Prolific or
personalized? The
difference spells
SUCCESS.

Financial-services companies are prolific printers.
They create a wide spectrum of printed matter that
may be targeted to current customers, prospective
consumers, broker-dealers, agents, business
customers, other financial institutions or regulatory
agencies. There are statements and bills, regulatory
notifications and confirmations, as well as a wide
variety of marketing offers intended to cross-sell and
upsell services and products. There are enrollment
kits, welcome kits, rollover kits and communications
designed to interact with customers in a highly
personal and effective way. In addition to consumer-
directed material, there are also annual contract
reviews and other business-to-business relationship
documents that provide a chance to strengthen

existing relationships and extend them into new areas.

For all of these types of documents, the most effective
are those that are personalized for the recipient and use
good information design strategies that include color.
All of these things are possible, as long as you have the
technology in place that allows you to do it.

Color, when used effectively,
can be a powerful tool for
communication. Apart
from improving
aesthetic appeal,
other advantages
include reduced
errors in
interpretation and
increased comprehension.

- EDSF 2005 Trends
Survey, June 2005

Don't let technology
hold you back.

Holding back many organizations is out-of-date
print technology that prevents the implementation
of dynamic, full-color, personalized customer
communications. Kodak customers are using these
techniques today to produce personalized,
customized and targeted communications that

not only communicate more effectively, but save
them money, too!

Move beyond
traditional approaches.

Creating a personalized and customized experience
by using what you know about your customers to
create micro-versioned customer communications

is not a new thing. Every bill and every statement

are micro-versioned for their recipients with the
transaction information that describes their
relationship with the biller. It may be confirmations
for a series of stock transactions, receipts for deposits
to a retirement plan, a quarterly wealth-management
statement or an account review, but it is all specific
to the relationship between the financial-services
provider and its customer.

In the past, the personalization and micro-versioning
stopped with the transaction detail, but today's
financial-services organizations know that
competition is fierce and they need to find new ways
to engage their customers, to ensure that they remain
loyal and active. TransPromo techniques use the
information available about the customer from
company databases, link it to publicly available
demographic information and integrate that
information into proactive document design
that can cement that relationship and
drive new top-line revenues.







An action plan for results

If you are not sure how to start, here's a sample plan to get you started:

* |dentify the types of customer communication
you currently have:
- Statements
- Confirmations
- Welcome kits

- Customer acquisition and re-acquisition
solicitations

- Regulatory notifications

¢ Identify what you know about your customers:
- Name and address
- Publicly available demographic information
- Investment patterns

- Products and services currently used or
previously used

* |dentify how often you communicate with your
customers and what means are used:
- Weekly, monthly, quarterly, annually
- Personalized direct mail, online, by phone

- How many types of communication
per customer

Make the shift today:.

While there are only six steps to this program, it will
be time consuming to execute. The results, however,
should be measurable increases in customer loyalty
and top-line profits.

In addition to enhancing your overall customer
communications program, adopting a Kodak
Versamark printing system means that you can
eliminate preprinted forms and all of the costs

To learn more about solutions from Kodak:

* Review the material sent to the customer:
- Brand consistency
- Relevance of offers
- Level of personalization

* Form a team to review current program:
- Include marketing, IT and product managers
- Identify communications goals
- Develop data-analytics plan

- Identify changes to current communications
program
- Develop plan for implementation

* Identify internal and external marketing partners:
- Execute
- Design new customer communications
Monitor and measure
- Expand marketing offers
- Increase segmentation when appropriate
- Review and improve

associated with them. You eliminate the time lost to
stock changes and the waste from out-of-date stock.

TransPromo is the next paradigm shift in customer
communications. Ask us how you can use TransPromo
today to create your next generation of financial
communications.
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