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vdzi O] CI Oda XX Locations
oPrivately held by current management since 1988 A Baltimore, MD (headquarters) A New Jersey
oL,000+ Employees _ A Boston, MA A New York, NY
w150+ World Class Clients _ _ _
oManage over 75 marketing databases A Chicago, IL A Philadelphia, PA
o130+ statisticians producing over 1,000 models/year A Denver, CO A Seattle, WA
uManage several billion direct mail pieces annually A Little Rock, AR A Shanghai, China
wSend over 1 billion, permissidrased emails annually A Minneapolis, MN
winform over $5 billion marketing decisions annually
Sustained 25% growth since 1989 wSOZ23adyAuAZ2y XX
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w How do we maximize new product adoption? o
w How should we route calls and handle an individual @ Can we institute a customer loyalty

prospect contact? program to reduce churn?

o How do we better deploy Network @ How do we respond to a competitor price change? ‘*’_HOthO Wﬁ handle ’I)ncreasmg volumes

capital to improve service and Into the call centers®

loyalty? w What is the likely reason that customer
w What geographic areas should be ‘ is calling and how can we best serve

i ?

our priority in rolling out? \ Sales profitably?
w Where can we invest to turn

around profitability issues? | Network CUStO_mer

Service

w How do we prioritize IT
infrastructure development

Information .  to optimize customer
- experience and our bottom

w How do we determine
inventory and store shelf Supply
to best meet the needs of \

profitable customers? Chain Technology line by segment?
. Product Dev. | . Alliances w2 KAOK LRGSYGAFE FffA
support our customer strategy?
w Which alliances are most likely to
& Which new products are most likely to have fastest, FGOaNF OO0 FyR NBUFAY U
profitable uptake and by which customers? On what terms?

w Which new products will attract new customers who have the
potential to be profitable?
MERKLE
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Inter-dependent Corporate
Organizations Direction

(i Finance ﬁ @ (i Customers
0 Customer Service U Competitors
U Operations U Company

Sales
IT
Others

c oo accoc

| Marketing
Transformation
' ~ Drivers ‘
Prove ROI Innovate
U Sustain revenue U New Revenue
U Decrease expenditure U Lower expenditure
U Limited investment U Differentiate

Towards the exciting, unknown future
MERKLE

Towards the ristaverse, unknown conventio
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Shifts in customer expectations, technology, and competition change the playing field
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categories

Permission
SERED Event based
Concentric marketing marketing
marketing focused on
customers

effectiveness : Pexsonaliz
of traditional
media

Declining JT

arketin

Narrowcasting

sting in fhe Right
ividualizeéd InteracNons
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Web 2.0 and
New media
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