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INTRODUCTION
This Implementation Guide demonstrates a Web-based planning and reporting process for Corporate

Banking, Customer Segment performance using Cognos 8 Planning and Cognos 8 Business Intelligence.

Ask most financial services executives about their key strategies for growth and the same answers tend to
pop up: increase wallet share, improve customer satisfaction and loyalty, the ability to serve small and
medium enterprises more cost-effectively, and knowing the customer’s needs so that the institution can offer
the right product at the right time. All of these answers are predicated upon having customer segment or indi-
vidual customer data available, using the data to understand the behaviors and profitability of customers or

groups of customers, and then to create strategies and plans that maximize the institution’s success.

The tools to perform these tasks have existed for years, but in most cases, data resides in disparate systems,
customer profitability solutions exist in relative isolation from the financial planning process, customer rela-
tionship management (CRM) solutions have been cost-prohibitive and rarely lived up to their promise, and
initiative planning and tracking has been an afterthought. Consequently, many institutions have failed to

meet their growth and profitability targets.

Despite the inefficient processes found at many banks, a coordinated, efficient approach to driving customer
profitability can be a reality. The first step is to consolidate customer data, storing all relevant transactional,
product, demographic, goal and profile information in an accessible place. Next is applying appropriate
reporting and analysis tools to the task of understanding as much as possible about customer segments and
individual customers. Once those segments and customers are understood more completely, the bank can use
technology integrated with analysis and reporting capabilities to plan initiatives and set very specific targets
that improve segment profitability. Finally, the bank can monitor the success of its plans and initiatives and
feed information gained back into the process, creating a closed-loop cycle for continual performance

improvement.




The Cognos Corporate Banking Customer Segment Performance Blueprint enables commercial, corporate,
and investment banks to create profit-and-loss statements at the customer segment level or—for large corpo-
rate clients—at the customer level. The solution allows segment- or customer managers to report on and
analyze profitability down to the customer level, to create regional and product P&Ls within a segment or
customer, and to plan sales and marketing initiatives to improve segment or customer results. Integration
with Acorn Systems’ activity-based management software ensures granular, accurate profitability measure-

ment and planning.

The Corporate Banking Customer Performance Blueprint comprises three primary components:
e Reporting, analysis, dashboards, and scorecards using Cognos 8 Business Intelligence.
e Planning and forecasting, using Cognos 8 Planning.
o Activity-based costing and management (pre-integrated with Acorn Systems’ Profit Analyzer CI, but

can be used with any ABC or other costing system or methodology).

Using these components, the Blueprint enables customer segment managers (and large corporate account
managers), marketing personnel, and other customer-facing bank employees to receive customer segment
information, analyze information to determine targets, plan initiatives to drive increased profits in the chosen
segment, and manage and update a customer-segment P&L. The descriptions below follow that basic work-
flow: report and analyze customers and customer segments, plan initiatives, and manage the customer

segment P&L.

The components of profitability are interrelated and act as drivers. For example, an increase in the number
of loan accounts will create more revenue and also drive an increase in the transaction volumes and activi-
ties associated with loan accounts thereby generating an increase in the associated expenses. The Blueprint
and processes described in this Implementation Guide are generic for any commercial/corporate bank, yet

can be configured to support the complex and diverse requirements of any financial institution.



CUSTOMER SEGMENT REPORTING, ANALYSIS, DASHBOARDS, AND SCORECARDS

The Corporate Banking Customer Performance Blueprint provides a hierarchy of dashboards and reporting

designed to guide the user through deeper and deeper levels of customer- and customer segment detail.

The first level provides a view of all customer segments (Cross-segment Report), which allows the user to
understand at a glance how segments are performing across measures such as revenue, contribution margin,

and accounts per customer. In addition, it highlights initiatives proving most successful at driving higher prof-
itability.

Cross-segment Report
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The next level in the reporting hierarchy is the Customer Segment Report. This dashboard-style report allows
the user to look within a segment to understand differences across regions and products—both comparatively
and in absolute financial terms. It also incorporates an initiative summary, which reflects initiatives success

within this particular segment.
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The lowest level of reporting is the Customer Report, which displays both key financial information for the
customer and profitability measures, such as customer profitability score, customer lifetime value, risk grade,
and products most likely to be purchased next (these measures can be either supplied by an existing bank
profitability system or created independently). There is also a link to the Customer Transactions and

Inquiries Report, which provides detailed information about recent transactions and inquiries.
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INITIATIVE REPORTING, ANALYSIS, DASHBOARDS, AND SCORECARDS

From the customer analysis just performed—whether at cross-segment, segment, or customer level—the bank
user is able to identify exactly which customer segment to target for product or service initiatives. To launch
a new initiative, the user may look at how initiatives have performed historically in order to determine what

initiative to proceed with for the chosen target.

Similar to customer segment reporting, there is an initiative reporting hierarchy. The highest level is a cross-

initiative report, showing key information regarding all initiatives across segments, regions, and products.

Cross-Initiative Summary Report

HABE= B
Cross- tive Ranking
Initiative | Segment || Region | Mew Accounts | Revenue ($) | Initiative Cost{$) | # Touches || Conversion Rate (%) || RoI{(%)} |

Giveaway (i or 5 blender or a coffee mu, etc) | Aerospace Hew York 262 220,080 1,037,520 93 2 79
Increase interest rate on deposit product Aerospace Atlenta 208 224,690 273,440 8,025 3 El b
Reduce interest rate on lending croduct Rerospacs Atent o7 412,380 381,060 9,749 1 8
Reduce interest rate on lending product Aerospace Hew York 233 a24,820 292,580 8,662 3 17
Seles Person Incentive (zka SPIF) Aerospace Atlanta ™ 111,000 79,520 7632 1 s
Waive fees on deposit product Agrospace Hew York 158 47,400 293,550 5,620 2 5
Waive fees on ending product Aerospace Hew York 201 1,519,020 1,379,340 8,9 3 10
Waive fees on other services Berospace Btlants 206 603,890 284,160 6,683 4 12
Giveaway (i 0r a blender or 3 coffee mug, ete) | Automative Charlotte 32z 1,661,520 1,487,640 5497 5 12
Increase interest rate on deposit product Automotive Philadelphis 3 179,550 162,060 3,804 2 1 _
Reduce interest rate on lending product Automotive Charlotte 131 275,090 275,040 4,645 4 0
Sales Person Incentive (ska SPIF) Automotive Philadelphis 128 399,360 238,080 1,728 7 68
Waive fees on deposit product Automotive Charlotte 234 1,109,160 &70,480 5,772 4 27
Waive fees on ending product Automotive Chariotte 189 a27,820 941,220 3,89 5 12
Waive fees on lending product Automotive Philadelphis 263 101,550 101,880 738 3 0
Waive fees on other services Automative Philadelohia a7t 1,138,200 1,333,320 118 230 15
Waive fees on depost product Best Buy Charlotte 177 1,019,520 382,320 6,522 3 167
Giveaway (i or  blender or a coffee mug, ete) | Chemical and Petroleum | Boston 181 532,140 543,000 7,49 2 2
Increase inerest rate on deposi: product Chemical and Petrcleun | Bostan 145 756,900 226,200 2,70 5 25
Increase interest rate on deposit product Chemical and Petrcleun | Richmond 114 136,500 526,680 3,606 3 E
Reduce interest rate on lending oroduct Cherical and Petrcleum | Boston s 139,500 102,600 4,365 1 95
Sales Person Incentive (ska SPIF) Cherical and Petrcleun | Richmond 313 1,402,380 711,30 3,96 9 a7
Waive fees on deposit product Chemical and Petrcleun | Bostan 0% azn,480 253,440 3,5% 3 &
Waive fees on lending produce Chemical and Petrcleun | Richmond 260 £96,400 390,000 5,798 4 i3
Waive fees on other services Cherical and Petrcleun | Richmond B 146,160 38,280 3,113 2 282
Giveaway (i or  blender or 3 coffee mug, ebe) | Consumer Products Hew York 156 892,640 26,640 4,925 3 25
Increase interest rate on deposit product Consumer Products Hew York 157 509,690 394,560 5,774 2 29
Reduce interest rate on lending oroduct Consumer Products Hew York 2% 814,080 967,680 8,002 3 16
Sales Person Incentive (sks SPIF) Consumer Products Btlants 323 1,531,020 445,740 4,178 8 243
Waive fees on deposit product Consumer Products Atlanta 184 754,880 249,440 9,449 2 -1
Waive fees on depost product Consumer Products Hew York a3 1,606,860 485,160 20 105 229
Waive fees on lending product Consumer Products Atlenta 187 67,020 336,600 1,407 13 80
Waive fees on other services Consumer Products Atlanta 152 163,500 360,360 5,492 2 ES
Giveaway (i or  blender or 3 coffes mug, etc) | Education Charlotte 100 245,000 186,000 9,99 1 32
Increase interest rate on depostt product Education Chariotte 154 794,690 267,360 9,000 2 197
Seles Person Incentive (zka SPIF) Education Philadelohia 7z 34,560 293,760 4,822 1 -8 <]




From the Cross-Initiative Report, the user can select a report for a single initiative, which provides an even

greater level of detail on any past initiative.

Initiative Report

Co =Y - R
Historical Initiatives
(e, or 4 blender o a coffes mug, etc) I
Segment: Aerospace
Region: Hew York
Marketing Media Types: Print Advertising, Direct Mail, T¥ Advertising
Start Date: April, 2004
End Date: September, 2004
Target [ Actual | variance | staws |
# New Accounts: 44 ‘ 26z ‘ z1g ‘ ‘
Initiative Revenue: $232,320 ‘ $220,080 ‘ -12,240 ‘ ‘
Initiative Cost: £108,240 ‘ $1,037,520 ‘ 979,260 ‘ ‘
# of Touches: 3,976 ‘ 963 3,013 ‘ ‘
Conversion Rate: 5% ‘ 2% ‘ 22% ‘ ‘
Initiative ROL: 115% ‘ -79% ‘ -193% ‘ ‘

The final initiative report is quite different from the others, in that it provides a guided path to choosing an
effective initiative based on historical data (similar to a “wizard”). Initiative Selection Analysis prompts the
user to select the customer segment for which an initiative is to be executed, then provides a list of the most
profitable products within that segment. The user then has the opportunity to select which product to offer
to the target segment. Based on the product selection, the report then provides a listing of past initiatives—
and the associated marketing media—that have proved most successful in promoting that product, allowing

the user to choose the optimal product—initiative mix.



Initiative Selection Analysis

Ll » ElEHERMIE]
Initiative Selection Analysis
Segment / Product H Contribution Margin ‘
B Financial Services 6%
B Acquisition Financing 52%
B comporate Can 57%
Segment | Product | Region | nitiativeData | Mew Acvounts | Revenue ) | Initiative Cost (8) | # Touches | Conversion Rate (%) | RO1 (%)
Financial Services  Corporate Card  Charlotte  Waive fees on other services 230 262,200 69,400 7,780 3 -0
B corporats Investment Management 70%
Segment Product Region Initiative Data New Revenue Initiative Cost z Conversion Rate ROI1
Accounts @) Touches (%)
Financial Corporate Investmert Charlotte  Increase interest rate on deposit a7 465,600 174,600 4565 2 167
Services Management product
B Credit Gard Processing b 56%
Segment ” Product H Region H H New Accounts H Revenue (§) ” Initiative Cost (§) H # Touches || Conversion Rate (%) ‘ ROI (%)
Finamcial Services  Credt Card Processing  Philadelphia — Reduce interest rete on lending product 135 186,300 486,000 9,314 1 62
quipment Leasing 52%
B2%

Bl Payments and Dishursements




CONTRIBUTOR APPLICATION OVERVIEW

Performance management systems allow management to articulate goals and provide a measurement process
so that performance against the goals can be tracked and feedback provided. At a corporate level, effort is
made to manage shared services spending rates. At the Customer Segment level, segment managers make
decisions to optimize efficiency and output. Collaboration must occur on a forward-looking basis so that

segment-level decisions are aligned with corporate expectations, and so that variances can be evaluated.

Customer Segment managers need clear targets and goals, and need to understand corporate expectations.
Managers must be able to forecast both operational needs and profitability, and get continuous feedback on
their performance against corporate targets and profitability guidelines. The Financial Services Corporate

Banking Customer Segment Performance Blueprint helps meet these needs.

Blueprint Objectives
The Corporate Banking Customer Segment Performance Blueprint meets a number of objectives:

1) Establishes clear and concise targets for each segment manager at a profit-and-loss (P&L) level.

\®)

Calculates revenues and loan losses based on account balances and account levels.

%3}

)
) Establishes clear and concise targets for each segment by product type and customer segment.
)
)

N

Uses Acorn’s activity-based costing engine to calculate activity volumes from historic activity

intensity rates driven by forecasted account activity by product and transaction.

5)  Uses derived volume activity to calculate assigned expenses using shared services rates.
6) Provides the ability to enter direct expenses associated with the segment

7)  Provides immediate feedback on planning decisions.

8) Allows reporting and analysis by segment, product, and household.




KEY COGNOS 8 PLANNING BENEFITS

e Powerful, flexible model development using Cognos Analyst to customize the Corporate Banking
Customer Segment Performance Blueprint.

® Web-based deployment of models for process workflow, data collection, and consolidation.
- Real-time workflow.
- Real-time consolidation.
— Real-time browser-based calculations for immediate results.

e Scalable architecture with proven deployments to thousands of line managers.

¢ Linking functionality to ensure collaboration between all areas of the enterprise.

¢ Form-based planning with selection boxes to drive application logic and calculations.

¢ Flexible analysis and report development using industry-leading Cognos 8 Business Intelligence

Representative Workflow

The Corporate Banking Customer Segment Performance Blueprint is designed for collaborative use by
Corporate division executives, regional managers, financial planning and analysis, and segment managers to

help managers align decisions with corporate.

The following describes basic workflows in which a Segment manager would:
® Review corporate targets for a Customer Segment.
e Plan new Initiatives by product for a Customer Segment to influence forecasted revenues and
Contribution margins.
¢ Forecast revenue and account activity to align baseline plans and corporate targets.
¢ Assess impacts on product and customer profitability.
¢ Evaluate indirect activity-based costs that impacts the segments bottom line.
® Monitor key performance indicators.

¢ Generate reports and analyses.




The following flowchart highlights the work flow and flow of information through the model:
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PROFIT & LOSS TARGETS

The first tab in the blueprint, Profit & Loss Targets, contains information from the Profit & Loss tab and

from an upload of targets that may be populated from a Cognos Contributor application designed to create

these targets or from another source. The column labeled Act/Fest contains either the actual data for prior

months or the current forecast based on decisions made within the Blueprint.

The Target column is uploaded and represents managements target or goals for this particular Customer

Segment. The Gap is used for evaluating performance against goals. A trend analysis of this item may be used

to report on whether we are closing the gap or diverting away from targets.
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While in a particular Customer Segment, you may evaluate these Targets by location and Product Type. There

are no selections to be made on this tab as it is for informational purposes only.

12



PROFIT & LOSS

The second tab of the blueprint, Profit & Loss, consolidates all information developed on the subsequent tabs
and is a complete look at the Customer Segment from the highest level. The Profit & Loss tab also contains
overhead expense information for Finance, Executive, and Human Resources as well as FTE information
linked in from another source. In our case, we uploaded this information from Cognos Analyst; this infor-
mation may be sourced if available from any other system or model. As in the previous tab, a number of Key
Performance Indicators have been calculated for end-user convenience and information. These indicators
have been linked back to the first tab, Profit and Loss Targets, so that they might be compared to manage-
ment targets and to analyze trends. You will notice that the tab has drop-down menus to select both the

product group and location when analyzing the customer segment.
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There are no selections to be made on this tab, as it is a consolidation of information from other tabs and

uploads.
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INITIATIVES

The third tab of the blueprint, Initiatives, is where are planner has the ability to conduct some what-if analy-
sis and plan marketing initiatives by specific products within the customer segment. The thirteen initiatives
available for planning were derived by analyzing the Business Intelligence data and choosing those we wish
our users to plan with. This list could be modified to represent any mix of products desired and could grow
to accommodate additional products. If you were to make changes to this or any other dimension within the

model, be aware that you would lose the ability to use match descriptions within the data upload links.

l Profit & Loss Targets | Profit & Losz | Initiatives | Initiatives Calc | Fevenue & Balances ‘ Yolume Activity Calc m |E| @ |E IEI
'hbﬂ FJEIectmnics ﬂ 'hﬁﬂ ‘Payments and Disbursements ﬂ
% Scenario 1 Scenario 2 Scenario 3 Scenario Used
INITIATIVE COST
Initiative Type Sales Person Incentive [SPIF]  Sales Person Incentive [SPIF)
Marketing Media
TV Advertising 100,000 150,000 100,000 150.000
Radio Advertizing 50,000 0 50,000 1]
Direct Mail 25,000 0 0 0
Print Advertizing u] 25,000 1] 25.000
local advertsing 1] 1] 25,000 1}
e-mail 1] ] 1] 1]
Total Targeted Initiative Acquisition Costs 175.000 175.000 175.000 175.000
Targeted Acquisition Cost/Account 246 280 299 280
Initiative Stark onth Oct-06 Oct-06 Mov-06 Oct-06
Initiative End konth Jul-07? Jul07? Aug07 Jul-07
Region MNortheast MNortheast Mortheast Mortheast
Target # of Accounts [Credit = A) 200 200 200 200
Target # of Accounts [Credit = B) 160 200 100 200
Target # of Accounts [Credit = C) 150 15 75 15
Target # of Accounts [Credit = D) 210 210 210 210
Per Account Profitability
Revenue per account, per month [Credit = &) 55 55 55 55
Revenue per account, per manth [Credit = B) a8 a8 a8 a8
Revenue per account, per month [Credit = C) 168 168 168 168
Revenue per account, per month [Credit = D) 195 195 195 195
Life of Account [Credit = 4) 48 43 43 48
Life of Account [Credit = B] 55 55 55 L1
Life of Account [Credit = C) B0 EO E0 60
Life of Account [Credit = D) 72 72 72 2
Lifetime Revenue [credit = A] 528000 528,000 528,000 528.000
Lifetime Revenue [credit = B] 721.875 962.500 481.250 962.500
Lifetime Revenue [credit = C) 1.507.500 150,750 753,750 150,750
Lifetime Revenue [credit = D) 2,948,400 2,948,400 2,948,400 2,948,400
ASSIGNED EXPENSES
Azsigned Expense (Credit = 4) 11 11 11 11
Azzighed Expense [Credit = B) 24 24 24 24
Azzigned Expense [Credit = C) o} 56 56 56
Azzighed Expenze [Credit = D] E7 E7 E7 b7
Lifetime Assigned Expenses 1.820.640 1.433.040 1.502.640 1.433.040
NET PROFIT
Total Lifetime Revenue 5.705.775 4.589.650 4.711.400 4.589.650
Total Lifetime Assigned Expenses 1.820.640 1.433.040 1,502,640 1.433.040
Total | tive Cost 175.000 175.000 175.000 175.000
Initiative Net Profit 3.710.135 2.981.610 3.033.760 2.981.610
Initiative ROI 21.20% 17.04% 17.34% 17.04%
Choose Scenario 2nd Scenario
Risks
W arnings [Business Rules)
MNotes
Target # of Accounts / Week [Credit = A) 20.000 20.000 20.000 20.000
Target # of Accounts / Week [Credit = B) 15.000 20.000 10.000 20.000
Target # of Accounts / Week [Credit = C] 15.000 1.500 7.500 1.500
Target # of Accounts / Week [Credit = D) 21.000 21.000 21.000 21.000
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Prior to coming to this tab, it is advised, though not necessary, to explore within the business intelligence
portal the Initiative Selection Analysis report discussed on page eight of this guide. The report is designed
to assist the user in deciding which products they should pursue in an initiative, as well as the best approach

to use to maximize results.

A user’s first choice, on the left, would be Initiative Type.

Oct-08

Dec-06

Jan-07

Edeabr:g; Morthe ast

Apr-07
Reduce interest rate on lending product bl ay-07 Boston
Waive fees on lending product Jun07 Philadelphia
Increasze interest rate on deposit product Jul-07 Southeast
Wwaive fees on deposit product Aug-07 Atlanta
Waive fees on ather services Sep-07 Charlatte
Giveaway [is,sweepstakes, pen, coffes rug Oct-07 Richmond
Sales Perzon Incentive [SPIF) Moaw-07F Total Regions

Having chosen a type, the user would enter the dollar amounts for their Marketing campaign in the appro-
priate categories. The next area available for edit, those not grayed out, are the start- and end- month for the
initiative, the location(s) where the initiative is to take place, and the hoped-for number of accounts within
each credit area. The Blueprint is designed as a Rolling Forecast, but for demonstration purposes, has been
locked to respond as if the current date were within the first week of October, 2006. For that reason, all data
prior to October 2006 will be grayed-out to maintain the integrity of historical data. Here you will notice
when choosing a start date, above middle, that it is not possible to start an initiative in a month that has
already passed. When choosing a location for the initiative, you may plan for a single location, a region, or

all regions.

Finally, having entered data for an initiative, you may enter notes or risks, and then if desired make a selec-

tion in the first column as to the scenario you’d like to use and include within the forecast.




INITIATIVES CALC

The fourth Blueprint tab, Initiatives Calc, may be hidden from users if desired. The tab takes the decisions

on the Initiatives tab and extrapolates data so that it may be fed to the Revenue and Balances tab (Revenue)

and the Initiatives Volume Activity Calc tab (to calculate volume based on number of accounts). It assures

that revenues, accounts, and initiative acquisition costs are recognized in the appropriate time period.

View  Jook Actons &
=7 - " [+] ?
| Profttloss Tagets | ProfittLoss | riaives [Initiatives Calc| Revenue tBaances | Volume Actviy Cale | niiative Valume Activiy Cale | Assigned Experses | riatve Assumptions || [d] ] [ |
[ B Elestionics | %[|[Payments and Distusements | /| [Northeast | [ [Credit =2 |
May06  Jun06  JuHE  Aug0DB Sep08 Oct06  Nov0E Declf 2006 Jan07  Feb07  Ma07  Apr07  May07  Jun07 Jul0? Aug0? Sep07 Oct07
Irititive StettMorih Ocl06 Oct0S Ocels  Oct0S  Oot0f Octd  Octls  Dotds Oct06  Octl6  Oct0f Oct05  Oce0S  OctlS  Oceds  Octdf  OcedS Joods
Iritizive End Morih W7 7 W07 7 7 07 7 Ju? WO QU077 07 JAO7 Ji S Ju0P Jde?
Initiative Revenue 0 0 0 0 100 2200 3300 6600 4400 5500 6600 7700 9.800 9900 11.000 11000 11000 11,
New Initiative Accounts 0 0 0 0 20 40 & 120 8 100 120 140 160 180 200 200 200
Initiative Acquisition Costs 0 0 0 D 5600 5600 5600 16800 5500 5600 5600 5600 5600 5600 5600 ] 0
< >
Current owner; wilcoxm

REVENUE & BALANCES

The fifth tab of the blueprint, Revenue & Balances, manages customer segment account balances, number of

accounts, and net new customers. In this tab, those responsible for forecasting Runoff, New Business, and

Attrition for account balances and New Accounts and Attrition in the number of accounts run appropriate

forecasts. A forecast is run for each Product Group by Customer Segment, location and Credit rating.

| Prof & Loss Targets | ProfttLoss | Iniiaives | Initatives Cale [ Revenue & Balances | Volume ActivlyCale | Inliaive Volume Actviy Cale | Assigned Expenses | Iniaive Assumptors | RENMN

(| E)Electonics | [ [Beneiss and Retiement Service » | % | [Northeast | p[|[Credit= A =
o6 Tur6 Rug6 Seph Get6 Nov06 Decib 2006 a7 Feb07 War07

EXISTING REVENUE AND ACCOUNTS
Balances
Opening Balances 20847484 20,963,319 21,076,705 21,195,636 21243701 21314000 21439707 20443445 21556444 21,669,975 21,751,308
Plarned Runolf 109385 117503 114730 119620 113652 112742 112314 1364036 115535 109556 110825
Mew Business 476,748 484 642 488.604 436.676 444 914 487 424 479 468 5.595.314 477,772 435757 452 555
{Atriton] Balances 251527 253753 254944 269501 260362 240975 250417 3118279 248706 244867 256194
Ending 20963319 21076705 21.195.636 21.243.101 21,314,001 21439707 21556444 21.556.444 21.669.975 21,751,308 21,036,844
Average 20905401 21020012 21136171 21.219.369 21278551 21.376.854 21498075 20.973.907 21513203 21.710.641 21.794.076
% Balance Growth 0.56% 0.54% 0.56% 0.22% 0.33% 0.59% 0.54% 0.44% 0.53% 0.38% 0.39%
Accounts
Opening Accaunts 127 102 157 172 187 202 27 67 238 259 280
New Accourts 15 15 15 15 15 15 21 17 21 2 21
{Atiltion] Accounts 0 0 0 0 0 0 ] 0 [] 0 ]
Clasing Accounts 142 157 172 187 202 27 238 238 259 280 01
% Account Growth 1.81% 10.56% 9.55% 8.72% B.02% 7.43% 9.60% 10.31% 0.62% [RLE 7.50%
Plarned Margin % 1061% 1.061% 1061z 4061% 1061 1.061% 1.061% 4061% 1061 1061% 1.467%
Net Interest Margin 70,740 7127 71522 71.804 72.004 72.337 72748 851677 73138 73,467 91123
$Fees per New Account 215224 215203 215186  2.151.72 215160 215149 215139 215208  2151.28  2.151.20 215112
Average § Fees per Account 254912 255266 255556 255797  256.001 256176 256355 255076 270536  270.776  270.980
Fees as % of Balance 0.30% 0.30% 0.30% 0.30% 0.30% 0.30% 0.30% 0.30% 0.30% 0.30% 0.30%
Fee Waivers as % of Fees 2321% 23.20% 2319% 2318% 2317% 2317% 2316% 23.20% 21.05% 21.63% 21.62%
Fees 65917 69.794 73671 77.547 81,424 85.3Mm 102,605 805,755 111,565 117311 123,057
Loan Loss Rate as % of Balance 1.00% 1.00% 1.08% 1.00% 1.00% 1.08% 1.08% 1.00% 1.00% 1.08% 1.08%
Loan Losses 18,719 18,821 18,925 19,000 19,053 19,141 19250 225,365 19,353 19,440 19,514
Existing Revenue 136657 140921 145192 149351 153428 157637 175353 1.657.432 184703 190778 204180
% Revenue Growth B.03% 312% 303% 2.86% 273% 274% 11 24% a2% 533% 329% 7.02%
NEW INITIATIVE REVENUE AND ACCOUNTS
Iniiative levenue 0 0 0 0 0 219 4,385 6,578 6.578 a7 10,963
Initiative Acquisition Costs L1} L o L1} o 3.367 3.367 6.734 3.367 3.367 3.367
Neuw Inliative Accounts 0 0 0 0 0 2 44 67 67 9 11
TOTAL REVENUE AND ACCOUNTS
TOTAL REVENUE 136657 140921 145192 149351 153428 159830 179733 1664010 191281 199543 215143
TOTAL AVERAGE ACCOUNTS 135 150 165 180 135 20 272 1,811 315 358 402

<

>
Current owner: wilcoxm
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To facilitate data entry, the tab may be reoriented as needed. For example, it may be re-oriented to work on

the Planned Runoff for all product groups in a customer segment, by location, month, and credit rating.

| Pt Lass Tagets | ProfitiLoss | Iniiatives | Iniiclves Cole | Revenue & Balances | Volune Activiy Cae. | Intiaive Volume Activty Cale | Assined Expenses | Infiaive Assurplions || HEMM

[ FElecioncs =] || [Flemed Funat =] (| edt-a =] [ Newvak. =]
Sl | FebB | Ma05  Ap0B | MayOF | Jun0B | w05 | Augl | Seph | Do | Movls | DecO | 2006 | Janl? | Febl? | Marl?

Asast Management 41277 M58 40858 44212 43111 42935 44483 42885 M8 43717 41813 509,928 43084 41461 43183
Benefits and Retrement Services 20055 2843 25566 24735 2667 26510 26740 25729 28002 2799 28252 27215 325007 27940 2853 25
Cash Management 5447 62122 BA137 62433 66240 63314 BAO 62045 BEI13 65255 62220 GG6M) 770679 603 5322 B
Commercial redit Cards 23160 27727 23431 299 2832 29083 28359 2783 28M3 27359 29401 27227 340455 29885 28700 30,
Corespondent Banking 0 0 o o 0 0 0 o 0 0 0 0 0 [ o
Forsign Exchange 0 0 0 0 i 0 i 0 0 i 0 [ ] [ [
Trade Services 0 0 0 0 0 0 0 0 0 0 0 0 ] 0
Lending and Financing 153457 157313 157875 161467 157342 153983  1SBST0 151154 16045 143418 151527 158543 1,883,333 157855 158008 150
Merchan Services 0 0 0 0 0 0 0 0 0 i 0 i [ [
Risk Management 0 0 0 0 i 0 i 0 0 i 0 i 0 [ 0
Sales and Trading 8535  BABE 893 840 8512 8183 889 8157  BIK 420 8047 A3 103419 8584 820 4)
Total Commercial Products Types _ 333.631 _ 325.350 326,803 326,781 331507 330776 329575 319342 334.709 321.660  323.203 3290465 3.932.820 331.162 331871 3214
¢ >

Current owner: wikcoxm

Or for all locations in their Customer Segments for a given product, i.e. Commercial Credit Cards for 2006:

‘ Profit & Loss Targets | Profit & Loss | Initistives | Initistives Calc | Revenue & Balances | Volume Activity Calc | Initiative Yolume Activity Cale m E' IE El

(| EbElectionics x| %[ New Business | %[ [z008 | T[] [Commercial Credit Cards ~]|
Credit =& Credit =B Credit=C Credit =D All Grades
Northeast 2,437,156 969,609 487,370 9,762,377
New York 1,391,759 585,369 231,872 116518 2,325,518
Boston 2.305.527 959.603 379.780 190,895 3.835.805
Philadelphia 2,170,956 892,183 357,957 179,957 3,601,054
Southeast 6,431,005 2712217 1,079,805 537,318 10,760,346
Atlanta 2519534 1.067.631 423681 209,084 4.219.930
Charlotte 2,511,398 1,056,386 424,361 212,268 4,204,412
Richmond 1.400,073 588.200 231,764 115,966 2,336,004
Total Regions 12,299,248 5,149,373 2,049,414 1024688 20,522,723

Fields in GRAY are non-editable and are either locked historical data, data linked over from other tabs, or
items calculated based upon information entered in the white or editable areas As changes are made, they are
highlighted in BLUE along with any cells affected by the change. Balance changes will affect Revenue
numbers and flow through the model to subsequent tabs. Likewise, changes in the Accounts area will affect
income (revenue from new accounts) and drive account related activity volumes. Account-related activity
volumes will affect Assigned Expenses, that is, expenses specifically related to the number and types of

accounts in the model.
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VOLUME ACTIVITY CALC

The sixth tab, Volume Activity Calc is where the activity-based costing portion of the Blueprint is executed.
In all the other tabs in the model that use products as a dimension, we plan at the Product Type level. In this
tab, we take a deeper view of our products and their associated expenses. While still planning at the
Customer Segment level, we now delve deeper and plan at both a Product and Activity level. We’ll take a
closer look at each dimension separately. In the view below, notice the drop-down box currently showing

Customer Relationship Calls.

Profit & Loss Targets | Pmlil&Lnsxi\niial\vss | Initiatives Calo ‘ Revenus & Balances  |Volume Activity Cale|  Initiative Volume Activity Calo | Assigned E xpenses | Iniliative Assumptions ||| FEICIC
[ ) Electrarics ] (| Payments and Diskursements v | e[| [Customer Relationship Cals | (] [New Yark ~]

Jan0B  FebD8 | Mar0B  Apr08 | Moy0B | Jun0B  Ju08 | AugOB | Sep0B | Oct0B | Nowl0E | Dec0B | 2006 | Jand7 | Feb(07 | Mar07 | Ap07 | Moy07 | Jun07 | JulO7 | AugD7  SepO7

Accounts a2 L5} 84 a4 [ ] 83 148 155 164 164 175 185 1% 206 28 230 240 251 261

Activity Intensity Rate 168 578 546 D016 130 076 326 72 810 280 052 630 359 898 640 284 788 530 16D 3/ 676 4

Activity Volume 135 471 451 13 110 65 282 633 718 414 81 1035 530 1563 1.185 516 1.644 1155 368 889 1694 12!

<l il | =

This is one of the many activities that might be associated with a specific product. In fact, when loading data
from Acorn’s activity-based costing engine, many transactions may make up an activity for a specific product
and customer segment. For example, the activity Customer Relationship Calls, would be made up of many
different types of transactions. Purchase Inquires, Call Center Balance Inquiries, Call Center Inquiries, and
Inbound Purchase Calls would all be examples of items that are part of the Customer Relationship Calls
activity. The number of times these activities take place for a given product, in a given location, for a given
customer segment during a specific period, in our case monthly, is defined as the Activity Intensity Rate. In
other words, it is not only transactions that make up the activity, but the number of times an activity might

occur within the month (i.e. a customer might make a Call Center Balance Inquiry twice a month).

Activity Intensity Rate is determined using historical data. By looking at Customer Segment, by month, by
location, by product, and then dividing the total historical activity by the number of accounts associated with
that history we arrive at the Activity Intensity Rate. Then by using a combination of linear extrapolation and
knowledge of any changes management is considering, a forecasted Activity Intensity Rate is developed. This
Activity Intensity Rate is used with the Accounts forecast within the Revenue and Balances tab to forecast

Activity Volumes that will be used to drive Assigned Expenses.




Transactions which flow into Activities are based upon specific Products and Customer Segments. Therefore,
we plan at the product level within the Volume Activity Calc tab. Within the Revenue and Balances tab we
plan at the Product Type level. We must therefore link the information between these to differing dimensions.
History we know, thus actuals are loaded directly from Acorn’s activity-based costing engine. We populate
the forecast months by linking Product Type from the source tab, Revenue and Balances, to the target dimen-
sion Products. Note that the target dimension, Products, does contain the items planned in the source list (i.e.
Benefits and Retirement Services, Asset Management, Cash Management, Commercial Credit Cards etc. are
on both lists). When linking data from our source, Revenue and Balances, we “breakback” or “allocate” the
accounts across products based upon the running three month average. For instance, if Payments and
Disbursements averaged 12 percent of Cash Management for the previous three months, then that basis

would be used to allocate all forecast months.

In the following two screens, notice how the Average of the Opening Accounts and Closing Accounts ((210
+ 230)/2 or the 220) from the Revenue and Balances tab linked over and allocated to the Benefits and
Retirement Services area of the Volume Activity Calc tab. All else being equal, Electronics to Electronics,
Atlanta to Atlanta, Oct ’06 to Oct ’06, the total for the Product Type and for all grades allocated itself based

upon the last three months actual history.

\_F‘lofil & Loss Targets | Prafit & Loss Initiatives | Initiatives Calc | Revenue & Balances | Volume Activity Calc "l |EI |E|

?ﬂ ﬁElectronics 4| jﬁu |Bensfits and Retirement Service w | ?D Al Grades | ?[I [htlanta |
Sep0E | Oct06 | MNov0B | Dec0E | 2006 Jan07 | Febd7 | A

EXISTING REVENUE AND ACCOUNTS m
Balances
Dpening Bal. 15.366.640 15.428.712 15.498,798 15567565 14814092 15644382 15.699.513
PFlarned Runoff 82,745 ¥7am 86.305 84144 984.938 82.897 78.468 -
Mew Business 324515 333.039 336.093 354,002 4,037.064 332,042 340,295
[Atrition) B alances 179,698 185,853 181,021 193.040 2,221,836 194013 196.718
Ending 15428712 15498798 15567565 15644382 15644382 15699513 15.764.623
Average 15,397,676 15.463.755 15533,181 15.605973 15232338 15.671.948 15.732,068
% Balance Growth 0.40% 0.45% 0.44% 0.49% 0.46% 0.35% 0.41%
Accounts
DOpening A t 230 250 50 278 306
MNew Accounts 20 28 228 28 28
[ktrition] Accounts 0 1} 0 0 0
Closing Accounts 250 278 278 306 334
% Account Growth 8.70% 11.20% 13.10% 10.07% 915% ‘
E]] 1] | ]

Current owner: wilcoxm




l Profit & Loss Targets | Profit & Loss | Initiatives | Initiatives Calc | Reverue & Balances  |Wolume Activity Calc|  Initiative Volume Activity Calc ||| El El @ M
&'U B Electronics | ?D Jaccounts =] ?H Customer Relationship Call: ™~ | ?H alanta ]|
Jan06  Feb-0E  Mar-0B  Apr-06  May-06  Jun-06  JulDE | Aug0E  Sep-06  Oct06 MovDE Dec06 2006 Jan07 A
Risk Management 296 298 300 302 304 306 308 310 312 465 485 509 509 537
Fixed Income a0 a0 a0 80 a0 a0 a0 a0 a0 93 111 m 125
Money Market &0 (=l1) =11 E0 &0 ED (=1) E0 E0 74 a3 83 54
Specialized Equity S ervices 20 20 20 20 20 20 20 20 20 25 28 28 N
Sales and Trading 160 160 160 160 160 160 1600 160 160 198 222 222 250
Corporate Investment Management 28 28 28 28 28 28 28 28 28 75 81 81 88
Retiremant Plans-Ah 35 35 il 35 35 38 35 35 35 94 1m i 10
Public Funds 39 eiz) et et et 39 i) 33 33 105 13 113 123
Endowment & Foundations Management 1 1 1 1 1 11 1 1 1 29 32 32 35
Asset Management 113 13 113 113 113 113 113 113 113 303 327 327 355
Executive Benefits 12 12 12 12 12 12 12 12 12 58 B3 63 70
Corporate Mortgages and Relocation 5 5 5 5 5 5 5 5 & 24 2B 26 29
Group Health 17 17 17 17 17 17 17 17 17 g2 90 90 93
Retirement Plans 16 16 16 16 16 16 16 16 16 77 g4 84 93
Benefits and Retirement Services 50 50 50 50 50 50 50 50 50 240 264 264 292
Total Commercial/Corporate Products 2,423 2432 2441 2450 2459 2468 2477 2486 2495 4,213  AA77 4477 4785 v
< >

Current owner: wilcoxm

Having now linked in the account information, and using the Activity Intensity Rate, we can now calculate

the Activity Volume by product (Retirement Plans), customer segment (Electronics), and month for each

activity associated with a given product for a specific location.

A Commercial Banking Customer Segment Performance | Contributions | Electronics - Cognos Planning - Contributor,

File Edit View Toals Actions Help
(= X @ f§ @ (] ?

‘ Profit & Loss Targets | Profit & Loss | Initiatives | Initiatives Calc | Revenue & Balances  |Volume Activity Calc|  Initiative Yolume Activity Calc |” El @ |E B]

(| E)Electionics | || [Retiement Flans | || [Customer Relationship Calls— w | T[] [atlanta ~|
Oct-06 | NovDE6 Dec06 2006 Jan07 Feb07 Mar07  Apr07 | May-07  Jun07  Ju0?7 | Aug07 Sep07  Oct-07 | Mov07 Dec07 2007
Accounts b 70 77 84 84 a3 102 1 120 131 141 150 153 168 177 186 195 195
Activity Intensity Fate 337 3.7 337 432 337 337 3.37 137 337 337 337 337 337 337 3397 337 337
Activity Yolume 237 259 285 365 315 345 375 405 440 474 505 535 565 595 625 656 656
< b3
| Current owner: wilcoxm

It is also worth noting, that by dropping down the activities list, you will note that not all products are asso-

ciated with all activities. So while Retirement Plans would calculate an activity volume for Customer

Relationship Calls, Claims Administration, Underwriting Services and Actuarial Services, we would not have

any Activity Volumes associated with Speculation, Arbitrage, or Process Bill Payments.
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Having now calculated the Activity Volume level, we will link that information over to the Assigned Expenses

tab to calculate the assigned expenses.

A Commercial Banking Customer Segment Performance | Contributions | Electronics - Cognos Planning - Contributor,

File Edit Wiew Toak Actions Help
2 & B X [+] ?

| Profit & Loss Targets | Profit & Loss | Initiatives | Initiatives Calc | Fevenue &Balances  |Yolume Activity Calc Initiative Yolume Activity Calc ||| E IE E

?D [ Electranics | ?H [Retirement Plans | 'j’[l [Customer Relationship Calls | 'y]] atlanta |
Oct06 = Mov06 = Dec06 | 2006 JanO7 Febl | Augl?7  Sep07 | Oct07 | Mow-07 Dec-07 = 2007
Accounts | 70 77 84 84 k=] 1539 168 177 186 195 195
Activity Intensity R ate EER L2 337 432 37 SLER 37 e el 2k 337
Actlivity Yolume 237 259 285 365 315 2| Claims administration 535 565 595 625 656 656
Undenwirling services -

< g E

I Current owner: wicoxm

INITIATIVE VOLUME ACTIVITY CALC

Tab seven, Initiative Volume Activity Calc, like Volume Activity Calc, calculated the Activity Volume for
those products we developed initiatives for on the Initiatives tab. Since we planned the account levels for
these Initiatives at the Product, month, and location level, we can link the information directly from the
Initiatives Calc tab. The Activity Intensity Rate is linked over from the Volume Activity Calc tab, and the
Activity Volumes calculated here are added to those from the Volume Activity Calc tab in the Assigned

Expenses tab.

Profit & Loss Targets | Profit & Loss | Initiatives | Initiatives Calc | Fevenue & Balances Wolume Activity Calc ‘ Initiative Yolume Activity Calc“‘_ El @ |E |E|

T[] B Electianics | %pf[||Customer Relationship Calls | %[ [Treasuy Management x| T[] New ok -]

Oct06  Mow-0B  Dec06 @ JanO7  Feb-07  Mar-07  Apr07 | Map0?7 | Jun07  Jul0?7  Augl07 | Sep7  Oct07  Now-07  DecO7
Accounts " 0 o 19 3 58 7 a7 17 13 156 175 175 175 175 175
Activity Intensity Rate 042 n4z 0.42 0.4z 042 042 0.42 042 0.42 0.42 042 042 042 042 0.42
Actlivity Yolume 0 0 8 16 24 33 4 49 57 65 73 73 73 73 73

Current owner; wilcoxm
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ASSIGNED EXPENSES

Tab eight, Assigned Expenses, is where we calculate expenses driven by account activity. All calculations are
reflective of the choices made in the preceding tabs. It is not necessary to show this information to the user.
We have included this tab as a courtesy for informational purposes. An administrator of the Cognos
Contributor application could decide to hide this tab and allow a user to see the consolidated results in the
Profit & Loss tab. Volumes are fed from the Volume Activity Calc and Initiative Volume Activity Calc tabs.
The Planned Unit Price is linked in from an assumptions tab, Shared Services Unit Rates. The Planned Unit
Price is set at a corporate level based upon historical values and recent initiatives. The Volumes multiplied by
the Planned Unit Prices gives us our costs which are then consolidated appropriately and linked into the
Profit & Loss tab.

Puoitt Loss | Intisives | Inisives Cde | Reverue Balances | Volume Actviy Cale | Iniisive Volume Activiy Cale _[Assigned Expenses| Iniiative Assumplions | Shared Sevices Unit Aates || HEPW
| F) Electanics ] (| enefis and Retiement Service | o] Bllanta =l
a6 | Feb05 | Mar05 | Api0E | Mapl6 | JunDE | Ju05 | Augl | SepDE | Oct06  NowDb | Decdf | 2006  Jand? | Febl7 | Mard? | A
Valumes T = 221 28 21 38 19 19 43 3@ 30 X3 3214 40 440 478
Customer Pelationship Cals Plaried Urit Prics (T T T AT N - I AR - S R - S o - S - N - I
Cost 471 328 280 31 FS 403 242 253 182 34 413 461 4082 510 558 607
Volumes 29 209 30 181 4 38 W3 126 238 503 548 603 3728 e8¢ 731 795
Customer Support Calls Planned Urit Prics 138 13 13 13 13 1@ 13 13 13 13 13 13 138 13 13
Cost 389 278 426 241 272 477 190 168 317 663 729 g02 4959 887 973 1058
Volumes a4 26 3% 163 3¢ 199 185 229 Z17 33 313 W3 3199 E3 ;3 33
Statement Gensration Plarned Uni Prics 0@ 03 0% 03 03 0¥ 0% 03 03 0% 0@ 032 03 0@ 03 0%
Cost 120 108 54 107 B4 59 73 B9 100 100 100 1024 100 100 100
Valumes 188 22 42 24 264 JF2¥ AN 35 480 454 454 3E19 454 450 45
Maiing & Postage Plarined Urit Prics 047 047 047 Qa7 04T 047 04 047 047 047 047 047 047 047 Q47 047
Cost 88 100 63 105 124 168 111 146 148 214 214 214 1IN 214 214 214
Volumes 25 25 M 253 & 35 & 1% 19 2@ 2@ 29 309 8 2B 278
Orine Banking Plaried Urit Price 265 265 265 265 265 265 265 265 265 265 265 265 265 285 265 265
Cost 573 676 918 672 684 835 759 367 S11 736 736 736 8204 736 76 736
Volumes 30 283 B 28 298 13 W 292 M9 a4 32 3w 3140 M7 457 497
MUl Chanrie 1ssue resoltion Plarined Urit Price 293 2% 293 2% 2% 23 29 2% 28 29 29 2% 293 23 23 2%
Cost 966 827 763 785 675 39 265 @53 435 918 1002 1002 9185 1219 1335 1452
Valumes M 2 3 1% 2 a0 3% A8 15 2 23 ;9 3186 /.5 413
Program Adniristration Plared Urit Prics 243 243 243 243 243 243 243 243 243 243 243 243 243 243 243 243
Cost 80 M2 93 32 623 7N 72 75 305 643 702 772 7740 854 936 1018
Volmes 265 ¥ a0 19 3 18 3@ 3% 407 5® 586 %6 4299 %96 565 505
Account Setup Planned Urit Prics 017 017 017 07 017 017 017 017 017 017 017 017 017 017 017 017
Cost 45 60 54 34 4 20 5 5 6 100 100 100 73 100 100 100
Volumes 180 18 43 2% 18 w2 23 14 90 a4 4 24 2914 24 Zé 2k
Funds Transter Flanned Unit Frica 085 066 D066 085 066 0Fs D066 066  0Fs 086 065 066 066 086 085 065
Cost 125 123 285 156 122 186 161 97 126 181 181 181 1923 181 181 181
Wolumes o [} o a [} 0 0 o 0 0 a 0 L] o a 0
Settlement Planned Unit Price na7 087 087 087 087 087 087 087 na7 0s? 087 0s? 0.00 087 087 087
Cost [} [ [] [ [ [] [} [] [ [} 0 ] [ []
Volumes 0 0 0 o o o 0 0 o 0 o 0 0 0 o 0
Lockbex [holesale, Rt Wholelai) Planned Unit Prics 002 00z 002 002 002 00z D02 002 OB 002 002 002 000 002 002 O
Cost 0 0 [] [ 0 0 [] [} 0 [] [ 0 0 0 0 0y
< 0 1 ]

—




INITIATIVE ASSUMPTIONS
The ninth tab, Initiative Assumptions, is used to link data into the Initiatives tab based upon the choices made

there. This tab may be hidden by the Contributor Administrator from the end user view if desired.

23

Assighed Expenzes | Initiative Assumptions | Shared Services Unit Rates I Average Calc ‘ Time Calc | IEI E |:[>I @
Credit=£A  Credit=B  Credit=C | Credit=D  All Grades
Revenue / Unit / Manth 87.50 167.50 155.00 505.00
Payments and Disbursements Asszigned Expenze / Unit / Month 11.00 24.00 56.00 E7.00 158.00
Life of Azcount [Months] 48 lata) B0 T2 235
Revenue / Unit / Manth gE.00 135.00 168.00 252.00 621.00
Cash Flow Forecasting Azzigned Erpenze / Unit / Month 11.00 34.00 45.00 73.00 163.00
Life of Account [Months] 48 55 B0 72 235
Revenue / Unit / Manth 168.00 148.00 172.00 200 800.00
Corporate Card Asszigned Expenze / Unit / Month 13.00 13.00 13.00 14.00 53.00
Life of Account [Months] 48 lata) B0 T2 235
Revenue / Unit / Manth 168.00 148.00 172.00 200 800.00
Derivatives Azzigned Erpenze / Unit / Month 31.00 26.00 32.00 E7.00 156.00
Life of Account [Months] 48 55 EO0 72 235
Revenue / Unit / Manth 3360 124.80 102.70 116,70 436 80
Trade and Financing Services Assigned Expenze / Unit / Month 25.00 85.00 E2.00 78.00 256.00
Life of Account [Months] 48 EE B0 T2 235
Revenue / Unit / Manth 4200 55.00 55.00 g7.00 239.00
Working Capital Financing Agzzigned Erpenze / Unit / Month 31.00 4400 44.00 76.00 195.00
Life of Account [Months] 48 ) E0 T2 235
Revenue / Unit / Month £3.00 129.00 E9.00 204.00 471.00
Equipment Leasing Assigned Expenze / Unit / Month 12.00 32.00 12.00 57.00 113.00
Life of Account [Months] a7 33 54 32 156
Revenue / Unit / Manth 104.00 121.60 as.00 7360 387.20
Acquizition Financing Azzigned Expenze / Unit / Month 54.00 B5.00 44.00 35.00 198.00
Life of Account [Monthg] 48 55 B0 T2 235
Fevenue / Unit / Manth G7.00 44.00 57.00 54.00 222 00
Credit Card Proceszing Assigned Expenze / Unit / Month 5E.00 33.00 46.00 43.00 178.00
Life of Account [Months] 48 55 B0 T2 235
Revenue / Unit / Manth gr.00 83.00 45.00 33.00 254 .00
Treasury Management Asszigned Expenze / Unit / Month 76.00 78.00 34.00 22.00 210,00
Life of Account [Months] 43 &) B0 72 235
Revenue / Unit / Manth gr.oo0 89.00 93.00 93.00 368.00
Specialized Equity Services Assigned Expenze / Unit / Month 27.00 21.00 22.00 78.00 148.00
Life of Account [Manths] 48 55 B0 72 235
Revenue / Unit / Manth 488.25 333 435.94 388 1.569.38
Carparate Investment M anagement Azzigned Expenze / Unit / Month 73.00 46.00 E4.00 43.00 226.00
Life of Azcount [Months] 48 ) B0 T2 235
Revenue / Unit / Maonth 38.67 108.73 141.68 197.34 546 48
Corporate Mortgages and Relocation | Assigned Expense / Unit / Maonth 28.00 32.00 45.00 E7.00 172.00
Life of Account [Monthz] 48 &5 B0 T2 235
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SHARED SERVICES UNIT RATES

The tenth tab in the Financial Services Corporate Banking Customer Segment Performance Blueprint is
Shared Services Unit Rates. This is an assumptions tab that contains both the historic rates and the rates
being forecast by management. These rates are used in the Assigned Expenses tab and are driven by activity
volume. When developing these rates, management takes into account historical trends, anticipated changes
in processes, and how future hardware and software purchases might affect unit rates. The user has no input

here; and the Cognos Contributor administrator may elect to hide this tab from end-user view.

| RevenuetBalances | Volume Activiy Cale | Initinive Vohume Actviy Cole | Assigned Expenses | Inisive Assumptions _[Shared Services Unit Rates| Average Cae | Tine Cale NIzl

[ [Shered Sevices Unit Rate |

Jan06 | Feb06 | MarD5  Apr06 | May0B | Jun06  Jul05 | Augl6 | Sepl6 | OctE  Now0 | DecU | 2006 | Jand7 | Feb07 | Mar07 | ~
Customer Relationship Calls 1.27 1.27 127 1.27 127 127 1.27 1.27 1.27 1.27 122 1.27 R 1.27 1.27
Custamer Suppart Calls 138 132 133 133 133 133 133 13 13\ 133 133 13 133 13 133 13
Statement Generation 0% 032 03 032 03 032 03 02 0RO 032 032 032 03 03 03
Mailling & Postage 047 047 0.47 047 0.47 047 0.47 047 047 047 047 047 0.47 047 0.47 0.47
Oniine Banking 265 265 265 265 265 265 285 265 265 265 265 265 265 265 265 265
Multi Channel Issue resalution 23 293 293 293 293 293 233 233 2893 293 293 293 293 293 293 29
Program Administration 243 243 243 243 243 243 243 243 243 243 243 243 2.43 243 243 243
Account Setup 017 017 017 017 017 017 017 017 017 07 017 017 017 017 017 017
Funds Transfer 086 066 066 066 065 06 086 086 066 066 066 065 0.66 065 066 066
Seltlement 087 087 087 087 087 08 087 08 08 087 087 087 087 087 087 087
Lockbar: (wholesals, Retail, ‘Wholetai ooz 002 002 002 002 002 002 002 0@ 002 002 002 002 002 002 002
Check processing 04 004 004 004 004 004 004 004 004 004 004 004 004 004 004 004
ACH Transfer T4 T4 T4 T4 1M T4 144 14 144 144 144 144 144 144 144 144
Fedwire Transfer 217 217 217 217 217 217 217 217 217 247 217 217 217 217 217 217
Check Image CD Creation 681 681 B8l 681 681 631 681 E81 681 681 681 681 681 681 B8 6D
FEDI (Financial Electroric Dats Inteichange] 104 104 104 104 104 104 104 104 104 104 104 104 1.04 104 104 104
EDT (Electronic Depository Transfers) Clearing 0.98 0.98 0.98 098 0.98 0498 0.98 0.98 0.98 048 098 0498 0.98 0.98 0.98 0.98
ATM Transactions o o o1 on o o on on oo o (USR5 s B VH I 5 G 5|
Rate Quotation 0z 02 0 07 07 02 0 0Z  0F 0 027 02 027 07 027 0
Online &dministration 1.52 152 1.52 152 1.52 152 1.52 152 1.52 1.52 1.52 152 1.52 1.52 1.52 1.52
Fee Processing 100 100 100 100 100 100 100 100 100 1.00 1.00 100 1.00 100 100 100
Administralion and Servicing 087 067 067 067 067 067 067 087 OE7 067 067 067 067 067 067 0E7
SWIFT Transaction 412 412 412 412 412 412 412 412 412 412 412 412 412 412 412 412
Cunency Derivatives 853 863 863 863 863 863 863 863 863 863 863 863 863 863 863  B8E3
Trade or Commercial Letters of Cradit (L/Cs] 218 219 213 218 218 213 218 219 218 219 219 213 218 213 219 218
Documentary Bankers Acceptance 283 283 2.89 289 289 289 2.89 2.89 289 289 289 289 2.89 289 2.89 2.89
Document Generalion 23 23 23 23 23 23 23 231 23 23 231 231 2: 23 23 23
Document Collection o7 079 0739 079 079 079 078 079 079 079 07 078 079 079 079 079
Reinvaicing 093 08 0% 093 0% 093 093 093 083 093 093 093 094 093 083 082
Credit Insurance 064 084 0.84 084 0.84 084 0.84 0.84 084 084 084 084 084 084 0.84 0.84
Colections 267 267 267 267 267 267 267 267 267 267 267 267 267 267 267 267
Loan Application A T O s 1N 1 M A P D 1 M 1 M £ N 1 R P M |
Loan Closing 1324 1321 1321 1321 1321 1321 1321 1321 132 1321 1321 132 13.21 1321 1321 1321
Loan Setup a: 3N 3; 33 an 33 33 331 an 33 23 33 3: 33 33 33 ¥
< >

Current owner: wilcoxm
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AVERAGE CALC

The eleventh tab in the model, Average Calc, is used to facilitate the allocation of account information from

the Revenue and Balances tab to the Volume Activity Calc tab based upon a running three-month phasing.

This tab requires no input from the user and may be hidden at the discretion of the Cognos Contributor

administrator.

| Reveue s Bolances | Volume Activiy Cale | Iniisive Vohume ActvipCole | Assigned Expenses | Inisive Assunptions | Shared Services Urit otes _[Average Cale] Tine Cale |

CKIEE]

[ E)Electionics | %[ [Customer Relationship Calls v | o [|[Payments and Disbursements  w | e | [New Yok ~]

Jan-06  Feb06 = Mar6  bpr-06  May-06  Jun06  Jul-06  AugDE  Sep0F Oct06  Now0E Decf  Jan07 Feb-07  Mar07  Ap07  May-07  Jund?  Jul07  Aug07
Monthsfordvg [0 0 0 0 1] 0 a7 28 89 0 1] 0
Average 0 0 0 0 0 0 87 174 263 263 263 263 263 263 263 263 263 263 263 2%
< >

The twelfth, and final tab in our blueprint is Time Calc. This tab allows for an automated rolling forecast

and requires no input from the user. It may be hidden at the discretion of the Cognos Contributor adminis-

trator. It is used as an allocation table in a number of the links within the model. Some links require that

actual months data be used, others the forecasted months, and still others need to link over the three previ-

ous months for use in our average discussed in linking accounts from the Revenue & Balances tab to the

Volume Activity Calc tab.

Initiatives Cale | Revenue & Balances \ Yolume Activity Calc Initistive Vohume Activiy Calc | Assigned Expenses |  Initialive Assumptions Shared Services Unit Rates | Average Calc |Time Cale WY
Jan0E | FebUs | MaD6  ApiDB | MaylE | JunD | Jul5 | AugDE | Sepl6 | Oct0E | Nov08 | Dec08 | dJand7 | Febl7 | Mardy | Apr07 | Maplv

Actual Months IndcalorHide) ) 1 1 1 1
Actual Months Jan-06 Feb06 Mar06 Apr-06 May06 Jun06 Jul06 Aug06 SepUB
Forecast Months Oct06  Nov-06  Dec06  JanO7  Feb-07  Mar07  Apr07  May07
Cunent MonthiHidz) b 0 0 0 0 0 0 (i 0 0 0 0 0 il 0 0 0
Lag C1[Hide) 0 0 0 0 0 0 0 0 1 0 0 0 0 0 0 0 0
Lag C2(Hide) 0 0 ] ] [ ] (] 1 [ 0 ] 0 ] 0 ] 0 0
Lag C3(Hide) 0 0 0 ] 0 ] 1 0 0 0 ] 0 0 0 ] 0 0
Month (1ID){Hide) Jan-06 Feb06 Mar06 Ap-06 May-06 Jun06 Jul0B Aug06 Sep06  DOclt06  Nov-06  Dec08  Jan07  Feb-07  Ma07  Api-07  Mayp-07
Months for Average Juk6  Aug-06  Sep-06
Act/Fest Actual Actual Actual Actual Actual Actual Actual Actual Actual Forecast Forecast Forecast Forecast Forecast Forecast Forecast Forecast
Actual Months Cumm [Hide) 1 2 3 4 5 ] 7 [] E] ]
< >

Current owner: wilcoxm

ACORN INTEGRATION

Acorn Systems offers Profit Analyzer, Cognos Integration Edition, based on its participation as the develop-

ment and best practices partner for the Cognos Branch Performance Blueprint. Featuring a pre-defined tem-

plate for key data inputs, flexible and extensible process modeling and calculation engine, as well as pre-built

integration to Cognos’ CPM Solution, an organization can achieve rapid time to results.
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ABOUT THE COGNOS INNOVATION CENTER
FOR PERFORMANCE MANAGEMENT

The Cognos Innovation Center was established in North America and

Europe to advance the understanding of proven planning and perform-
ance management techniques, technologies, and practices. The
Innovation Center is dedicated to transforming routine performance
management practices into “next practices” that help cut costs, stream-
line processes, boost productivity, enable rapid response to opportunity,

and increase management visibility.

Staffed globally by experts in planning, technology, and performance
and strategy management, the Innovation Center partners with more
than 600 Cognos customers, academics, industry leaders, and others
seeking to accelerate adoption, reduce risk, and maximize the impact of

technology-enabled performance management practices.
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