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The Compa[)y”j//f

A DeepTarget Inc. is amsight driven digital marketingsolutions
company; its paterdpending software is rapidly redefining
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A The DeepTarget Team: Over 25 years of software developmen
experience and over 60 years combined in sales, marketing or

management.

A The focus of DeepTarget OLB, eLert and eStatement products
are Financial Institutions. DeepTarget Email is for any industry.

A With the significant growth in the online advertising and digital
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factor to marketing.
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—/l The Imbalance Between
Online Media Consumption
Versus Ad Spend
Magazines F
Radi *
- « % Ad Spend by Media
Newspapers
| M % of Time Spent by
Households
TV

Source: Forrester Research U.S. Online Marketing Forecast 2005-2010, 08/05

A Animbalance was
recognized a few
years ago

A The correction is
occurring today

A The shift to digital is
also accelerated by
the economic
downturn
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What are the Marketing Trends?

Interactive marketing spend will reach nearly
$55 billion
$60,000
bile marketing
550000 Sockl e
Interactive  $40.000 Display advertising
marketing
spend $30,000
(US $ millions) ?
$20,000 d h
Aﬁ W y » Search marketing
$10,000
$0
2008 2009 2010 2011 2012 2013 2014 CAGR
Mobile marketing $232  $39) $561 $748 8950  $1131 81274 0%
Socialmedia $455°  $716  $935  $1217  $1840  $2250 $2113 4%

Email marketing $1170  $1248  $1355 $1504  $1676  $1867  $2081 1%
Display advertising $7809 $7820 $5395 $9846  $11732 $14339 $16800 17% Source:
Search marketing $13516 $15303 $17.765 $20763 $24200 $27786 $31588 15% Forrester

Total $23073 $25577 $29012 $34077 $40306 $47378 $54956 17%

Percentofallad spend | 8% 10% 1% %% % iew o> March 2009

Source Forrester Recearh eerscive Adverbang Forecast, 408 (US Only)

This growth is due to marketers seeking lower cost, more accountable channels which

are also widely used by their customers. This year, we are also finding that marketers
[

are migrating dollars away from traditional channels and into interactive ones.
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Ther ef or e

Interactive budgets will grow from
traditional ones

“How will you fund increases in your company’s interactive marketing budget?"

W wal increase budget for Interactive by shiftng money
away from traditonal marketing

We wil increase budget for Interactive with ne budget
¢hange 10 radsonal marketing

We wllincrease budget for both Irkeractive and traditional

W have no phans 1o InCreass our intéractive markatng
budget

Dont know

0% 10% 20% 30% 40% S50% 60%  T0%

Source:

T Forrester
@  March 2009

Source March 2009 US Interactivie Markeling Forecast Onling Survey

Direct mail and print are suffering the most loss to interactive tools. According to our
survey, 40% expect to cut direct mail budgets, while 35% will decrease newspaper
spend and 28% will slash magazine money in order to spend more in interactive media.
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Direct mail and print will lose the most share to
interactive

“Which of the following traditional marketing budgets will you decrease
in order to fund Increased Interactive marketing?"

Drect mal B j40%

Source:
Forrester
March 2009

None of the above |

Caner §

0% % 10% 15% 20% 25% 30% 3% 40% 4a8%

Base 204 markeders o

Source. March 2009 US Intéractive Markoting Forecast Oning Survey
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Why DeepT@[,géf;QI:B?/

A s your Online Banking generating revenue?

A Is your current marketing strategy cosdffective?

ALa8 GKS | O02dzyi K2f RSNQ& SELJIS

A How are you reaching out and croselling today?

A Are you being competitive?

AL& @2dz2NJ CL UKS FF00O2dzyi K2t RS

A Can yourackthe results of your marketing campaigns?

A Is your Software ROI greater the#D0%?

ALT GKS IyagSNI G2 Fye 2F GKS
transform your online banking environment to increase your
revenue 24 X 7, with relative ease and little of your time.
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How it Works

Link to this Web page on click

Age 18-34 AND HHIncome == 30,000
ALDM and hag HE Loan and no Aute Loan hitp.iwewrw . deeptarget. com/almentfederalllcan cc html

Age 18-44 And HHIncome = 30,000 and -

ALDZ hag Credit Card and no Aute Loan hitp:/iwowew . desptarget. com/almentfederalllcan cc.html

mire for lanagthen ol e

Haz aute loan that Open Date iz == 128
ALDZ AND == 24 monthg ago hitp.iwewrw . deeptarget. com/almentfederalllcan cc html

1 7 Feady for your niext car? Yeur Auto
e’ Lean ix masuring an [ManseDate]

Haz auto loan with MaturityDate <=8
AL12 months fo go hitp:/iwowew . desptarget. com/almentfederalllcan cc.html

Everyons needs a carl E

Doesz not have a aute loan AND Age ==
AL1E 18 CLICK to CLOSE FORKM

@ Whether you're looking for practical,

AL NumServices=2 AND Has Checking hitp:/iwowew . desptarget. com/almentfederalllcan cc.html
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1.1 Marketing Within-©Online Banking (7

Personalized Banner
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