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INTRODUCTION

This Implementation Guide demonstrates a Web-based planning and reporting process for Retail 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 enter-
prises 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 individual 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 report-
ing and analysis tools to the task of understanding as much as possible about customer segments and individ-
ual 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 Retail Banking Customer Segment Performance Blueprint is an excellent solution for reporting
on customer segments and customers, planning segment-level profitability, and planning initiatives to drive
increased revenue and profitability into a customer segment. It enables retail banks to create profit-and-loss
statements at the customer segment level. The solution allows segment- or customer managers to report on
and analyze profitability down to the customer level or household level, to create regional and product P&Ls
within a customer segment, and to plan sales and marketing initiatives to improve segment results.
Integration with Acorn Systems' activity-based management software ensures granular, accurate profitability

measurement and planning.

The Retail 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.
e 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, marketing personnel, and other
customer-facing bank employees to receive customer segment information, analyze that information to deter-
mine targets, plan initiatives to drive increased profits into the chosen segment, and manage and update a
customer-segment level P&L. The descriptions below follow that basic workflow: report and analyze cus-

tomers 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 Retail Banking Customer Segment 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 under-
stand 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 profitability.

Customer 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.

Customer Segment Report
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The lowest level of reporting is the Customer Report, which displays both key financial information for the
customer as well as 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.

Customer Report
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Korzik, Leskey Product

W Credit Card - Visa
™ Fullserice Brokerage Aam...

| Product I | contrit

Credk Card - Visa T

Ful-service Erckerage Account T46 T L]
Oniine Brokerage Account 215 Al 7
Roth IRA 472 -11 1n
Self-drected Brokerage Account 267 -192 i
SEP 12 244 9
Traditional IRA S20 246 3

Customer Profitability Score: 1
Customer Lifetime Value: $665,052
*Products Most Likely To Buy Next:

1 Cheddng - 50+ Checking

#2 Cheding - Interest Cheding
W3 Cheding - 50+ Checking

Transactions Report

HEE » B & E -
Customer Transaction and Inquiry

Addis, Scott

| Tran Date H Tran Type H Tran Channel
10/18/06 Online Payment.
100606 Branch Deposit
09/14/06 Call Center Payment
09/13{06 Online Paymertk
0903/06 Online: Payment

| Inquiry Date | inquiry Type
10/22/06 Branch
10/13/06 Call Certer

10/04/06 Branch




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

D b B R EE
Cross-Initiative Ranking =
Initiative ” Segment || Region ‘ New ” Revenue ” Initiative Cost ‘ # H Conversion Rate H ROI |
Accounts () Touches (%) (%)

Glueaway (ie, sweepstakes or a blender or & coffes afflusnt atlanta &5 156,000 253,500 6,653 1 38
g, ete) Iy
Gluezway (e, sweepstakes or 3 blender or 3 coffee Affluent Philadeiphia 227 817,200 933,780 7,290 3 -13
g, etc)
Glueaway (ie, sweepstakes or 3 blender or 3 coffee affluent Richmond 421 645,900 1,898,220 16,405 s k]
Mo, etc)
Increase interest rate on deposit oroduct affluent Atlanta 463 1,318,020 356,640 12,837 8 930

rease interes deposit pro Affluent Philadelphia 343 1,666,960 61,740 8,182 4 2,600
Increase interest rate on deposit product Affluent Richmond 430 621,600 1,928,760 6,609 12 a5
Reduce interest rate on lending product Affluent Atlanta 215 490,200 967,500 1,693 13 -43
Reduce interest rate onlending product Affluent Philadslphia 216 181,440 1,153,440 6,74 H 84
Reduce interest rate onlending product Affluent Richmond 585 1,104,660 1,079,480 6,938 102 147
Sales Person Ingentive (aks SPIF) affluent Atlanta 383 1,378,980 1,162,500 6,629 13 155
Sales Person Incentive (ska SPIF) Affluent Philadelphia 298 827,280 1,389,240 4,208 13 108
Sales Person Incentive (aks SPIF) Affluent Richmond 167 130,260 781,560 6,291 2 &3
Waive Fees on deposit product Affluent Atlanta 344 1,754,400 1,465,440 2,917 1z 20
Waive fees on deposit product Affluent Philadelphia 272 739,680 36,040 12,899 6 7
aive fees on deposit product Affluent Richmond 223 254,220 1,257,720 5,695 3 a0
Waive fees on lending product Affluent Atlanta %6 270,720 184,320 7,359 1 47
Waive fees on lending product Affluent Philadeiphia 284 361,680 1,186,800 10,713 5 -126
aive fees on lending product Affluent Richmond 170 346,500 438,600 720 S 21
Waive fees on other services Affluent Atlanta 401 1,007,100 1,504,200 3,521 151 -41
Waive fees on other services Affluent Philadslphia 189 374,220 39,160 2,945 5 5
Waive fees on other services affluent Richmond 148 124,320 71,040 1,130 13 7
Gweawtay {ie, sweepstakes or a blender or a coffes Mass Market Atlanta 352 1,753,440 381,120 3,904 11 1,611

el

Gweawtaz (ie, sweepstakes or a blender or a coffes Mass Markst Philadeiphia 329 1,065,960 1,460,760 5,371 & 27
m ek,
Giveaway (ie, sweepstakes or a blender or a coffee Mass Markst Richmond 167 671,340 260,520 7,286 2 158 v




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
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Historical Initiatives

Segment: Affluent
Region: Atlants
Marketing Media Types: TV Advertising, Radio Advertising, Email
Start Date: July, 2004
End Date: December, 2004

| Target ” Actual ” Yariance ” Status |
# New Accounts: 163 | 65 | -103 | ‘
Initiative Revenue: $443,520 | $156,000 | -287,520 | ‘
Initiative Cost: $614,880 | $253,500 | -361,380 | ‘
# of Touches: 2,305 | 6,653 | 4,348 | ‘
Conversion Rate: 6% 1% | 5% | ‘
Initiative ROL: -28% | -38% | “11% | ‘




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
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Initiative Selection Analysis i~
ky
Segment / Product ” Contribution Margin |
B Affluent B5%
B Brokerage - Full-setvice Brokerags Account B9%
Bl Brokerage - Online Brokerage Account B5%
B WMortgage - Alt A Subprime 53%
Bl Personal Loans - Auto Loan B3%
Segment Product Region Initiative Data New Revenue Initiative Cost £ Conversion Rate ROI
Accounts ) Touches (%) (%)
Affluent Personal Loans - Philadelphia  Increass interest rate on 343 1,666,980 61,740 8182 4 2,600
Ao Loan depostt procuct
Affluent Personal Loans - Richmonid Reduce interest rate on 38 95,400 38,160 326 ag 150
Mo Loan lending product
Affluent Personal Loans - Philadelphia ~ Sales Person Incentive (aka 256 691,200 1,336,320 2,326 " 45
Ao Loan SPIF)
Affluert Personal Loans - Richmond  Waive fees on deposit product = 223 264,220 1,267,720 8695 3 -0
Mo Loan
Affluent Personal Loans - Alanta Waive fees on lending product 96 270,720 184,320 7,359 1 47
Auto Loan
Affluent Personal Loans - Alarta Waive fees on other services 210 431,400 1,045,800 144 146 £3
Auto Loan
Bl Personal Loans - Unsecured Loan B7%
Segment Product Region Initiative Data New Revenue Initiative + Conversion ROI
Accounts ) Cost ($) Touches Rate (%) (%)
Pffuent | Personal Loans - Philadelphia ~ Giveawsy (s, sweepstakes or a 227 517,200 939,760 7,290 3 43
Unsecured Loan blender or & coffee mug, etc)
Affluent Personal Loans - Richmond  Increase interest rate on deposit 102 459,000 361,080 2832 3 27
Unsecured Loan product
Affuert Personal Loans - Aflanta Reduce interest rate on lending 215 430,200 967,500 1,893 13 49
Unsecured Loan product
Affluent Personal Loans - Richmond Sales Person Incentive (aka SPIF) 167 130,260 781,560 8,291 2 83
Unsecured Loan
Affuent Personal Loans - Philadelphia  Waive fees on lending product 40 112,800 235,200 5,811 1 52
Unsecured Loan
Affluent Personal Loans - Aflanta Wzive fees on other services 191 516,700 458,400 3,377 6 12
Unsecured Loan




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 Retail

Banking Customer Segment Performance Blueprint helps meet these needs.

Blueprint Objectives
The Retail 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.

\®)

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

%3}

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

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

¢ Powerful, flexible model development using Cognos Analyst to customize the Retail 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 Retail Banking Customer Segment Performance Blueprint is designed for collaborative use by Corporate
division executives, regional managers, financial planners & analysts, and segment managers to help man-

agers align decisions with corporate.

The following describes basic workflows in which a Segment manager would:
® Review corporate targets for a Customer Segment.
¢ 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.
e 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/Fcst 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.

Profit & Loss Targets | Pt Loss | Iniaives | Inialve Cole | Revenue s Balances | VobmeAstiviyCaie | InativeVolume Activty Cals | Assiorad Experaas | Iniive Assumptons || AEARI

5 [| D afiuent | p[|[Norheast | /] [Deposits - Checking x|
SeplE =3 Hav 8 Decl 2006
Aol | Tagel Gap | bolFed | Tagel | Gap | AcWfesl | Tagel | Bap | AcFodl | Tagel Bap | Aol Targel Gap

Contribution Margin 1.170.689 996.076 174.613 1.129.750 979.254 150.496 1.125.917 997.917 128.000 1.128.802 1.009.762 119.041 13.826.010 11.849.800 1.976.2
Revenues 1226676 1224751 1874 1229964 1228386 1579 1299927 1238685 1242 1249664 1.248.784 B0 14659629 14629.436 301
Kep Performance Indicators:
% Balance Growth 1.7z 21% (0.4%) 1.6% 21% [0.5%) 1.7% 22z (0.5%) 1.8% 23z [0.5%) 1.7z 20% 03
% Revenue Growth 06% 0.4% 0.2% 1.1% 0.8% 0.3% 11x 1.0% 01z 0.9% 0.9% 0.0% 09% 1.0% o1
% of Income fram Fezs 1000%  998%  0.2%  100.0x  996%  04%  1000%  995%  05%  1000%  935%  05%  100.0% 99.7% 0
Profhabily Hovement Indicator LMT Doz ox [380%) 000X (3503 087% DO0Z 07X 08T 000X 08X .00z Loz o
Effiency Faio costs / revenue] 76% W1z 4e7x  108%  (418%)  526%  11.3%  (47%)  S5.0%  114%  (5.0%)  564% B5%  (446%) 53
Reverue per Enployes 66267 366267  (20) 352511 352535 (24 55258 355207  (30) 965067 365102 (3]  Br3N2  3232 i
Nt Incoms per Employse 1003724 950731 44993 620227 921324  7.903 931883 925041 6942 956320 950667 5653 11618283 11214184 4040
Hurmber of FTE's 3 @l 3 3 @ 5 3 &) 3 3 @ 3 3 @
<

t Current owner; wikcaxm

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.
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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 Analyst; this information 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 management targets and to
analyze trends. You will notice that the tab has drop-down menus to select both the product group and loca-

tion when analyzing the customer segment.

| Profts Loss Targets | Profit & Loss | Iiatves | Iniisive Cae | Revenue tBalnces | Volume Activy Cale | Iitiaive Vohme Activy Cale | Assined Expenses | Initive Assumptions || HAMN
T[] ) Affient | %[ [Depasits - Checking | | [Northeast =
JnE | FeblE | Marlh | AplE | Ml dunds e gl | Sepl | Do MNowls | Declb 2006 Jand7

Net Interest Margin o 1] o o 0 [ o o o o

Fees 1.204.244 1.207.279 1209462 1.212653 1215615 1218325 1.220.988 1224880 1226626 1229964 1.233.260 1.236.331 14639.629 1.239.1
Iniisive Raverus 0 ] ] [ 0 0 0 6667 13.333 20000 201
Revenues 1204244 1207279 1209462 1212653 1215615 1218325 1.220.988 1224860 1226626 1229.961 1299.927 149664 14650629 12591
Loan Losses 0 0 1] L 0 o 0 0 [] o o 0 o

Initiative Acquisition Costs o L] 0 o o o 0 0 o o 6.944 6.944 13.889 6.5
Assigned Expenses

Cal Cenier 38917 39015 39009 392M 39300 39.395 99483 99585 39684 90882 81001 61120 566N 81:
Opersizns 15938 15978 16017 16054 16093 16132 16169 16212 16253 19332 19398 19485 203039 19%
Mortgage Salss o L] 0 L 0 o 0 0 o o L] 0 0

Landing Back Office 0 ] ] o 0 ] 0 0 0 0 ] 0 0

Credt 0 o ] o 0 ] 0 0 0 0 ] 0 0

Total Assigned Expenses 54855 50993 55125 55255 56393 55526 55653 55797 55937 100214 100398 100584 799730 100
Revenue Less Assigned Expenses 1.149.390  1.152.286 1,154,337 1.157.399 1.160.222 1.162.799 1.165.335 1.169.084 1.170.689 1.129.750 1.139.529 1.149.080 13.859.898 1.158.¢
Total Controllable Expenses 54855 54993 55125 55255 55333 55526 550653 55797 55937 100214 107343 107528  BI3613  107:
Contibution Margin 1143390 1152286 1154337 1157399 1160222 1162799 1165335 1169.084 1170683 1129750 1125917 1128802 13826010 1131+
Overhead

Finance 25520 25209 25964 25212 265897 25970 24874 25954 26232 25760 25309 25490 307559 251
Executive 21.126 21.255 21.198 21.389 21.683 20.329 20.650 20.883 20612 21.868 20.356 21.994 253.343 20%
Human Ressuross 14145 14645 14342 14187 14175 14684 1379 14374 14002 14183 14085 14106 170738 14(
Het Income 1088596 1.091.096 1092833 1096600 1098468 1101808 1.106.018 1107873 1109843 1067933 1,066,087 1.067.213 13.094.369 1071
Mumber of FTE's 3 3 3 3 3 3 3 3 3 3 3 3 3

Key Performance Indicators:

2 Balance Grawih 0o0Z  meex  Deox 000 000 0.00% 000X 000K 000 000K 000 000X ooz e
% Revenue Growth 0.00% 0.89% 0.79% 1.22% 097% 0.83% 0.93% 1.23% 0.58% 1.09% 1.06% 0.88% 0.95% 04
% of Income fiom Fees 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.
Profitability Movement Indicatar 000x 0255  018%  027x 024 022 022x  032%  014%  (350%] 087X 08d% ooz 08
Efficiency Ratio (costs  revenue) 843%  841%  846%  840% 847 8367 829 838 838 1202%  12A01% 1253 939z 123
% Controllable Expense Growth Doox  25% 0z 023% 0258 024 0.23%  0%6%  0.25% /906X MX 047X ragE 01
Revenue per Employee 356,482 361.441 352,471 367.013 356.012 355618 357.055 361.648 368,427 355.436 358,138 366.757 359,651 350.%
Het Income per Emplayee 967701 980854  959.234 999122  968.658  O64.673 070494 985293 1003724 929227 931983 856320 11.618.283 9331
[
3 »

A;'went owner: wicoxm

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 ten initiatives avail-
able for planning were derived at by analyzing the Business Intelligence data and choosing those we wished
to give our users the opportunity to plan at. 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.

|_F‘rnﬁ! & Loss Targets | Profit & Loss | Initiatives | Initiative Calc | Fievenue & Balances | “alume Activity Calc ||| |H El
?” F‘Affluenl ~| 'ibﬂ |Brokerage - Full Service Brokera w |
Scenario 1 I Scenario 2 I Scenario 3 | Scenario Used
INITIATIVE COST
Initiative Type ‘Waive fees on deposit product.  'Waive fees on deposit product. " aive fees on deposit product
Marketing Media
T4 Adwerlising 1} 1} a 0
Radio Advertizing 0 50,000 1] 0
Direct Mail 35,000 0 35,000 35.000
Print &dvertising 25,000 0 0 0
local advertsing 25,000 35,000 35,000 35.000
e-mail ] a ] 0
Total Targeted Initiative Acquisition Costs 85,000 85,000 70,000 70.000
Targeted Acquisition Cost/A t 26 24 22 22
Initiative Start Month Jan07 Jan07 Jan07 Jan-07
Initiative: End Month Jun07 Jun07 Jun? Jun-07
Fegion Northeast Northeast Northeast Northeast
Target # of Accounts [Credit = &) 1.000 800 700 700
Target # of Accounts (Credit = B 900 1.200 1.000 1.000
Target # of Accounts [Credit = C) 275 300 200 800
Tanget # of Accounts [Credit = D) 450 E00 E50 650
Per Account Profitability
Fevenue per account, per month [Credit = 4] 20 20 20 20
Fevenue per account, per month [Credit = B) 25 25 25 25
Revenue per account, per month [Credit = C) 30 30 a0 30
Revenue per accourt, per month [Credit = D) 35 35 35 35
Life of Account [Credit = A) 48 48 48 48
Life of Account [Credit = B] 55 55 55 55
Life of Account [Credit = C] ED ED B0 60
Life af Account Credit = D) 72 72 72 72
Lifetime Revenue [(credit = A) 960.000 768.000 672.000 672.000
Lifetime Revenue (credit = B) 1.237.500 1.650.000 1.375.000 1.375.000
Lifetime Revenue [credit = C) 1.575.000 1.620.000 1.440.000 1.440.000
Lifetime Revenue [credit = D) 1.134.000 1.512.000 1.638.000 1.638.000
|ASSIGNED EXPENSES
Assighed Expense [Credit = 4) 12 12 12 12
Assighed Expense [Credit = B) 17 17 17 17
Aszsighed Expense [Credit = C) 22 22 22 22
Azsigned Expense [Credit = D) 27 27 27 27
Lifetime Assigned Expenses 3.447.300 3.937.200 3.657.800 3.657.800
NET PROFIT
Total Lifetime Revenue 4.906.500 5.550.000 5.125.000 5.125.000
Total Lifetime Assigned E 3,447,300 3.937.200 3,657,800 3,657,800
Total Initiative Cost 85,000 85,000 70,000 70,000
tive Net Profit 1.374.200 1.527.800 1.397.200 1.397.200
Initiative ROI 16.17% 17.97% 19.96% 19.96%
Chonse Scenario 3rd Scenanid] ~ |
Risks
“warings (Business Rules]
Notes %
Target # of Accounts / Week [Credit = A) 166.667 133.333 116.667 116.667
Target # of Accounts / Week [Credit = B) 150.000 200.000 166.667 166.667
Target # of Accounts / Week [Credit = C) 145833 150.000 133.333 133.333
Target # of Accounts 7 Week [Credit = D) 75.000 100.000 108.333 108.333
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Prior to coming to this tab, it is advisable, though not necessary, to explore within the Business Intelligence
portal the Initiative Selection Analysis report discussed on page ten of this Implementation Guide. The
report is designed to assist the user in making an intelligent decision regarding 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 the 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 of the different credit areas. The Blueprint is designed as a Rolling Forecast, but for demonstration pur-
poses has been locked to respond as if the current date is 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 loca-

tion, 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 tab of the Blueprint, Initiatives Calc, may be hidden from the user if desired. It takes the deci-

sions on the Initiatives tab and extrapolates the data so that it may be fed to the Revenue & 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.

Proft & Loss Targels | ProfithLoss | Inifaives [Initiative Cal| Revenue & Balances | Volume Actiity Cake | Iitistive Valume Activiy Caie | Assigned Experses | Intislive Assumptions | HAEM
=] | [rokerage Full Servioe Brokeraw ] | Fotreast =1 A =

| B fiuent

Sep0E | Dct06  Now0E | DecOF | 2006  Jan07  Feb07  Mar07 | ApiO7 | Mapd7 | JunO7 Juhi? Aug07 | Sepl7 Oct07 | MNow0?7 | DecO7 2007
Initiative: Start Month Jan07  Jan07  Jan0F  JanO7 Jand7  Jan07  JanO7  JanOF Jand7 Jan-07 Jan 07 Jan07 Jan 07 Jan-07 Jan 07 Jan-07
Initiative End Month Jun-07  Jun07  Jun07  Jun07 Jund?  Jun07  JunO7  Jund07 Jund? Jun-07 Jun07 Jun-07 Jun07 Jun-07 Jun07 Jun-07
Initiative Revenue 0 o 0 o 0 2333 4667 7000 9333 11667 14000 14000 14,000 14000 14000 14000 14000 133,000
New Initiative Accounts 0 o 0 o 0 17 213 350 467 583 700 700 700 700 700 700 700 6,650
Initiative isition Costs 0 o 0 0 0 2593 2593 2593 2593 2,593 2,593 0 o 0 0 0 0 15,556

<

REVENUE & BALANCES

>

Current owner; wilcoxm

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 appro-

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

| Profit & Less Targels ‘ Profit & Loss | Initiatives ‘ Ivitistive Cale | Revenue & Balances | Volume Activity Cale | Iniliative: Volume Activity Cale | Assigred Expenses | Initiative Assumptions H| MMM

T[] E)Affuent > | P|[Erokerace ~| [ [Northeast ~| B[ [Credt=A ~]
JulE, Aug 06 SeplB Oct05 Nov 06 Dec 06 2006 Jan07 Feb07 Mar07  pi0

EXISTING REVENUE AND ACCOUNTS 0 0 0 0 0 0 0 0 0 00
Balances
Opening Balances 298,004,107 299.414.876 300,809,768 302,173,198 303,236,904 304,459,992 289,987.923 305510744 307,103,988 308,089,191 3
Planned Runoff 1586779 1626128 1668871 1561081 1632342 1,628,034 19294812 1604769 1639977 1633386
New Business 6.700.833 6698697  6.613.811 6231024  6.396.754 6504217 78.477.382 6769248  6.417.293 6433153
(Attiion] Balances 3.703.286 3677677 3581510 3606236  3.541.324 3825431 43659749  3571.235 3732113 3,707.226
Ending 299,414,876 300,809,768 302173198 303.235904 304459992 305510744 305510744 307103988 308089191 309181731 3
Average 298.709.492 300.112.322 301.491.483 302705051 303.848.448 304.985.368 297.999.427 306.307.366 307.595.590 308.635.461 3t
% Balance Growth 0.47% 0.47% 0.45% 0.35% 0.40% 0.35% 0.44% 052% 0.32% 0.35%
Accounts
Opening Accounts 4943 4.955 4,966 4.980 4.990 5003 4871 5019 5029 5,040
New Accounts 60 61 61 60 61 65 733 60 59 61
(Attition] Accounts 43 43 13 50 13 43 585 50 19 19
Closing Accounts 4.955 4.966 4.980 4.990 5,003 5019 5019 5.029 5.040 5,052
% Account Growth 0.24% 0.24% 0.26% 0.21% 0.26% 0.33% 0.25% 0.21% 0.21% 0.24%
Planned Margin % 0.000% 0.000% 0.000% 0.000% 0.000% 0.000% 0.000% 0.000% 0.000% 0.000%
Net Interest Margin 0 0 0 0 0 0 0 0 0 0
§ Fees per New Account 69.45 69.45 69.45 69.45 69.45 69.45 69.45 69.45 569.45 59.45
Average $ Fees per Account 176.859 176.877 176.881 176.886 176.891 176.871 176.891 176.832 176.838 176.853
Fees as % of Balance 0.00% 0.00% 0.00% 0.00% 0.00% 0.00% 0.00% 0.00% 0.00% 0.00%
Fee Waivers as % of Fees 0.02% 0.02% 0.02% 0.02% 0.02% 0.02% 0.02% 0.02% 0.02% 0.02%
Fees 291,129 291,919 292,646 293,268 293,989 295094 3,491,670 295,474 296,037 296,778
Loan Loss Riate 5 % of Balance 0.00% 0.00% 0.00% 0.00% 0.00% 0.00% 0.00% 0.00% 0.00% 0.00%
Loan Losses 0 0 0 0 0 0 0 0 0 0
Existing Revenue 291,129 291,919 292,646 293,268 293,989 295084  3.491670 295,474 296,037 296,778
% Revenue Growth 0.24% 0.27% 0.25% 0.21% 0.25% 0.38% 0.25% 0.13% 0.19% 0.25%
. 0 0 0 0 0 0 0 0 0 0
NEW INITIATIVE REVENLIE AND ACCOUNTS 0 0 0 0 0 0 0 0 0 0
Iriliaiive Revenue 0 0 0 0 0 0 0 2.333 11.524 20714
Initiative Acquisition Casts 0 0 0 0 0 0 0 2,593 7672 7672
New Initiative Accourts 0 0 0 0 0 0 0 17 248 579
- 0 0 0 0 0 0 0 0 0 0
TOTAL REVENLIE AND ACCOUNTS 0 0 0 0 0 0 0 0 0 0
TOTAL REVENUE 5.267.215 6117081  6.981.891 7861645 8756342 9665982 58.738.197 10922530 11.891.811 12876510
TOTAL AVERAGE ACCOUNTS 12,511 14,597 16.725 18.896 21.110 23.367 140.893 25.667 28.011 30,397
< >

Current owner: wilcoxm
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To facilitate data entry, the tab may be reoriented as needed. For example, the tab may be reoriented to work

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

| ikt Loss Tagete | Profitt Lose | it | Intiaive Cale | Revenue & Balancos | Volume Adtiviy Cale |  Intiaive Volume Acivy Cals | Assigned Expenses | ifative Aszumptions | HEPN
P A =1 [ aned Funal =] [ theast = P[[eat-A =
Ber 08 Map 06 1un 08 1006 fug (6 SeplB a5 Nov6 Dec 06 2006 Jan7 Feb07  arl
Deposits - Checking 3557613 3648493 3655057 3529128 3541031 3643559 3578450 3527.201  3567.037 43044696 3584277 3590433109
Dieposits - Savings 2465060 2.447.942 2516.624 2402650 2469514 2420814 2452955 2473400 2494343 29454446 2382465 2390556
Deposics - Tem 879311  B64698 899467  BA1.951  BGGA76 899766 BABAI4 874943 909338 10562758 B98.4B0  861.723
Total Deposits 6.902.792 6.961.134 7.071.148 6.773.729 6.876.921 6.970.138 6.877.819 6.875.552 6.970.719 83.061.900 6.865.223 6.850.718
Loans - Mortgage 470.336 462.702 479.265 466.158 483.820 462067 485.703 474329 471,674 5.680.404 472,555 467 582
Loans - Personal Loans 849509 858,972 841,008 8B7.416 834 579 822281 856,942 854 491 867.480 10,193,933 884,780 849571
Loans - Cards. 1,985,793 2,082,905 2,116,565 2,036,235 2,132,427 2,088,371 2,074,439 2,077,261 2,132,773 24,876,683 2,066,629 2,164,850
Total Loans 3.305.637 3.404 579 3.436.838 3.369.808 3.450.827 3372.719 3.417.084 3.406.082 3.471.927 40,751,021 3.423.964 3.482.003
EBiokerage 1.541.,160 1.577.657 1.604,169 1.586.779 1.626,128 1.668.871 1.561.081 1.632.342 1.628.034 19.294,812 1.604.769 1.699.977
IRA 734 569 731127 730.296 717.385 742,693 745,065 707 914 748,894 740,580 8,791,558 735,857 732137
Asset Management Accounts 339.345 328,825 343.809 335.907 333.073 337,612 341.692 332.017 330.488 4,045,953 340117 349.160
Total Small Business 2615074 2,637,609 2,678,274 2,640,072 2,701,894 2,751,548 2,610,688 2,713,253 2,699,102 32,132,323 2,600,743 2,781,275
Total Retail Products Types 12823503 13,003,321 13,186,260 12,783,609 13.029.642 13.094,406 12,905,591 12,994,886 13,141,748 155,945,244 12,969,929 13,113,996 1
< >
e |

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

‘2 Retail Banking Customer, Segment Performance || Contributions | Affluent - Cognos Planning - Contributor,

File Edit Wiew Tools Actions Help

& & X ®@- o ?
\_F'mlit % Loss Targets | Profit & Loss ‘ Initiatives | Initiative Calc | Revenue & Balances | “Volume Activity Calc m @ @l |E |E|I
=l

k] [ Affluent | %[ |Planned Runcif | [ [prokerage | %p[)[2008
Credit = & Credit =B Credit=C Credit = D All Grades
Northeast 8.081.292 3.228.683 1.624.213 32.229.000
New York 8.549,858 3.619.974 1.427.075 716.581 14,313,488
Bostan 4,307,694 1,779,548 718.434 359,365 7.165.040
Fhiladelphia 6.437.260  2,681.771 1,083,174 548,268  10.750.472
Southeast 17958523 7482609 3010412 1497917 29949460
Atlanta 7.670,203 3,178,936 1.279.424 639,311 12.767.874
Charlatte 5.738.794 2.398.095 964,830 477,135 9.578.854
Richmond 4,549,526 1.905.,578 766,158 381.471 7.602.733
Total Regions 37.253.336 155663901 6.239.095 3122130 62.178.461

Current awner ! wilcoxm

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 the

item Customer Inquiry Calls.

ProfttLoss Tagets | Puoftbloss | \nit\alivaJ ristive Cale | Peveruet Balances [Volume Activity Cale|  Intiaive Valume hctiviy Cale | ssigned Expenses | Iniative dssumptions | HEDMMN
o =] ok Sorthecia =] BN : [~] P Notheas =l

JanD8 | Feb6 | Madls | Ap06 | May06 | Jun06 | 0ct05 | Nov0s  Dec06 | 2006 | Jand7 | Febd7 | Mar07 | Aprd7 | Map7 | Jun07 | Jub07 | Augl7 -
Accounls 7B55 7675 7TB98 7723 F7aa 7760 7 7T8RNS 7815 7834 7855 7B7h 7875 7895 7914 7934 7953 7971 7990 8009 80281}
Activily Intersity Aate. 013 013 013 013 013 013 l!,13 013 013 013 013 013 013 013 013 013 013 013 013 013
Activity Yolume 963 966 959 972 975 977  orolMMCH] 984 986 989 991 991 994 995 999 1.001  1.003 1,006 1,008 1,000

3 ml | ]

Current owner: wilcoxm

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 Inquiry Calls, would be made up of many dif-
ferent 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 Activity - Customer Inquiry Calls.

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 the 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). The
Activity Intensity Rate is determined on a historical basis. 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 & 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 & 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 the Product Type from the source, 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.

Deposits — Checking, Deposits — Savings, Loans - Mortgage 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 “Deposits — Checking” aver-
aged 12 percent of “Total Deposits” 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 ((326
+ 334)/2 or the 330) from the Revenue & Balances tab linked over and allocated to the Loans - Mortgage
area of the Volume Activity Calc tab. All else being equal, Affluent to Affluent, New York to New York, 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

I_F‘rofil & Loss Targets | Profit & Loss | Initiatives | Initiative Calc | Revenue & Balances | Volume Activity Cale | Initiative Yolume Activity Calc m EI IE Iﬂl
ki F‘Alfluent | B[ [New ok | %[ |Loans - Mortgage | [ Bl Grades -]

bfugl Seplf Oct05  Mow0f = Dec0f 2006 [ Jan-07 [ Feb-07 Al
EXISTING REVENUE AND ACCOLINTS 1] 1] (1] 0 0 o 0 0
Balances
Opening Balances 64,862,643 65.144,895 65455290 65733883 66033002 62889996 66,334,897 66,592,830
Planhed Runoff 352,800 342,067 354,416 350,684 354,950 4,179,448 351,178 352,501 —
New Business 1419627 1433421 1.434.492 1.421.415 1.452.803 17105348  1.413.883  1.421.870
[Attrition] Balances 784575 780.959 801.483 771,612 795.958 9.480.998 804,772 775.809
Ending 65,144,895 65,455,290 65,733,883 66033002 66334897 66334897 66592830 66,886,390 —
Average 65.003.769 65.300.092 65594586 65883443 66.183.950 64590543 66.463.864 66.739.610
% Balance Growth 0.44% 0.48% 0.43% 0.46% 0.46% 0.45% 0.39% 0.44%
Accounts
Opening A 324 325 326 334 334 319 335 336
New Accounts 4 4 4 4 55 4 4
[&ttrition] Accounts 3 3 3 3 3 38 3 3
Closing Accounts 325 326 334 334 339 335 336 337
% Account Growth 0.24% 0.23% 2.42% 0.22% 0.23% 0.42% 0.23% 0.24% |
] I ] =l
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| Pofts Loss Targets | ProfttLoss | Iniiatives | Iniftive Cale | Reverue & Bolances [Volume Activity Calc|  Iniialive Valume Activiy Cale | Assigned Expenses || HEAMM

Ij’ﬂﬁ)ﬁ«flluem | 'ib[”Accuunts ~]| '&'mﬁustumellnquiw Calls d| 'kDmNeN‘r‘ork -]

Jan08 | FebOB | Mar0B  Apr0B | Map0E | Jun0B | JulDE | Aug0E | Sep0 | OctOE | MowlE | DecO8 2006 | Jand7 | A
D 8995 9017 903 9058 9083 108 9132 9153 9173 9195 9220 9243 9,243 9263
Deposits - Term 8995 9017 903 9058 9083 108 9,132 9,153 9220 9243 9243  9.263
Mortgage - At & Subprime 43 43 44 44 44 4 44 44 45 45 45 45
Mortgage - Branch Originati 97 7 %8 %8 %8 ® 98 99 102 102 102 102
Mortgage - CRA Govemment Lending 2 32 2 2 3 B 3 3 34 34 34 34
Mortgage - Direct Banking 52 52 83 83 83 83 83 53 55 55 55 85
Mortgage - LPO Originations 25 25 25 25 5 ) 25 25 26 26 26 % -
Morlgage - No Do 23 23 23 24 24 24 24 24 24 24 24 %
Mortgage - Wholessle 48 46 6 45 47 47 47 47 48 48 a8 48—
Loans - Mortgage 319 320 321 321 322 323 324 325 334 335 335 335
Line of Credit 2758 2785 2771 2777 2784 27 273 2804 2824 2831 2,831 283
Unsecured Loan 1962 197 1973 1979 134 1389 1335 2000 2014 2m3 209 2024
fuko Loan 2083 2088 2092 2007 2102 2106 2111 2117 2132 2138 2138 2143
Loans - Personal Loans 6803 6820 6836 6853 6871 6888 6904 6922 6970 6988 6988  7.005 ¥
< i t)

Current awner: wilcoxm

Having now linked in the account information, and using the Activity Intensity Rate, we can now calculate
the Activity Volume by product (Online Brokerage Account), customer segment (Affluent), and month for

each activity associated with a given product for a specific location.

ProftfLoss Targets | ProfttLoss | Inifatives | Iniative Cale | Pievenue & Balances [Volume Activity Calc|  Iniiative Volume Actiiy Cale | Assigred Experses | inkative assumtors || HEI DI

| oAt 1 ][ Orine brokerege zccount ] % [Customer Inquiy Calls =] % flewver =

Jan06 | FebD5 | MarDE  Apr06 | MayDE | Jund6 | JuDE | AugDE | Sep06 | OctDE | Nov0S | DecDE | 2006 | Jand7 | Feb07 | Mar07 | Apr07  Map0? | Jun07 | Jul07 gl
Accounts 66 BB 63D 632 635 697 638 700 702 704 704 75 707 708 70 72 73 7157
Activity Intensiy Fiate [T Ty vy N ) O N vy Y1 N Yoy O 1 B i B N R Y 1 Y 11 1 Y1)
Activity Volume 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4
< | | >

N Current owner: wicaxm

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 Online Brokerage Accounts would calculate an activity volume for
Customer Inquiry Calls, Telephone Banking Support, Deposit Origination and Accept Deposit ATM, we

would not have any Activity Volumes associated with Renewals-Call Ctr, and Loan Origination-Call Ctr.

| ProfttlossTargets | Profttloss | Infiaives | ristive Cale | Revenue & Balances [Valume Activity Calc|  Iniiative Volume Actiiy Cale | Assiored Experses | native Assummtons || FEI I
| D Afuent | %[|[Oriine biokerage accourt v | ?u[cugtumev Inquiry Calls [ [New York -l

Jan-08 e Inquiry Calls A6 | NovDS | DeclE | 2006 | Jan07 | Febl7 | Mar07 | Apr07  Maw07 | Jun7 | Jul07 gl
Accounts 505 [T ] 692 - | 700 02 704 704 705 707 708 7I0 72 73 757
Activity Intensiy Fiate 001 001 001 001 001 { Telephone Banking Support X B i Y B O 1 Y 1 Y 11 1 Y11

Activity Volume 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4

Deposit Diigination
< Accept Deposit ATM ~ | B

Current owner: wicaxm
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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.

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 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 | Initiative Calc | Revenue & Balances | “Waolume Activity Calc |Inilialive Yolume Activity Calclll |E| @I EI El
?ﬂ E)Alfluent LI "n |Bmkerage -Full Service Brokera:l "ﬂ |Eustumer Inquiry Calls ll 'y[l |N ew York LI
Oct06  NovDE  Decl06 | Jan07  Feb07  Mar07  AprOF | Map07 | Jun07 | Ju07 | Augl7 | Sep0F  Oct0?7  MNov(7  Decl7?
Accounts b i] a of 178 350 525 700 875 1060 1080 1050 1050 1060 1.050 1.080
Activity Intensity Rate 018 018 o018 0.18 n18 018 018 018 01 018 o8 018 018 018 018
Activity Yolume o 1] 1] 32 64 95 127 159 191 191 191 191 191 191 191

| Current owner: wilcoxm




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.

Irisives | Intistive Cac | Revenue & Baances | Vohme actviy Cae | Infitive Volume Actviy Cale  [Assigned | it | joes Unit Rates | Aversge Cac || KA
| B afflert | || Beset Management dccounts v | | lework ~]
Jan06 | Feb06 | Mar06 | Apr0B | May06 | JunD6 | JulD6 | Aug06 | Sep05 | Oct05  Now06 Dec6 | 2006 | Jan07 | Feb07 | Mar07 | AprD7 | May07 | A
Volimes
Call Center Planned Urit Price:
Cost
Volumes 9300 100 100 10 101 101 101 102 102 102 102 1,210 103 103 104 104 105
Customer Inquiy Calls Planned Uit Price: 073 073 078 073 073 078 079 079 078 073 079 079 078 079 079 079 079 079
Cost 78 78 78 73 73 73 73 7 80 80 80 80 950 80 81 81 82 82
Volimes 173 173 180 1@ 18 18 182 182 18 18 183 184 2177 184 185 18 188 183
Renewals-Call Cir Planned Urit Price AR I N YA .7 B S IS e~ R A - S I B < IO S N S e /S I B e TS .
Cost 310 31 312 33 314 35 35 316 37 38 318 319 3778 320 321 323 3W® 328
Volumes 1578 1582 1586 1531 159 1600 1602 1605 1601 1615 1513 1623 19208 1627 1630 1F43  LESE 167 -
Telephons Banki Planned Urit Piica 144 144 144 140 a4 146 L4 144 T4 14 141 T4 144 T4 T4 T4 14
Cost 2273 2278 2284 2290 2298 2304 2308 2313 2320 2326 2331 2337 27661 2343 2348 2366 2384 2401
Volimes 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0
Loan Diigination-Call Ct Planned Urit Price 263 @83 863 @83 863 @63 863 863  GEI @63 863 BE3I  0.00 BE3I 863 £63 863 @6
Cost 0 [i 1 [i 0 [] 1 0 i [l 0 1 [ i [ 0 1 [i
Volimes 261 261 /2 263 263 B4 X4 25 M6 267 267 29 3170 X3 9 2 27 275
Deposit Origination Planned Urit Piice 573 573 573 578 573 573 573 573 573 573 573 573 572 573 573 573 573 573
Cost 1491 1495 1498 1503 1508 1512 1514 1518 152 152 1529 1533 18150 1537 1541 1552 1564 1575
Vohumes
Operations Planned Uit Price D |
Cost
Vohimes 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0
ATH Planned Urit Price: 003 003 003 003 003 003 003 003 003 003 003 003 000 003 003 003 003 003
Cost 0 (i 0 0 0 0 0 0 0 0 0 n 0 0 0 0 0 0
Vohimes 528 529 53 532 533 5% 5 537 B3 540 541 52 6420 54 B 543 553 557
Mailing/Postage Cost Planned Unit Piice 065 086 0B 066 DB OFE 0BG 0SS OFE 0BE  OFE D06 066 06 0BG 0DEE 0BG 06
Cost 348 343 380 351 352 353 354 354 355 356 357 358 4237 359 360 362 365 368
Volimes 128 18 129 12 129 13 1300 130 131 3 13 1% 1558 132 132 133 134 135
Process Bill Panients Planned Uit Price 013 013 013 013 013 013 013 013 013 013 013 013 013 013 013 013 013 013
Cost 17 7 7 17 17 17 17 17 17 17 17 7 203 17 17 17 17 18
Volimes 2 % 10 100 100 1000 101 o 102 102 1206 i02 102 103 104 105
Process Checks Planned Urit Price 002 002 002 002 002 002 002 002 002 002 002 002 002 002 002 002 002 002
Cost 2 2 2 2 2 2 2 2 2 2 2 2 2 2 2 2 2 2
Volumes 3 53 53 69 2] 0 70 70 7 70 bl 833 7 7 7 72 72
Process Deposis Planned Unit Piice o 0;m oM 00 oM 0ol 0ol 00 0m 0m om om 001 0m om0 om o0
Cost 1 1 1 1 1 1 1 1 1 1 1 1 8 1 1 1 1 1
Vokimes 59 59 59 53 €0 €0 ] €0 &0 &0 &0 &1 7 &1 &1 &1 (] 62
Produce Stalements Planned Uit Price: 144 14 144 148 44 146 144 144 148 140 14 T4 T4d 144 144 T4 144 1
Cost 5 5 85 5 5 86 26 86 26 86 87 87 1029 87 87 88 89 9
g i ] 3

Current owner; wilcoxm




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.

| Initiative Volume Activity Calc | Aggighed Expenses | Initiative Assumptions | Shared Services Unit Rates | Average Calc ||| E El |E |E|
Credit=# | Credit=B | Credit=C | Credit=D | All Grades
Revenue / Unit / Month 25.00 30.00 35.00 110.00
Mortgage - AltA Subprime Assigned Expense / Unit / Month 12.00 17.00 22.00 27.00 78.00
Life of Account [Months] 48 La13} B0 72 235
Revenue / Urit / Month 20.00 25.00 30.00 35.00 110.00
Mortgage - No Doc Aszsigned Expense / Unit / Month 12.00 17.00 22.00 27.00 78.00
Life of Account [Months] 48 55 ED 72 235
Revenue / Unit / Month 20.00 25.00 30.00 35.00 110.00
Perzonal Loans - Unsecured Loans Agsigned Expense / Unit / Month 12.00 17.00 22.00 27.00 78.00
Life of Account [Months] 48 55 =1} 72 235
Revenue / Uit / Month 50.33 58,67 B7.00 75.33 251.33
Credit Cards [Wisa or Mastercard) Agsigned Expense / Unit / Month 12.00 17.00 22.00 27.00 78.00
Life of Account [Months] 48 85 E0 72 235
Revenue / Unit / Manth 2000 25.00 30.00 35.00 110.00
Brokerage - Full Service Brokerage Account Agsigned Expense / Unit / Month 12.00 17.00 22.00 27.00 78.00
Life of Account [Months) 48 55 ED 72 235
Fevenue / Unit / Month 20.00 25.00 30.00 35.00 110.00
Azzet Management - Azzet Management Account  Assigned Expense / Unit / Manth 12.00 17.00 22.00 27.00 78.00
Life of Account [Months) 48 55 B0 72 235
Revenue / Unit / Maonth 60.00 75.00 90.00 105.00 330.00
EBrokerage - Online Brokerage Account Agsigned Expense / Unit / Month i2.00 17.00 22.00 27.00 78.00
Life of Account [Manthz] 48 i B0 72 235
Fevenue / Unit / Month 20.00 25.00 30.00 35.00 110.00
Line of Credit - Perzonal Loans Aazzsighed Expense / Unit / Month 12.00 17.00 22.00 27.00 78.00
Life of Accaount [Months) 48 55 E0 72 235
Revenue / Unit / Month 20.00 25.00 30.00 35.00 110.00
Auto Loans - Personal Loans Azsigned Expense / Unit / Month 12.00 17.00 22.00 27.00 78.00
Life: of Account [Maonthz] 48 tafa) E0 72 235
Revenue / Unit / Month 20.00 25.00 30.00 35.00 110.00
Checking - Relationzhip Checking Agsigned Expense / Unit / Month 12.00 17.00 22.00 27.00 78.00
Life of Account [Months] 48 La13} B0 72 235
Revenue / Unit / Month 270.33 333.67 397.00 460.33 1.461.33
Total Initiative Products Assigned Expensze / Unit / Month 120.00 170.00 220.00 270.00 780.00
Life of Accaunt [Months] 480 550 600 720 2.350

Current owner: wilcoxm




SHARED SERVICES UNIT RATES

The tenth tab in the Financial Services Retail 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 fore-

cast 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.

| riiaives | niiative Cale | Revenue tBaances | Valume ActiviyCale | Intaive Volume Aciviy Cals | Assigred Expenses | Iritiaive Assunplions _[Shored Services Unit Rales| Average Cale | Tine Cals I

[ [Shared Sevioes Ut Rate =]
Jarr0S  Feb06  Mar0E  Ap-06  Mapl6  Junl6  JuHE  AugDE  Sepl6  Oct06 Now-DE  Dec-06 2006 Jarel)7 | Febd?7  Mar07  Ap-07  Map07  Jun0? Jul0? Aug07

Call Center
Custorrer Inquiy Calls 073 073 073 073 078 073 075 079 079 079 073 073 942 073 078 079 073 07 079 07 079
Renewals-Call Ctr 1.74 1.74 1.74 1.74 1.74 174 1.74 1.74 1.74 174 1.74 1.74 20.82 1.74 1.74 1.74 1.74 1.74 174 1.74 1.74
Talephons Barking Suppor TS 14 T s 1M T4 14 14 1M 146 T4 1d 1728 14 14 14 T4 1M 146 14 14
Loan Originaton Call O 863 863 863 863 BRI 863 BA3 863  8E3 863 B63 863 10356 BE3 863 863 B3 B3 863 BG3 A3
Depasit Drgination 573 573 573 673 K73 573 573 573 673 573 573 573 6870 573 573 573 573 673 573 573 &7
Operations
Accept Deposit ATH 003 003 0.03 003 0.03 003 0.03 0.03 0.03 003 003 003 0.39 003 003 003 003 0.03 003 0.03 0.03
Mallng/Fostage Cost 0S5 066 065 05 0BG 0BG 066 066 065 065 086 056 792 065 086 065 0S5 065 065 086 056
Process Bil Payments 013 013 013 @13 013 013 013 013 013 013 013 013 156 013 013 013 013 013 013 013 013
Process Checks noe oo ooz onoe 0w oo o0z 002 002 002 oo 002 D24 002 0@ 02 oo 002 002 002 002
Process Deposis ool oo o8 ool oo oo oot 001 001 o0l 0§ 0o 012 001 oM 00l 0o 001 001 oW o
Prodcs Stalemens TR T4 T 4 TM T4 T4 T4 TH 148 T4 T4 1722 14 141 14 T 14 148 1M s
Mortgage Sales
Loan Sales 681 Bel  e8  &# 68 681 g1 g1 681 691 &% 681 €168 691 E® 681 &8 681 691 Em ¥
Loan Renewals 355 355 355 355 355 355 35 35 355 355 355 355 42,60 355 355 355 355 355 355 35 355
Lending Back Office
Loan Diginatonending B 509 503 503 503 5 503 509 509 509 509 509 508 6112 503 509 509 509 509 509 509 509
NSF Losn Prossssing 270 2 2 270 2m 27 2 27 27 270 270 270 3240 27 2% 27 2@ 2W 27 2 27
Loan Payment Processing 002 002 002 002 oG 002 002 0O 002 002 002 002 026 Op2 002 002 002 002 002 0@ O
Lo Temminaton 38 3% 3% a8 3m 3% 389 3% 3% 3% 388 3% 4780 A% 3 A% 38 3% 9% am 3%
Statement Prep & Mai 067 05 067 0§ 0§ 087 O& 06 08 087 OB7 0§ B0 0F7 06 067 087 087 087 06  O8F
Renewsis oans G2  B® e &%  E® 69 9 69 6% 692 &% 69 8304 692  E® 692 692 6% 69 6@ E®
Credit
Credit Reviews - Internal BE3 883 863 BE3 863 8E3 BE3 8E3 863 B8E3 863 B8E3  103.50 BE3 863 863 BE3 863 B8E3 883 863
Ciocit Feviews- ThidFary | 1283 1289 1283 1289 1289 1283 1269 1269 1209 1209 1289 1285 15468 1209 1289 1289 1289 1209 1209 1289 1289
< >

AVERAGE CALC

Current owner: wilcoxm

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

the Revenue & 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.
| ritialives | Inititive Cale: ‘ Revenue & Balances l Volume Activity Cale | Initiative Volume Activily Calc ‘ Assigned Expenses | Iniliative Assumplions ‘ Shared Services Unit Rates  |Average Cale| Time Cale ‘ NYPH
[ Eailuert ] | [Checking 50+ Crecking | " [Eustomer Inaui Cals =] | [Newvar ~]
Jan06 | Feb0E | Ma05 | Apr0 | Mey0E  Jun0B | JulDS | Aug05 | SepOB | Dct05 | NovDE | DecOB | JanO7 | Feb07 | Ma07 | Api07 | May07 | dun07 | Ju07 | AugO7  Sepl7
Morihs for Avg 0 0 0 0 0 340 3448 0 0 0 0
Average 0 0 (1] 0 0 3440 6888 10344 10344 10.344 10.344 10344 10344 10.344 10344 10344 10344 10.344 10,344 103
< >

Current owner: wilcoxm
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TIME CALC

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.

| riiatves | iniative Cac: | Fieverue s Balances | vome Actuiy Cake | Initisive Volume fciviy Cake | Assigned Expenses | Inlisive Assunplions | Shased Senvices Uit Retss | Average Cale: [Time Cale| NAEH

JanD5 | Fen06 | Mar0B | Api0B | Map0B  JunDB | Jul0B  Aug0  Sep06 | Oct0 | Mow0B | DecDB | Jan07 | FebO7 | Mar07 | Aprl7 Map? |

Actual Months Indicator(Hide) il 1 1 0 0 0 0 0 0 0 0
Actual Months Jan08  Feb06 Mar0E Apr-06  May0E Jun-06 Jul0 Aug-0B  Sep-0B

Forecast Months Oct0E  Mov06 DeclS  Jan07  Feb07  Mar07  Apr07  May 07

Cunent MorifiHide) b 0 0 0 0 0 0 0 0 0 1 0 0 0 0 0 0 0

Lag Cl(Hide) i 0 0 [ 0 0 0 0 1 i 0 0 0 [ 0 0 [

0 0 0 0 0 ] 0 1 0 0 0 0 0 0 0 0 ]

0 0 0 0 0 0 1 0 0 0 0 0 0 0 0 0 0

Month (IID)[Hide] Jan-06  Feh-06 MarDE Apr-D6  May-0F Jun-06  Jul-0F Aug-D6 Sep0B  Oct05  Nov-0F DecD6  Jan07  Feb-07  Mar07  Apr07  May07
Months for Average Jul-05  Aug0B  Sep-0B

Act/Fest Actual  Actual  Actual Actual  Actial Actual Actual  Actual  Actual Forecast Forecast Forecast Forecast Forecast Forecast Forecast Forecast

Actual Months Cumm (Hide) 1 4 5 6 7 8 9 £l 9 &) 9 3 £l (] 9

< ) | ]

Current owner: wicoxm

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.




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.

FAC-AAC

AN~
THE NEXT LEVEL OF PERFORMANCE™





