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Creating Deeper
Connections throug
Direct Marketin
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GCS Direct Marketing

We decommissioned our B2B Prospect Direct Mail Program at the

end of 2017

We were achieving greater
efficiency when we exited...

Annual ROI:
200% (peak) —449% (2017)

But, the competition

Consideration & awareness

= [E0

EARN A WELCOME BONUS OF UP TO

75,000

MEMBERSHIP REWARDS
POINTS'

CHOOSE WHERE YOUGET3XPOINTS |

AMERICAN
EXPRESS

1. 2017 GCP Brand Benchmark

continued... suffered
DISC@&VER Prospect
R Consideration
talOne
Cfﬁ CapliCne declined 700bps
CHASE O
Only 7% of
® prospects think
4 4 Funding we provide
I‘ Circle access to money
ondeck =

.O.
ol 1

LendlngCIub 868 SOF|
OBlueVine 'Em“”%'%???

and financing to
help run their
business!

2. 2016-2017 data (EDA December '17 Month End Report); versus 35% NNA across all Prospect




GCS Direct Marketing

We learned from the legacy program and built better experiences

Learning from legacy program

Poor data

quality,
High mail |
frequency [

Stop the madness! | mean
the mailings! —
GCS Prospect, 2017

Targeted
undesirable Mail Pieces sent into 200% ROI

prospects funding levels.
Relied on high

welcome -

offers LAl G i

AMERICAN
EXPRESS

N\

This material contains information that is proprietary and confidential to American Express. It cannot be shared with third parties without
American Express’ written consent. AMERICAN EXPRESS PROPRIETARY & CONFIDENTIAL. DO NOT COPY. DO NOT DISTRIBUTE.

Building better experiences

Leading with a needs-based solution
orientation

Leveraging intelligence to derive credit/
funding need and “right” product fit

Respecting the SBO decision making
process while providing a seamless
path to conversion

Gracefully integrating with other
channels (e.g., digital) to reflect SBOs
omni channel reality

Always demonstrating the Powerful
Backing of American Express




Remain fluid and evolve

Medium

* What is the preferred
medium?

» What are the attributes of
the medium?

= Creating synergies

Tone, Cadence and Timing

* What are my customers
saying? (Literally)

= Am | paying attention to the

market?

* Adjust timing, cadence and

tone

Amex Savings Direct Marketing

Response and Assistance

AMERICAN
% This material contains information that is proprietary and confidential to American Express. It cannot be shared with third parties without
American Express’ written consent. AMERICAN EXPRESS PROPRIETARY & CONFIDENTIAL. DO NOT COPY. DO NOT DISTRIBUTE.

* |s my application easy?

* |s my communication
clear?

= Give options
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Bridging the Print and Digital Space

Vanity URL: The traditional approach

Informed Delivery: The multitouch approach bridging print and digital media

QR Code: Convenience and experience

Email Secondary touchpoint

Digital

AMERICAN|
EXPESSs This material contains information that is proprietary and confidential to American Express. It cannot be shared with third parties without

American Express’ written consent. AMERICAN EXPRESS PROPRIETARY & CONFIDENTIAL. DO NOT COPY. DO NOT DISTRIBUTE 7



GCS Direct Marketing

We learned from the marketplace and evolved our strategy
Direct Mail in 2020... Respect the Marketing Funnel

Considerat

* |nformative

* |nteractive

* Relevant

CONNECTS OFF LINE TO INTEGRATES WITH THE
ONLINE, EASILY CUSTOMER JOURNEY

* Educational

Product
Solution
Awareness

* |nformed by, and

linked to digital
| » X * Direct
5&?3#;‘ * Urgent

* Reflects core elements
of decision journey

LIVES BEYONG THE LEVERAGES UNIQUE
OPENING MOMENT FORMATS



GCS Direct Marketing

X
@

We imagine how Direct Mail will evolve in the future

Fueling demand for Adirectlink to Aninvitation and A warm relevant
our full product contentand education for high follow up toa non
suite (with changes experiences on value prospectsin converted site
in eligibility and site advance of telesales visitor
bundling) contact
E American Exprass witon consent AMERICAN EXPRESS PROPRIETARY & CONFIDENTIAL DO NOT COPY. DO NOT DISTRIBUTE. 9



Are traditional marketing approaches still
relevant in an Omni-Channel World?



DM and digital combined dramatically increase
performance

68% 63%
° 60%
53%
39%
Conversion
9)
Rates 1 }Aj
increased increased increased increased increased increased
website visits  response ROI leads trafictoa  downloads
rates business
location Sources: Compu-Mail compiled
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Consumers view healthcare and financial-services businesses as the most trustworthy.

Respondents choosing a particular industry as most trusted in protectigg of privacy and data, % (n = 1,000)

Healthcare Pharmaceuticals/ Retail Advanced Aerospace Automotive Consumer Media and

medical glectronics and defense and assembly packaged entertainmeant

& goocs

Financial Electric power/ Technology Travel, transport, Telecom- Public Agriculture Oil and

services natural gas and logistics munications sector and gas
government
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