to keep A _online facility
AShift to e-channels

High SA decreasing balance

Regular high SA account balance sudden
50% decrease (consecutive withdrawals).

el AACTION: Timed service call
<&

ansxJs:InuUua:aaua}dan‘uSnma‘l

v

Time

21



Customer

> Single View of
the Customer

a A
y 3

7 i
BankIer
\ 4
Performance _ _Analytics & _
Improvement ) Customer Decisions )

ASales force mgt.
AClosed-loop feedback

BUDGET POSITION CAMPAIGNS BY STATUS

ASegmentation and Analytics
ABehavioral Event Triggers
ACampaign Management
AOptimization

S QaS | B


http://images.google.com/imgres?imgurl=irm.state.nc.us/techarch/chaps/chap8-1.gif&imgrefurl=http://irm.state.nc.us/techarch/chaps/chap8.htm&h=303&w=368&prev=/images?q=data+warehouse&svnum=10&hl=en&lr=&ie=UTF-8&oe=UTF-8&sa=G
http://images.google.com/imgres?imgurl=www.virtualsoftware.com/dakotafit/protrack/graphs.jpg&imgrefurl=http://www.virtualsoftware.com/ProdPage.cfm?ProdID=2069&h=344&w=464&prev=/images?q=graphs&start=20&svnum=10&hl=en&lr=&ie=UTF-8&

B | | L | | ‘ \ u S | I - [
e Event: 50% Increase in
% Deposit Balance
K=
[
[+1] ‘/*’
1 BLA - e s
File  Navigate Help
My Leads Time
| am working from location [2304 - West Maslon  |v | @)
Fanker Laate A, s S Toon | L AlETES ©) Total Aerts: 5
mbank Pk
:LASI £ view Customer *; Assign to Me
. “Customer Name T Type of Al Start Da Expros Assigned 1o -
O My Leads = O Bus Q ant Dep ones, Rooe
View All Lead Lists
My Work Locations JOHN G. CARPENTER  Consumer  Significanl Withdrawal 12/23/2005 1/3/2005 Hanson, Wilma
Customer Search MARGARET DALY Consumer  |ncreasing Balance 12/23/2005 1/3/2005
MARY L. EMERSON Consumer Dacreasing Balance 12/23/2005 1/3/2005 Johnson, Michas| v
Reminders |Today lv] @ Total Remirders: 2
£ ViewCustomer X Delete 2 Print All
Crstomer Name. Cust Type | Phone Number Due Date 7 Reminder Raason -
= U - 0 3 0 = P
TOM FAXTON Consumer 314-822-1111 12/23/2005 Follow up on new cheding
-
My Lead Lists @ Total Lead Lists: 4
»/ Viewleads | Vi Get More Lears 9 More About this List
List Name Call Type List Type Catecory U -~
2 L) O O 0 e .
Ho ; i an & .. Cross-Sell Consumer Homa Equity

Hiah Propensity To Buy Money Market Cross-Sell Consumer Money Markat
Retention  Consumer Moneay Markst

Retain Money Market
-




M Results (Ebhank

Five Star Service Guaranteed @

Event Triggered-Leads Average Customer Value
Drive %2 of Revenue Gains Up 144%*

Sources of Revenue by Contact Strategy Incremental Revenue Forecast

Reactive
Marketing
18% 2
o
Event - 3
Based =
Marketing g
Traditional 53% o
Marketing ' ' ' ' '
29% 2004 2005 2006 2007 2008 2009 2010

GSas  Em.



B PrecisionMarketing via Analytics:
Awidespread strategy

g S:ntlﬂhunk Marketing Optimization to maximize customer

value while saving marketing spend


D:/cda/index/0,,LIDen,00.html
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=
& Scotiabank

Marketing Challenges

A Multiple marketing channels with lots of products to choose
from

A Limited channel capacity

A Need to improve ROI by leveraging the cost differential of all
channels

A Need to enhance customer experience across touch points

GSas  Em.
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2 Marketing Challenges

Limitations

1 Million Customers e VARERLTEME Prioritization of campaign based on
_ — objectives (e.g. Retention over Xsell)

—
o= T AT [o[SIME Number of contacts allowed by the
— budget and channel capcity

Key indicators that needs to be reached
(e.g. contact rate of 10%, response rate of 20%)

Time Duration of the campaign

Contact Rules Minimum or maximum frequency of
contact with customers

Target KPIs

N R O O R

> 10 Campaigns 7

THE
POWER
TO KNOW.

Osas




2 Marketing Challenges

o ?
Limitations
1 Million Customers Activity Planning
— Customer | Camp. A |Camp. B
e : 1 100
= Capacity Budget 5 50
3 60
] 4 55
|1
Target KPIs 5 75
6 75
§; Time 7 80
8 / W
—o\® | Contact Rules E\W/
2 |t 6
. OS
> 10 Campaigns 29 _
Complicated!

GSas  Em.



2 MarketingDptimization

Constraints Optimized Contact

1 Million Customers Activity Planning Customer | Camp A | CampB Camp C
//’ — 1 100
— ] /?/ Capacity Budget 2 i
| apacity Budge
aaaaaaaaaaaaaaaaaaaaa g pacity Budg 3 =
4 55
= =
= ] Value Creation
L+ ) 5 75
7 Potential
— — W |6 75
// T . (
T Consistency 7 80
= 8 65
1 //63\5 Contact Rules 9 80
...... - /G“a“ . I
% Maximize Expected Revenue!

' 7
> 10 Campaigns Get the most out of your

Marketing Spend!

29

GSas  Em.
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& Scotiabank

By using SAS, weodr

Results/Benefits in excess of 100 percent i a
: significant return for the cost of the
A Increased campaigns from 5-6 per year to 30-60 solution. The way
A Generate about 6 million leads per year integrate the software within our
overall campaign and customer
A Improved annual growth and retention contact strategy is giving us a

A More than a 100% ROI significant edge over our
competitors. o

Vic Moschitto, Director and Head of

Decision Support and Management

for Canadian Banking

GSas  Em.
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B PrecisionMarketing via Analytics:
Awidespread strategy

* BARC]_AYS Real Time Analytics for dynamic pricing during

inbound interaction
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| Case: Barclays

The Bankds Business Challeng

Barclays was challenged by the legacy manual mortgage
application evaluation process which caused the following pains:

A No differentiation from the competition who had similar
processes

A Agonizing customer experience in filling many forms and
providing many documents

A High processing cost per application

A Lengthy approval cycles

THE
POWER
TO KNOW.

Osas




Bl Case: Barclays

The Bankos Sol ution
Barclays partnered with SAS to develop anon-l i n e-ApprBvece
Mortgage Limit Framewor ko (PAML)

SAS

Barclays

‘ i t
Customer Data Mo G = 2 : Customer

Default Demo-
History graphics

0Sas K.



Internet Banking Scenario
-ILLUSTRATION PURPOSES ONLY

File Edit Wiew Favorites Tools  Help

o | ' search ' Favorites ¥ Media £

Address |@;L| http:fflocalhost: 2080/ UberDemofapply . jsp?S1=17080972338R TC=157200010401

=l So | Link

Loan Application

v

Thank you for your interest in our loan. ‘“Whether you're buying a car, fixing up your home, paying
for a drear vacation or simplifying your finances, we have a loan tailored just for you, Our loans offer
low interest rates and generous credit limits, and do not require collateral.

Loan Information | Personal Information || Employment Information |

Loan Amount Requested: IlDDDD

Term of Loan:

Contact Information |

[ 26 months
Loan Type:

=i
=i

|Personal

Read Disclaimer

| Submit Application




Internet Banking Scenario
-ILLUSTRATION PURPOSES ONLY

emote Desktop
rosoft Internet Explorer

File Edit Wiew Favorites Tools  Help

=

I Back ~ £ - ¢ 2] | o0 search U Favorices o8 Media £ | e =

Address |ﬂ§] http:,l’,l’localhost:QDSD,I’UberDemo,fthankyou.jsp?scenario:l&campaign_code:UL_l&communication_code=nu||&response_tracking_code:null&customer_id:1?1?641SDS&DFFer_code=null&amount=1DDDD&term=36&type=PerscL] 50

Thank You

v

Thank you for your loan application.

“our loan has been conditionally approved with a
application, and a member of our team will contact
information will remain confidential.

Ve are now processing your
lease be assured that your personal

A5 a token of appreciation for your business, we will be sending
this free MP2 player upon your loan approval.




- 4
£
% 4 -
‘ e
o .

-

i
oo

. . \ : /
;_'[he Latest Buzz in Analytics “ b

i = .



S

" Wh a't




" Expanding your vision about your customers

Customer-level analysis Customer Link analysis

A Focus on how customers interact
with your organisation

Telco

&— § @8

VA

A Focus on how customers interact
with each other

/
L
g\

a
@

~
— @




