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Santander Groep

Banco Santander S.A. and Santander Consumer Finance Benelux B.V. advise that this presentation
contains representations regarding forecasts and estimates. Said forecasts and estimates are included in
several sections of this document and they include, among others, remarks on the development of future
business and future returns. Although these forecasts and estimates represent our opinions regarding
future business expectations, perhaps certain risks, uncertainties and other relevant factors may lead the
earnings to be materially different from what is expected. Included among these factors are (1) the
situation of the market, macroeconomic factors, regulatory and government guidelines, (2) variations in
domestic and international stock exchanges, exchange rates and interest rates, (3) competitive pressure,
(4) technology developments, (5) changes in the financial position and credit standing of our customers,
debtors or counterparts. The risk factors and other fundamental factors that we have stated could have an
adverse effect on our business and on the performance and earnings described and contained in our past
reports, or in those that we shall present in the future, including those filed with regulatory and supervisory
entities, including the Securities Exchange Commission of the United States of America.
N.B.: The information contained in this publication has not been audited. However, the preparation of the
consolidated accounts has been established on the basis of generally accepted accounting principles and
criteria.
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Santander Consumer Finance

® Santander Consumer Finance is
part of Santander Group SoreumER PR AncE

® Santander has founded Santander
Consumer Finance in 2003

" SCF is present in 13 countries,
has over 124.000 partners, 16,8
million customers and is leading in
the field of consumer finance in
the Eurozone
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Santander Consumer Finance Benelux B.V.

= Santander Consumer Finance Benelux B.V. is
present in the Netherlands with 242 employees and
Belgium with 114 employees. Multiple branches in
Belgium.

Specialised in:

®  Retail Finance business in the Netherlands and
Belgium

® Automotive business (both consumer finance and
lease as stock finance) in the Netherlands

® Direct business in the Netherlands and Belgium
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Considerations when pitching for investment
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Considerations when pitching for investment

m The big picture
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Considerations when pitching for investment

m The big picture

Is Marketing Automation able to enforce your strategy & business plans ?
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Considerations when pitching for investment

m Technical impact
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Considerations when pitching for investment

m Technical impact

Build something yourself or buy ‘off the shelf’ ?
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Considerations when pitching for investment

m Technical impact

Technical integration

» Datawarehouse !

» Email platform

» Home banking platform
» Sales CRM system

» DM handler (full perso)
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Considerations when pitching for investment

m Organisational changes
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Considerations when pitching for investment

m Organisational changes

» Develop analytical capability
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Considerations when pitching for investment

m Organisational changes

» Alignment of sales & marketing processes :

» Customer segmentation to determine proposition

» predictive modelling to improve effectiveness

» fully automated campaign cascade of channels

» transactional triggers pushed towards sales agents
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Considerations when pitching for investment

m Organisational changes

» Segmentation, data selection & campaign scheduling : by
business owners, not IT.
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Considerations when pitching for investment

m Business case
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Considerations when pitching for investment

m Business case

» identify the levers to increase income and/or to reduce costs

» quantify the Key Performance Indicators in order to measure
success.
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Considerations when pitching for investment

m Be convincing
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Considerations when pitching for investment

m Be convincing

» Influence your stakeholders : decision makers, (IT-) enablers,
colleagues

» Find a good Sponsor for your project

» Deliver quick wins rapidly
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Santander’s initial project plan

Objective = build an in house tool for triggered campaigns
But then we started writing requirements...

m integrating all channels (paper, email, home banking, ...)

m prioritisation of simultaneous campaigns

m setting up conditional flows

m finding optimal marketing pressure

Conclusion
m this is not someting we should develop ourselves
m find something off the shelf that we can adapt to our needs

&» Santander
CONSUMER FINANCE



20
Define our business requirements

= which customer behaviour triggers our sales ?

m what do we do when there are multiple triggers for a customer ?

m what response makes our campaigns successfull ?

m which communication channels do we want to use ?

m can we detect the preferred channel of each individual customer ?
m which campaigns do we want to run in parallel ?

m how much automation do we want?
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Finding a supplier that can

m integrate
— Email platform
— Home banking platform
— Sales CRM system
— Paper mails
— Response measurement with visual reporting

m send out automated trigger campaigns via different
communication channels

m which supplier can help us with that?

=» SAS Marketing Automation and SAS Visual Analytics
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Convincing our decision makers

m Building a ‘proof of concept’ with SAS on our data
— illustrate that business users can ‘programm’ campaigns
 No SQL code necessary
« Drag and drop
« Easy training
— analysts should build models and segments, in stead of data
selection programming

m Business case
— improve the campaign results with the same marketing budget
— sales efficiency through prioritisation of leads = increase conversion
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Different phases of implementation

m Data mapping between our datawarehouse and Cl Studio
m Set up campaigns in Cl Studio

m Define priorities of each campaign

m Define response definitions

m Set up Visual Analytics reports
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Integration with suppliers

m Look for an email platform that can

— Pick the email template depending on elements in the SAS output
— Send the campaign automated via SAS commands

m Look for a direct mail handler that can

— Initiate a full colour personalised direct mail pack based on elements in
the SAS output
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Analysis used to re-align sales & marketing processes

m Segment customer base for your product offers

m Determine marketing efforts for segments based on profitability

—cascading communication channels
 Emall
« Direct Mall
« Telemarketing
* Branches
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Predictive model segmentation product 1

Variable 1 Variable 2 Variable 3 Expected Response Validated Response|

7,40% 17,0%

2 a no yes 7,80% 15,2%
3a b yes yes 1,90% 3,7%
3b c yes yes 4,60% 7,0%
4a b no yes 1,10% 3,7%
4b c no yes 4,50% 6,7%
5 a yes no 2,60% 2,5%
6 a no no 2,20% 1,2%
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Marketing effort vs. Segmentation product 2

Customer shows interest in product 2

»

8 Good profiles Premium
]
Q
& High marketing effort Highest marketing
S effort
Customer shows good
> : .
= credit behavior
‘S Inferior High credit appetite
8
o No marketing effort Lower marketing
e effort

Probability of response
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Drag and drop
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Drag and drop
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Drag and drop
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Twitter Contest — Tweet to win prizes! ’

2. What should be the main task for the marketing analyst ?
— A. Building models for segmentation
— B. Data preparation and data selection
— C. Designing and scheduling campaigns

Tweet your answer :
Example : @spicyanalytics 2C

N T

Start of your tweet  Question # Your answer
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Questions
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