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We provide direct brokerage and investments service s for pyys
1,000,000 private clients and over 1,000 intermedia ries

34 intermediaries
with 500,000 private

clients
~170 IFAs with
900 IFAs with 13,000 customers
100,000

private clients

~40,000 direct
brokerage clients

450,000 direct
brokerage clients

/ ﬂaril : are |-| Irllrh_
8,000

private clients
direktanlage.at

Die Bank fiir Wertpapieranleger.

Thomas Hamele, Head of CRM & Analytics, DAB bank AG
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DAB — Operating in highly attractive markets
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Key performance indicators at a glance DAB CRM
Securities accounts [mn] Assets under custody [€ bn] Transactions [mn]
CAGR CAGR CAGR
8.8% 21.9% 14.8%
1.106 32.82 11.507
1.019 29.63 10.890
0.858 0.956 24.98 9.495
7.611
18.13
2004 2005 2006 2007 2004 2005 2006 2007 2004 2005 2006 2007

All key performance indicators have grown steadily from ye

ar to year.

Die Direkt Anlage Bank




Contents DAB CRM

DAB bank group at a glance

CRM at DAB bank AG

CRM turning into CMR
CMR at DAB bank AG

Summary

Die Direkt Anlage Bank




Definition of CRM

* For the past 10 years almost all enterprises follow the CRM philosophy that says:

“If all we do is born out of a desire to identify, ac quire and retain The Most
Profitable Customer in the most profitable ways, we wi Il be a successful
company’.

 The process of turning a CRM strategy into business results includes initiatives as:
Aligning your business processes and functions around customer needs
Recruiting people that are customer friendly
Training staff how to deal with your customer

Listening to your customer 's likes and dislikes and changing your business
practices and product mix accordingly

Using CRM software to organize and present important customer information
to sales and services employees

Thomas Hamele, Head of CRM & Analytics, DAB bank AG

:
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Importance of CRM for DAB bank AG

« Aligning business processes based on a defined CRM strategy is essential for all
financial institutions

e DAB bank as direct bank needs to focus even more on indications, which can be
drawn out of CRM

 The challenge of not having a dedicated advisor for customers asks for innovative
CRM approaches, especially for advanced methods within multichannel
management

« Customer contacts in direct banking need to be as optimized and individualized as
possible in order to serve customer in the best way possible

« Sales and service employees need reliable information and support generated by
a CRM system

Thomas Hamele, Head of CRM & Analytics, DAB bank AG c
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CRM closed loop DAB

(Analysis of customer data, sales controlling,
Optimization through learning cycles)

Closed Loop

(Interaction (Campaign-Management,
between bank and Sales Support)
cust

Thomas Hamele, Head of CRM & Analytics, DAB bank AG
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CRM at DAB bank AG

DAB bank AG

B2C

B2B

FSB

Scope of CRM Services — for all 1,1 Mio. Customers

Analytical CRM

Operational CRM

Collaborative CRM

Market Research

Business Intelligence
Data Mining
Customer Segmentation
Churn-Analysis
Scoring

CRM-Controlling

Capture new Leads
Customer Mgmt.
Campaign Mgmt.
Request Mgmt.
Impulse Mgmt.

Real Time Decisioning

Sales Channel Mgmt.
Channel Integration
Conversational CRM
Social CRM

Customer Sat. Studies
Redemption Survey
Direct Banking Study
Online-Monitoring
Usability-Tests

Central Services

to all business line

DAB CRM

BJ:\Y=] bank
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CRM retroperspective

« CRM process in the past (simplified): We initiate contact and choose/address our
customers

Campaigns

BJiY2] bank

Die Direkt Anlage Bank

1. Action >
<2. Reaction

Thomas Hamele, Head of CRM & Analytics, DAB bank AG
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Todays challenges DAB CRM

e Our competitors are close to perfect in doing CRM as well

* Financial markets and customers change

 Markets are getting more and more transparent

 Customers are well informed and do cherry picking

« Customer trust in banks* advice is decreasing as they rate them low with respect
to service quality

» Loyalty and customer retention decrease significantly

CRM is turning into CMR (customer managed relationship S)

« Consequences for customers:
Increased complexity to manage their financials
overload in handling various relations to banks

Thomas Hamele, Head of CRM & Analytics, DAB bank AG c
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CRM turning into CMR

« The CMR philosophy says:

It IS not the strongest that survives, nor the most | ntelligent, but the one
most responsive to change.”

» The ideas of conventional CRM need to be combinedw  ith new CMR
approaches:

We need to learn to simplify our customers’ lifes (reduce complexity)

Enrich interactions between customers and us with pleasant service
experiences

We need to differentiate ourselves from competitors (e.g.: emotionalising link
between customer needs and our products and services)

How do we turn ,one product” customers into loyal consumers
Learn to listen to open and hidden impulses sent by the customers

Thomas Hamele, Head of CRM & Analytics, DAB bank AG

14 BJ\Y=3 bank

Die Direkt Anlage Bank




Customer starts interaction DAB CRM

Customer needs Preferred Transparency about
| Contact & Sales Channels || Products and Services
“Transformation interface”
> R " Sales channel as emotionalising link between
- Reacton customer needs and bank products

R Invest Money S
1. Action Buy Stocks P
.| Finance House

(Mortgage) Portal 8J.\\=] bank

.| Retirement Advisory Die DirektAnlage Bank
Arrangement Service
.| Save Money to :
"| " Grandchild eMall
»| Buyfancy Letter
sports car
Customer

Our customers — the new sales
channel

Thomas Hamele, Head of CRM & Analytics, DAB bank AG c
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Rethinking

Thomas Hamele, Head of CRM & Analytics, DAB bank AG
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CMR at DAB bank

Wow - Effect

Adaptability to Change

Learning Curves

Thomas Hamele, Head of CRM & Analytics, DAB bank AG
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Solution: Advanced CRM (combined with CMR elements)

Customer / IFAs
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Theories behind Social CRM

The Wisdom Of Crowds
(James Surowiecki, 2004)

Social CRM at DAB bank

All Employees with customer contact
know the customer better than every
single one of them

Usage of all relevant information

Thomas Hamele, Head of CRM & Analytics, DAB bank AG
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Benefit from Real-time interaction

DAB bank AG

Campaign
Initiated by Marketing

Event driven
Initiated by Customer

Real time usage of inbound
contacts

P

Initiated by Customer,

based on identified impulses in
real time

“Advanced real-time predictive analytics allow each interaction at any time
and any channel to be tailored for each customer”

Source: Gareth Herschel, Gartner, ‘03

Thomas Hamele, Head of CRM & Analytics, DAB bank AG



Solutions for CMR challenges

 Advanced Channel Management
Discovery of customers as new sales channel (conversational CRM)
Usage of internal and external networks (social CRM)
The strength of weak ties (Sociological Theory, Mark Granovetter, 1980)

 Advanced operational CRM
Real Time Decisioning

Usage of web tracking results and customer profiles to offer most suitable
products

Impulse generated campaigns (clustering of homogenous impulses)
Individualized real time marketing (Portal)
Next Best Offer

 Advanced analytical CRM
Churn analysis
Web tracking reports

Thomas Hamele, Head of CRM & Analytics, DAB bank AG
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Importance of learning cycles

Fast adaption of planned campaigns
according to customer impulses lead to
very profitable interaction with customers!

Analytical and strategic CRM

CRM
closed loop

Collaborative CRM Operational CRM

Thomas Hamele, Head of CRM & Analytics, DAB bank AG
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Future is based on learning cycles

Future Challenge:

Standardized campaigns (action initiated by bank) need to be combined with impulse
generated campaigns (action initiated by customer)

Self learning combined with rule based CRM modules, which identify and react to customers'
needs and preferences

Real time provision of identified solutions to customer needs based on implicit or explicit
impulses

Importance of learning cycles:

We need to learn about the needs of our (potential) customers

We need to learn how to optimize impulse generated campaigns by interpreting the meaning
of customer impulses

We need to learn how to cluster customer impulses into cost efficient homogenous impulse
generated campaigns

We need to learn how to draw conclusions based on individual impulses in order to identifiy
profitable homogenous subsegments

We need to learn how to use our customers and social networks as new sales channels

Thomas Hamele, Head of CRM & Analytics, DAB bank AG
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Conclusion

CRM combined with CMR (closed loop) is essential for all banks — especially for
Institutions based on online business

Advanced operational and analytical CRM methods are innovative approaches to
identify hidden and open impulses

Changes in customers behaviour and needs can promptly be diagnosed using CRM
methods

Conclusions on comparable homogenous customer segments can be drawn in order
to initiate adapted/modified marketing campaigns

Individual impulse generated interactions with customers as well as marketing
campaigns based on identified impulses are highly revenue generating

Combining CRM with CMR is a successful model for DAB bank AG

Thomas Hamele, Head of CRM & Analytics, DAB bank AG
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Conclusion

“Wer die Herzen gewinnt, hat mit den Kopfen leichtes Spiel!”

(Zitat: Anne Schiiller)

Thomas Hamele, Head of CRM & Analytics, DAB bank AG
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Many thanks for your attention!

We appreciate your questions!

Thomas Hamele, Head of CRM & Analytics, DAB bank AG
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