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We have received a number of industry awards and honors for our work
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Kaiser
Permanente
Best Practices

Award

For database and
communications
development
leading to 18%
increase in
Medicare
Supplement sales
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ERNST & YOUNG

Ernst & Young
Most Effective
Campaign
Award

For leadership in
developing the
“VideoBrat”
campaign for
SquareSoft, which
increased game
sales 12%.

(participation in)
American
Advertising
Federation Gold
Addy Award

For contributions to the
"Get it All Together at
Publix" campaign for
Publix Supermarkets,
which catapulted Publix
to #1in on the
Progressive Grocer list of
Most Profitable US
Grocery Chains

AAF NDWEEK

(participation
in) Adweek "Ten
Best" Campaign
Awards

For contributions to
the "Burger King
Town" campaign,
which

exceeded McDonald'
s share-of-
households TV rating
for the first time in
Burger King history.

AVIEERICAN

MARKETING
ASSOCIATION

AMA Silver Effie
Award for
Marketing
Effectiveness

For contributions to the
“Monique” campaign
for the Florida Ballet,
which increased
attendance by 310%,

a@mr.i

AIMRI Best
Qualitative
Research Award
For white paper
"Effective Use of

Gatekeepers in
Medical Research"
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American Express Brand Typology

Simplifier
11%

Affinity

Commander

14%

Skeptic

26%

Saver
9%

v

Value
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The Pilot is more likely than the other types to say:

“The main benefit of an OBT is its ability to incorporate
company policies like spending limits into its functions.”

“A TMC creates useful consistency by making multiple offices
play by the same rules.”

“A TMC reduces costs naturally because it makes a traveler’s
booking costs semi-public, so more people can see them.”

“The main benefit of a TMC or OBT is that we can see all travel
activity in one place on the dashboard.”
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The Frenetic is more likely than the other types to say: h’

i

“The main benefit of a TMC is that relieves daily pressure on
staff members.”

“The main benefit of a TMC is that it effectively tackles last-
minute issues or emergency changes in travel plans.”

“The main benefit of a TMC is that it reduces stress.”

“I must know where all of my travelers are in order to do a
good job.”

“I measure the worth of a TMC by how quickly it helps us
respond to an emergency travel situation.”

“Our business travelers feel a greater sense of independence
when there’s a TMC.”

4
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The Skeptic is more likely than the other types to say:

“It's not certain that we’ll get better rates on the whole if we use
a TMC.”

“There’s no real difference between working with a TMC and
just partnering with a great travel agency.”

“A TMC is beyond the level of complexity our company needs.”

“While a TMC can do a lot of things, it can’t solve the basic
problem of travel chaos at our company.”

“An OBT is nothing more than an Online Travel Agency (e.g.,
Expedia, Kayak, Priceline) with some cool additional features.”

“I don’t care how other units or offices of my company manage
travel. | am focused only on my own.”

=4
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The Caregiveris more likely than the other types to say:

“Our business travelers can’t understand how to book their own
travel online.”

“An OBT is intimidating to our business travelers.”

“Most of the travelers at our company have no interest in
controlling travel costs.”

“If the procedures and functions of an OBT aren’t intuitive to the
travelers, you might as well throw it out.”

“A fancy OBT is of no benefit at all if we can’t get Customer
Service help when we need it.”

“An OBT helps internal staff more than it actually helps the
business traveler.”
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The Economizer is more likely than the other types to say:

“The main benefit of a TMC is that it reduces the company’s
travel costs overall.”

“A TMC helps me to be a cost-saving hero at my company.”

“If the TMC or OBT can’t issue meaningful and useful reports,
you might as well throw it out.”

“If an OBT does not work with our Expense and HR systems, you
might as well throw it out.”

“The main benefit of a TMC or OBT is its set of analytical tools.”

\—
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Pilot

Aftitudes

More likely than other types to say:

® The main benefit of an OBT is ifs
ability fo incorporate company
policies like spending limits info its
functions.

* A TMC creates useful consistency
by making multiple offices play by
the same rules.

* A TMC reduces costs naturally
because it makes a traveler’s
booking costs semi-public, so
more people can see them.

* The main benefit of a TMC or OBT
is that we can see all tfravel
activity in one place on the
dashboard.

Most common titles

« CEO / Chief Executive Officer

- Executive Director/Managing
Director

» General Manager

4
N

Business Characteristics

¢ More likely than other types to work
for companies with sales of $1 billion+.

¢ More likely than average to work at
companies with >1,000 employees.

e Common industries are Professional,
Scientific, and Technical Services,
Tourism and Travel, Transportation and
Warehousing, Financial Services, and
High Tech.

TMC/OBT/travel interactions

e More likely than other types to say
the company “always” needs help
from the TMC for air and hotel
bookings.

* More likely than other types to have
a supplier negotiated agreement
with airlines and hotels.

* More likely than other types to
make 75% or more of bookings
online.

AMERICAN| GLOBAL
EXPRESS -Brgi\ll"élE.ss

What's important

Great account management
System stability and up time

Ability to easily set and enforce
company policies (like spending
limits)

Global coordination and confrol
Great Customer Support

Ease of use for the business fraveler

Preferences for TMC's

Strongly prefers American Express
Global Business Travel and gives them
high ratings for many attributes.

Also likes CTM, Ctrip, and Travel &
Transport.

Gives Egencia high ratings for...

Ability to easily set and enforce
company policies (like spending
limits)

Analytics and Reporting Capability
Travel Risk Management

Global coordination and confrol

Y
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Attitudes Business Characteristics What's important

More likely than average to say:

® The main benefit of a TMC is that
relieves daily pressure on staff
members.

* The main benefit of a TMC is that it
effectively tackles last-minute
issues or emergency changes in
fravel plans.

® The main benefit of a TMC is that it
reduces stress.

® | must know where all of my
fravelers are in order to do a good
job.

® | measure the worth of a TMC by
how quickly it helps us respond to
an emergency fravel situation.

® Our business travelers feel a
greater sense of independence
when there's a TMC.

Most common titles

» Travel Arranger/Travel Booker

» Office Manager/Office
Administrator/Office Coordinator

* Project Manager

» Travel Manager/Global Travel
Manager

e Frenetics are bimodal: they are

concenfrated in some companies
with <500 people and some
companies with >10,000 employees.

Similarly, they are concentrated in
some companies with <$5 million in
sales and some companies with >$100
million in sales.

Common industries are Consulting
and Business Services, Manufacturing,
Information Technology, Retail Trade,
Professional, Scientific, and Technical
Services, and Tourism and Travel.

TMC/OBT/travel interactions

More likely than other types to say
“most travelers have an assistant or
planner book for them.”

More likely than average to say 50%
or more of bookings are made
online.

More likely than other types to say

they "often” need the assistance of
a TMC to book air and hotel.

Great help for travelers on the road

Great availability of travel options for
our fravelers

Great Customer Support
System stability and up time

Preferences for TMC's

More likely than average to prefer
Omega World Travel, Traveldoo,
TravelPerk, Fox World Travel,
American Express Global Business
Travel, Uniglobe, and Flight Centre.
Among OBT's, more likely than

average to prefer TripActions,
TravelPerk, and Traveldoo.

Gives Egencia high ratings for...

Greaft help for fravelers on the road

Great availability of travel options for
our travelers

Ease of use for the business traveler

Beftter travel (air, hotel, rail, car, etc.)
rates

Flexible customer support options
(e.g., dedicated teams, 1-on-1

Q_”Jj executive support, etc.)

CASCADE 11
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Skeptic

Aftitudes

More likely than average to say:

It's not certain that we'll get better
rates on the whole if we use a
TMC.

There's no real difference
between working with a TMC and
just partnering with a great travel
agency.

A TMC is beyond the level of
complexity our company needs.

While a TMC can do a lot of
things, it can’t solve the basic
problem of travel chaos at our
company.

An OBT is nothing more than an
Online Travel Agency (e.g.,
Expedia, Kayak, Priceline) with
some cool additional features.
| don't care how other units or
offices of my company manage
fravel. | am focused only on my
own.

Most common titles

* Owner/Partner

* Project Manager

Business Characteristics

More concentrated than other
types in companies with less than
$10 million in sales and fewer than
250 employees.

Typically serves 100 or fewer
business travelers

Common industries are Arts,
Entertainment, and Recreation,
Retail Trade, Health Care and Socidal
Assistance, Agriculture, Forestry,
Fishing, and Automotive.

TMC/OBT/travel interactions

More likely than other types to
make 75% or more of bookings
offline.

More likely than other types to say
the company “rarely or never”
needs help from the TMC for hotel,
air, rail, and auto.

More likely than other types to say
all travelers book travel for
themselves.

AMERICAN| GLOBAL
EXPRESS -Brgi\ll"élE.ss

Skeptic

26%

What's important

Not above norm for any attribute; at
norm for wanting the following:

® Better fravel (air, hotel, rail, car,
etc.) rates

® Reduction of company travel
costs on the whole

® Ease of use for the business
fraveler

* Great Customer Support

Preferences for TMC’s

Most common choice is “none,” but
will occasionally choose Flight
Center, Traveldoo, Tempus, DERPart,
and Serko.

Gives Egencia high ratings for...

Generally does not give high ratings,
but gives Egencia moderately high
ratings for employee perks and ease
of use for the business traveler.

Y
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Caregiver

Attitudes

More likely than average to say:

® Qur business fravelers can't
understand how to book their own
tfravel online.

® An OBT is infimidating to our
business travelers.

* Most of the travelers at our
company have no inferest in
controlling travel costs.

® |f the procedures and functions of
an OBT aren’t intuitive fo the
fravelers, you might as well throw it
out.

* Afancy OBT is of no benefit at all if
we can't get Customer Service
help when we need it.

® An OBT helps internal staff more
than it actually helps the business
fraveler.

Most common titles

» Travel Coordinator
» Travel Arranger/Travel Booker

» Executive Assistant/Administrative
Assistant/Management Assistant

Business Characteristics

More concentrated than average in
companies with >500 employees and
$10 million or more in sales.

Common industries are Aerospace/
Aviation, Telecommunications,
Administrative Support Services,
Automotive, Information Technology,
Financial Services, Construction, and
Chemicals.

Caregivers are the most likely among
all the types to say "l supervise people
who manage travel for our personnel”
or “I manage the system that our
personnel use to book travel.”

TMC/OBT/travel interactions

More likely than other types to say
“most or all of our business travelers
book travel for themselves.”

More likely than other types to say
“we're considering it” when asked if
the company has supplier
negotiated agreements with hotel,
air, rail, and auto.

More likely than other types to say
"occasionally” or “often” when
asked how frequently the company
needs assistance from the TMC.

What's important

AMERICAN]|
EXPRESS

LOBAL
BUSINESS
TRAVEL

The Caregiver is at norm for wanting
everything; key needs are:

* Employee perks (like money back,
loyalty points, efc.)

® Analytics and Reporting Capability
* Travel Consulting
* Great account management

Preferences for TMC's

¢ The Caregiver is the most likely among
all the types to prefer Egencia as both

TMC and OBT.

e Other preferences are BCD, Adelman,
Travel and Transport, and Direct Travel.

Gives Egencia high ratings for...

» The Caregiver is at norm for all ratings
of Egencia; leading ratings are:

» System stability and up time

« Travel Consulting

» Great help for travelers on the road
* Expense and HR system integration
+ Travel Risk Management

13
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Economizer

Aftitudes

More likely than average to say:

®* The main benefit of a TMC is that it
reduces the company’s travel
costs overall.

* ATMC helps me to be a cost-
saving hero at my company.

® |f the TMC or OBT can'tissue
meaningful and useful reports, you
might as well throw it out.

® If an OBT does not work with our
Expense and HR systems, you
might as well throw it out.

® The main benefit of a TMC or OBT
is ifs set of analytical tools.

Most common titles

» Travel Manager/Global Travel

Manager

» General Manager
» Office Manager/Office

Administrator/Office Coordinator

« Travel Director

Business Characteristics

Tend to be concentrated in
companies with >1,000 employees
and >$50 million in sales.

Common industries are Consulting
and Business Services, Management
of Companies and Enterprises,
Information Technology, Chemicals,
Government/Public Administration,
Education/Educational Services,

Telecommunications, Manufacturing,

and Professional, Scientific, and
Technical Services.

Economizers are the most likely
among all the types to say "l analyze
fravel costs.”

TMC/OBT/travel interactions

More likely than other types to say
the company has supplier
negotiated agreements with hotels
and auto rental companies.

Tend to make 50% or more of their
fravel bookings online.

AMERICAN]|
EXPRESS

Economizer
9%

What's important

» While the Economizer tends to think

everything's important, leading needs

are the following:
» Expense and HR system integration
* Analytics and Reporting Capability

» Ability to easily set and enforce
company policies (like spending limits)

» Better fravel (air, hotel, rail, car, etc.)
rates

» Reduction of company travel costs on
the whole

Preferences for TMC's

LOBAL
BUSINESS
TRAVEL

e The Economizer is like the Pilot in
preferring American Express Globall
Business Travel, but also likes Ctrip,

World Travel, Flight Centre, and CWT.

Gives Egencia high ratings for...

« Economizers generally do not give
Egencia high ratings, but they give

Egencia moderately high ratfings for:

» Ability o easily set and enforce
company policies (like spending limits)

» Better travel (air, hotel, rail, car, etc.)
rates

» Global coordination and control

14




Collaborator

Attitudes

More likely than average to say:

* The great benefit of a transition from on-
premise-installed design software to a
Cloud solution is that it willimprove the
ability of the students to access the
software.

* If we change the design software from on-
premise installation to the Cloud, the
licensing cost will be lower.

* The great benefit of a fransition from on-
premise-installed design software to a
Cloud solution is that the burden on our IT
Department will be reduced.

® Transitions from on-premise installed
software to Cloud solutions are inevitable,
and we should just fake them in stride.

* |f we use the design software in the Cloud
and the software maker charges us more
for hosting fees, I'm okay with that.

Less likely than average to say:

* Changing the design software from on-
premise-installed to a Saas$ solution would
be a very painful transition for our
institution.

* | dislike the idea of switching the design
software from on-premise-installed to a
Cloud solution because | want all my work
stored locally on my own computer.

* | worry a great deal about security if we
switch our design software from on-
premise-installed to the Cloud.

* |I'm skeptical of changing on-premise-
installed design software to a Cloud-based
solution because infernet connections are
not always reliable.

Academic Characteristics

While most are working at public or private
universities, they have strong concentrations
in:

e Corporate-sponsored educational
institutions

¢ Internal training divisions of corporations

¢ Continuing education institutions.

Most are supporting undergraduate,
graduate, and doctoral candidates, but
they have strong edges in:

e R&D students

¢ Special Projects students working in
industry partnerships

* Corporate employees.

Most are serving at schools with roughly
1,000-10,000 students. They are less likely
than average to be at small schools (under
1,000).

Most common engineering class sizes are
10-49 students, but they are more
concenfrated than average in class sizes of
100-499 students.

Titles/Departments

They are spread across many titles, the most
common being Professor or IT Manager.
They have stronger-than-average
concenfrations in:

* Assistant Professor

+ Professor Emeritus

* Department Chair

* Department Administrator

* Department Support Staff

+ Assistant IT Director

* Member of IT Staff.
While they are found in all engineering
departments, their sfrongest concentrations
are in:

* Industrial Engineering

* Elecftrical Engineering

Countries most often found in

Strongest concentrations are in:
*» Germany
* US
e China
* Brazil
* India
* Egypt




Siemens attitudinal shape

Degree of Agreement
Mean Score

4 5 6 7 8 9

Phraseology of the question: “How sirongly do you agree with each of the following statements about _
technical design software or your academic experiences in general?” (A 1-to-10 scale was shown.) . = Collaborator

I A e I O B
Collaboration with industry is as important for classroom education as it is for research. .
Students want to rush to Cloud-based design software but we have to proceed cautiously to make sure everything works properly. | | | | | | | | | | | | | | u | |_ | | |
| would invest great time and energy learning new software and updating curriculum if | knew it would help my students succeed in industry. .
The technical design software makers should ask us about our needs but they don't. | | | | | | | | | | | | | | ! | | | | |
At my university we have great difficulty atiracting the cooperative indusiry projects we want. .

When we give the students simplified educational versions of design software, they complain that they are not learning the software that they will need to use in their jobs. | | | | | | | | | |

We don't have to worry about data privacy with technical design software because there’s little or no sensitive data to protect. .

.

The leading technical design software makers should help us attract more cooperative industry projects. | | | | | | | | | |

My research projects really determine the technical design software | use for classroom teaching. .

I'm skeptical of changing on-premise-installed design software to a Cloud-based solution because infernet connections are not always reliable. | | | | | | | | | |

Software makers should collaborate with us more frequently to improve course material and curricula.

I'm willing to learn new technical design software that benefits the students even if it doesn't help my research projects. | | | | | | | | | |

000

| dislike the idea of switching the design software from on-premise-installed to a Cloud solution because | want all my work stored locally on my own computer. ﬁ

The great benefit of a transition from on-premise-installed design seftware to a Cloud solution is that it will improve the ability of the students to access the software. | | | | | | | |

The great benefit of a transition from on-premise-installed design software to a Cloud solution is that the burden on our IT Department will be reduced.

Changing the design software from on-premise-installed to a Saa$ solution would be a very painful transition for our institution. | | | | | | | § | | | | | | | | | | |

| worry a great deal about security if we switch our design software from on-premise-installed to the Cloud.

Qur university can’t afford technical design software with full industrial-strength functionality. | | | | | | |j | | | | | | | | | | | |
Those who advocate switching from on-premise-installed design software to a Cloud solution do so more because it's trendy than because it's substantively good. .

We have formal, written security standards we expect the design software makers to adhere to. | | | | | | ' | | | | | | | | | | | | |
Transitions from on-premise installed software to Cloud solutions are inevitable, and we should just take them in stride. .

If we change the design software from on-premise installation to the Cloud, the licensing cost will be lower. | | | | | | ! | | | | | | | | | | | | |
When we use industrial-grade software with the students, they complain that it's too hard to use. .

If we use the design software in the Cloud and the software maker charges us more for hosting fees, I'm okay with that. | | q | | | | | | | | | | | | | | | | |

©

CASCADE 16
STRATEGIES

INCORPORATED




STRATEGIES

CareQOregon

« CareOregon gave us a large
volume of internal member
files for statistical exploration.

«  We used Deep Learning
exploratory techniques to help
CareOregon focus on the
“Healthy at Any Age” persona.

« We developed an Al-based
application to help
CareOregon improve their
Medicare Star scores by
focusing on the needs of this
persona.

— After 18 months of effort,
CareOregon was able to
achieve the 5-star rating it
sought.

\—
CASCADE

RATED

Dashboard

Dashboard

Healthy at
Any Age

Condifions.

* Quite healthy. More ikely than other
fypes fo have none of the fited ACG
condifions.

* Less ikely than ofher fypes fo have
have any of the aiments isted on
the pubiic fle.

* More kely than other types fo bein
the "Low Rik” and “Healthy” groups.

Leading PCP's

* Rosewood Fomily Health Cenfer
* Columbia Medical Clnic PC
Tiobets St

Walace Medical Concern
8eaverton Famiy Medicine
Bridge City Family Medical Clinic
Rosewood Fomily Health At Lents
Legacy Clinic Comell Farmily
Medicine

* Rogue Community Heaith Medford
Clinic

« Oregon Gity Medical

Tenure

+ Exremely new fo CareOregon.
Amost haif of his segment has been
with CareOregon for less than a year.

Demographic Characteristics

« The majority of ihis segment is 65+,

« The “balance group'
is 21-44, but 21-34 inde
high.

« Most ikaly of all the types fo be
maried.

« Incomes and are

(Agency may wish Healthy at

to select images)

Lifestyle characteristics/inferests

+ Heaviest user of the Infemet
among ol the fypes

+ More ikely than average fo have
“Conservaive” or "Libertarian”
polifical leanings.

+ Inferested in work-at-home issues
and fishing,

generaly middiescale.

« Largest household sizes among oll the.
fypes.

« Shortest length of residence among
allthe fypes.

« More fikaly than other fypes fo own
the¥ home. Home values are low fo

« Largely white, but the segment has @
sight overepresentafion of Asians
Hisparics.

* Less liksly than ofher fypes fo have a
breakin coverage, a change in plon,
or aninvoluntary of voluntary.
disenrolment

* Less likely than other fypes fo have
taken advontage of any of the
screenings or assessments.

Jy thon the other fypes fo have

ted the Health Coordinator o

used the incentives.

Task Reminders for The Week of Sep 7-11, 2020

Response Rate Campaign Message

Aren Taek Due sk A
of Forus oute Done an
1: Getting Needed Care and Select highest-sconing Sep ]

Getting Appointments and respondents from SA for 3
Care Quickly Focus Area 1
20
1: Getting Needed Care and Select highest-sconing Sep
Getting Appointments and messages for Focus Area
Care Quickly 1 campaigns 10
2: Customer Service and Select highest-scaring Sep11 "
Care Coordination respondents from SA for
Focus Area 2
2: Customer Service and Select highestscoring  Sep 11
Care Coordination messages for Focus Ares
2 campaigns.
Current Distribution of Segment Types.
®  Healthy at Any Age
Earning Their Way
Watchful Middle Years
@ Guardedly Optimistic
®  Dayby Day

KPI Growth: Doctor/Specialist Communication and Empathy

12686

®  Caredregon has a special hatline

that offers help

The doctors in CareOregon's
netwerk have streamlined their
procedures

Faster appointment if you call
Central Appointmant Line

®  CareOregon has a special

camplaint hotline




Wellness

CareOregon: Perceptual Map @

CareOregon

Healthy at

Any Age
19%

Earning
Their Way
20%

Guardedly
Optimistic
20%

Revenue



Healthy at
Any Age

Conditions

Quite healthy. More likely than other
types to have none of the listed ACG
condifions.

Less likely than other types to have
have any of the ailments listed on
the public file.

More likely than other types to be in
the “Low Risk” and “Healthy” groups.

Leading PCP’s

Rosewood Family Health Center

Columbia Medical Clinic PC -
Tibbetts St

Wallace Medical Concern
Beaverton Family Medicine
Bridge City Family Medical Clinic
Rosewood Family Health At Lents

Legacy Clinic Cornell Family
Medicine

Rogue Community Health Medford
Clinic
Oregon City Medical

Tenure

Healthy at

Any Age
19%

Lifestyle characteristics/interests

=

CareOregon

Extremely new to CareOregon.
Almost half of this segment has been
with CareOregon for less than a year.

Demographic Characteristics

The majority of this segment is 65+.

The “balance group” for this segment
is 21-44, but 21-34 indexes extremely
high.

Most likely of all the types to be
married.

Incomes and purchasing power are
generally middlescale.

Largest household sizes among all the
types.

Shortest length of residence among
all the types.

More likely than other types to own
their home. Home values are low to
moderate.

Largely white, but the segment has a
slight overrepresentation of Asians
and Hispanics.

* Heaviest user of the Internet
among all the types

* More likely than average to have
“"Conservative” or “Libertarian”
polifical leanings.

 Interested in work-at-home issues
and fishing.

Wellness/CareOregon Interactions

® Less likely than other types to have a
break in coverage, a change in plan,
or an involuntary or voluntary
disenrollment

°® Less likely than other types to have
taken advantage of any of the
screenings or assessments.

® Less likely than the other types to have
contacted the Health Coordinator or
used the incentives.
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Earning CareOregon

Their Way

Earning Their Way

Conditions

About as healthy as the Healthy at
Any Age segment, but showing a
few more of the ACG conditions.

More likely than other types to be in
the “Low Risk” and “Healthy” groups.

A little more likely than the Healthy at
Any Age Segment to have some of
the ailments listed on the public file.

Leading PCP’s

MCHD Mid-County Health Center
MCHD Northeast Health Center

Legacy Clinic St Helens Internall
Medicine

Legacy Clinic Emanuel Internal
Medicine

MCHD North Portland Health Center
MCHD Rockwood Community Health
Center

Neighborhood Health Center
Milwaukie

Neighborhood Health Center
Tanasbourne

Tenure

20%

Lifestyle characteristics/interests

Almost as new to CareOregon as the
Healthy at Any Age segment. Nearly
30% have been with CareOregon for
2 years or less.

Demographic Characteristics

The majority of this segment is 65+.

The “"balance group” for this segment
is 25-54, the highest-indexing subset
being 30-34.

Incomes, purchasing power, and
expendable income are somewhat
higher than those of the Healthy at
Any Age segment.

About as likely as the Healthy at Any
Age segment to own their home, but
home values are generally higher.
Household sizes not as large as the
Healthy at Any Age segment.

Length of residence relatively short —
almost as short as that of the Healthy
at Any Age segment.

Very little ethnic trend in this segment.
The segment is mostly white.

* More likely than other types to
lean politically “liberal.”

* Heavy internet user.
Interested in:

+ Golf

* Pefs

+ Stamps and coin collecting
» Working at hone

+ Gambling

* Hunfing

Wellness/CareOregon Interactions

® Less likely than other types to have a
break in coverage, a change in plan,
or an involuntary or voluntary
disenrollment

® Less likely than other types to have
taken advantage of any of the
screenings or assessments.

® Less likely than the other types to have
contacted the Health Coordinator or
used the incentives.
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CareOregon

Watchful Middle Years

Conditions

Not quite as healthy as the Healthy
at Any Age or Earning Their Way
segments. Less likely than those
types to have the prized “0" count of
condifions, which indicates the best
overall health.

Marginally more likely than average
fo be in the "Healthy” risk group, but
less likely than average to be in the
“Low Risk” group.

Leading PCP’s

OHSU Family Medicine At Richmond

Adventist Health Primary Care
Portland

MCHD East County Health Center
Clackamas County Beavercreek
Virginia Garcia Beaverton

MCHD Southeast Health Center

Adventist Health Medical Group
Gresham Station IM & FP

Virginia Garcia Hillsboro
OHSU Internal Medicine

Tenure

Lifestyle characteristics/interests

Has been with CareOregon for quite
some fime. Nearly three-fourths of
this segment have been with
CareOregon four years or more.

Demographic Characteristics

The majority of this segment is 65+.

The “"balance group” for this segment
is 45-59.

More upscale than all other types in
income and expendable income.
Purchasing power is moderate to
high.

More likely to rent rather than own
home. Among homeowners, home
values are generally middlescale.

Household sizes smaller than the
Healthy at Any Age or Earning Their
Way segments.

Length of residence relatively long -
heavy concentrations in 28 years or
more.

Some ethnic overrepresentations in
Native American, Asian & Pacific
Islander, and Hispanic subgroups.

 Political leanings are eclectic, with
high indices for “Conservative,”
“Green,” and “Other.”

* Nof a heavy user of the infernet.
Interested in:

» Dieting/weight loss

+ Foreign travel

+ Stamps and coin collecting

Wellness/CareOregon Interactions

More likely than other types to have
taken advantage of:

* Adult BMI Assessment

® Breast Cancer Screening

* High Blood Pressure Screening
® Diabetes Eye Exam

® Colorectal Screening

Also more likely than other types to
have called Care Coordinator twice
or more
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Guardedly Optimistic

Conditions

* Has some health concerns, and tries to
address them.

* This segment overindexes for 2-3 ACG
conditions, which is an indication of
deteriorating health.

* More likely than average to be in the
“Rising Risk" risk group.

* Among the 35 ACG combinations of
conditions for which we have valid data,
this segment overindexes for 25 of them.

® This segment indexes high for 10 of 13
ailments on the public file.

Leading PCP’s

® Central City Concern - Old Town
Clinic

® Legacy Clinic Good Samaritan
Internal Medicine

® Legacy Clinic Mt Hood

® OHSU Family Medicine At South
Waterfront

® Legacy Clinic St Helens Internal
Medicine

® Legacy Clinic Northwest

Tenure

Has been with CareOregon for a
long time. 85% of segment members
have been with CareOregon four
years or more.

Demographic Characteristics

The majority of this segment is 65+.

The “"balance group” for this segment
is 60-64.

Generally middlescale-to-upscale in
incomes, purchasing power, and
expendable income.

Less likely than other groups to own
their own home. Among
homeowners, home values are
bimodal — some very low and some
very high.

Household sizes are small.

Length of residence relatively long -
heavy concentrations in 27 years or
more.

This segment is mainly white, but there
is a slight overrepresentation of
African Americans.

Guardedly CareOregon

Optimistic
20%

Lifestyle characteristics/interests

* More likely than other types to
have “Republican” or
“Libertarian™ political leanings.

Interested in:
* Magazine subscriptions
* Home decorating
» Books and music

Wellness/CareOregon Interactions

More likely than other types to have
taken advantage of:

* Adult BMI Assessment

® Breast Cancer Screening

* High Blood Pressure Screening
® Diabetes HbAl Testing

® Diabetes Eye Exam

* Anti-Rheumatoid Arthritis Drug
® Colorectal Screening
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Day by Day

Conditions

® This segment has clearly declining health
concerns.

* Most likely among all the types to have a
count of 2 or more ACG conditions.

* More likely than the other types to be in
the “Rising Risk” and “High Risk™ groups.

* This segment indexes high for 12 of 13
ailments on the public file.

* Among the 35 ACG combinations of
conditions for which we have valid data,
this segment overindexes for 21 of them.

Leading PCP’s

® Central City Concern - Old Town
Clinic

® Legacy Clinic Good Samaritan
Internal Medicine

® Housecall Providers PC

® Legacy Clinic Emanuel Internal
Medicine

® Legacy Clinic St Helens Internal
Medicine

® Adventist Health Primary Care
Parkrose

® Adventist Health Medical Group
Gresham Station IM & FP

Tenure

Has been with CareOregon the
longest among all the types. Nearly
90% of segment members have been
with CareOregon four years or more.

Demographic Characteristics

The majority of this segment is 65+.

The “"balance group” for this segment
is 50-64, the highest-indexing subset
being 60-64.

Lowest among all the types in income,
purchasing power, expendable
income, and wealth.

More likely to rent rather than own
their home. Among homeowners,
home values are lowest among all the
types.

Household sizes are smallest among all
the types.

Length of residence relatively long,
but not quite as long as the Watchful
Middle Years or Guardedly Optimistic
segments.

This segment is mainly white, but there
is a slight overrepresentation of Native
American and Black subgroups.

Lifestyle characteristics/interests

* More likely than other types to
have “"Democratic” or “Green”
political leanings.

Top interests:

* Gambling * Pensionissues
* Pefs * Veteran issues
» Dieting/weight loss - Camping

» Gardening/horticulture « Collectibles
* Magazine subscriptions « Cooking

Wellness/CareOregon Interactions

CareOregon

More likely than other types to have
used all available personal health
inerventions:

® Adult BMI Assessment

® Breast Cancer Screening

® High Blood Pressure Screening
* Diabetes HoAl Testing

* Diabetes Eye Exam

* Anti-Rheumatoid Arthritis Drug
® Colorectal Screening

® Dental claims

® In-home

® Called Care Coordinator twice or more
* Used incentives
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Mobile-minded Consumer

Caplfa/'One

Worldview

Buoyancy

Guarded optimism

Where financial ideas come from Goals

Miestones/touchpoints/feeling of
completion

Values inculcation/family

Experience/errors
Uncertainty aboutrole of investingin

Self-reliance Macro events achieving goals
Industry Freedom from worry
Wariness Posture toward advisors
Altruism “l logged in to see how| did for the day
Caution Methods “I put money in things | use ever
H and was yto find | could add my
ope Acquired rules will be profitab d that | belie
Vredry 2015 contribution in bed."
Communication Uncertainty
. Personal observation
Digital ook for rational issues Tentative preference for Cautiously Optimistc Selfreliant Siepticalof Financelndusty  Spends $1o Help Othes
family/friends Informality Charies R’OCtUI'
Personal contactwhen a big .
Invention of own tools
mistake could be made
COMMUNICATION TOOLS ADVSORS
Mixed attitudes toward social Tools
media
Pragmatism
Purpose-driven apps
Ambivalence about apps for
complex purposes
Skepticism/wilingness to try
MY STORY
Fnr{nal Iwork asa legal I gradusted My it money. Weboth dett,
1 butour I Py
Linear; rule- t maneyfor to I'd rather spend
“:U;IV money onthem first than myself.
‘Show mevaluefirst before | commit
DESIGN PRINCPLES Breakinformation &tasks down into *snadkable” moments
Colleague.
Apps daliver Apps “think”
Service Information and guide: Algorithmic
Delivery < | > Guidance
for express, declslons thet
Model s o Model
purpeses Pioneer gools
Mobile-
Minded
Consumer
WohTowh Ememig  Gombeent
Ouisgeiors Embracm
Leam s you
go; discover
what works;
nonlinear;
pragmatic;
eplsodic

@

CASCADE

\
Informal
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* Reqsurance

* soloce

* Certainty that “we're onit”
* chat

* Cur knowledgeability about

Patrician Fan

smaller households: children
have flown the coop
Typically mamied

Moderate 1o upeer incomes
(high service expaciations|

Much more likely than average lo zay:

“There's bean o sedous breckoown of
basic moral codas in this country.™

“Qur country has no true leaders.”

S i * Retired/somatimes working in
PaEfime ar vnluniaer nosfionk Much less likely than average fo say:
“There are no absolute 'rights’ and
S e i i
More active than averoge In: ‘Traditional-ihinking pecple oo offen
f Self-descriptions | block positive and helpful change in
+ Reading > i 2 B this country.”
» Watching TV Much more likely to than average i
* Gible study 1o self-describe as: “The Us has behaved aggressively
= Community service + Cautious and selfishly in the past and needs to
p s e curtail this behavier,”
» Grondchildren octivities - Timid
* Gardening . camad i “There's not encugh diversityin
Belonger - Invesiing e imsfitions ke ousiness and
32% * Cooking/Baking + Ferislic universities.
« Tradifional “The US Constitufion is oulmeoded.”
* Talkative
s e High -

Low —smm  Qpportunity

mr=swras
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PENDLETON'

A Seeker Customer Attitudes

Style orientation
Type 9

Traditional/C Fashionable/
lassic Trendy

- Type 11 I I Iw I I t } I I

Pendleton Products

Type 3

Type 6 Type 2

Mare fashion-

Don't change a forward/trendy

thing

products and styles
Type 7 | l [l | & | Il Il Il | |
T T T T T T T T T 1

More concerned with whether...
Suggests to others

Disposition

R Fundamentally that you have a
yp! well made strong sense of style

Buying on the web

Mugch prefer to
Love buying on go to a physical
the web! store for this

| | | ] | | ] | |
Long-term Value J f T r a—a 1 T T T |

Catalog affinity

v

Catalogs are
Atired/worn-out extremely useful
way to offer goods and helpful

| |

In-store help

Wantas much
help as | can get

Don't look for or
ask for help

©
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Generation

29 sucshioia
Blue Cross Blue Shield: Perceptual Map D sussiia

v

Value
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Provider

Generation

Gen X

Relationship with Health Insurer

At norm for being eligible for subsidy
Text and web are preferred
methods of being contacted

Like the Provider, is mixed and
bimodal on responsiveness fo
healthcare offers.

Least likely among all types to
engage with health care company.
In the middle on being influenced
by a health care company
Resistant fo being contacted by cell
phone, mail, and phone

In the middle on being contacted
by text

Moderately receptive to being
contacted via the web and email
WEA-dominant group (large group
size)

Demographics

Age “sweet spot” 33-50

Female dominant group

Most likely among all groups fo
have children in the household
Solid income and wealth, just below
that of the Patrician

Likely to be married, but household
composition not uniformly as
“traditional” as that of the Patrician
More likely than other types to be
homeowner

Psychographic Groups

Economic Behavior

Moderate mail order response and
purchase tendency

Strong buyer of household items,
apparel and beauty, gifts, etc.

Psychographically, buying patterns
are almost equivalent to those of the
Paftrician, but somewhat less
“indulgent.”

Credit Behavior

Large Extended Families
Married with Children
Established & Settling In
Moving on a Steady Course
Parents on the Go

Uses less credit on the whole than the
Paftrician or the Veteran.

Moderate user of bank and retail
cards.

Interests & Activities

Donor activity is low by comparison
with other groups

Computer ownership equivalent to
the Patrician, but has less interest in
hunting and fishing.

BlueShield




Struggler

Generation

* GenX
® Trailing Boomer

Relationship with Health Insurer

* Highest eligibility for subsidy

* Preferred methods of contact are
cell phone and the web.

* Moderately likely fo respond o
health care offers

* Highly likely fo engage with a health
care company and be influenced
by a health care company

¢ In the middle to resistant on mail,
text, and phone

* Mixed and bimodal on email

e Less likely than other types to come
from large companies (200+)

Demographics

* Age “sweet spot” 45-54
¢ Group skewed toward females

e Typically unmarried; least likely
among all groups to have children
in the household.

e Typically in “recombinant”
households (households subject to
change and volatility)

¢ Low stability: has moved frequently

¢ [Income and net worth are
comparatively low

* More likely than average to rent

e Tends fo live in neighborhoods with
low property values

Psychographic Groups

BlueShieid
Struggler
20%

Economic Behavior

Infrequent mail order responder and
purchaser

Infrequent buyer of household and
catalog goods

Psychographically, buying patterns
are unknown or low by comparison
with ofher types.

Credit Behavior

Has very few credif relationships with
banks and retailers

Typically has only one or no bank or
retail cards

+ Ethnically Diverse Urbanites
* Urban Singles

+ Urban Strugglers

+ Rural Outsiders

» Urban Outsiders
 Struggling in Uburbia

» Wired Wanderers

* Blue Collar Blend

* Empty Nest Caregivers

Interests & Activities

Donor to a variety of causes
(environment, animal protection,
etc.)

Few interests based on available
measures.



Publix Supermarkets Q

Publix

«  We developed a master
brand model for Publix
identifying “Reluctant
Shoppers” as the segment
the company should
focus on.

— The company embarked
on a comprehensive
program to understand
what products, services,
and store experiences
the Reluctant Shoppers
preferred.

— Special discount cards,

o S SAvINGS
coupon books, an = & PUBLIX
promotions were Sk .

targeted specifically =« GET =5 i«

_I_OWO rd .I.hem. ‘,#; q et n"ns .Lonkmside ruréasm-s-;?g_s_!

~v .o FREE OHE S m o>

‘TAKE THE TEST. WERE AS G0OD DR BETTER THAN THE KATIONAL BRAND. @ MM@M@M

Y
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ALIGN STORE ANALYSIS
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Propensity
to Spend
(measured
as average
sale)

Low

Publix

Transition
Families

Low

High
Propensity to Visit

$1.90

$1.80

$1.70

Sales In Billions of Dollarg

2008

(measured in trips)

Grocery Store Chain Sales

$1.93 $1.92

2009 2010 201 2012 2013

31
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Publix Supermarkefts: Results Q

Publix

« Publix arrested a 3-year
decline in store sales and - Post Square #462
led all major grocery 0 %
chains in same-store year- # EREEEE =
to-year sales NI i

improvement after 3 years
of the new program

(source: Progressive e "
Grocer). 3
« Key “Reluctant Shopper”
product categories like ALIGN STORE ANALYSS
meag ‘I‘ Ne\YXelalalble | z: Silverlake Center #303 e
increases as high as 1 \\J%_E,/\ /\\
15.3%. # 2R R
-30 % g : f.g: :
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Rep/Cal: reduce mair cost,

Accountant contract over pi

provide

plan won' change over time

time.

Rep/ Cal: . seni
Convenience anern services, supplier s physically close-by, meets TAT commitments,
¥ won't

Rep/ Cal: L Pl ke

=
Service Seeker % status,

ical data, provi i
managers, provides tabular cal data, meets TAT commitments

Above
norm

Rep/ Cal: . offel | provides
Packa rental  leasing, services
ackager all OEM equipment, repai pda id
different TAT at difterertprices
Rep/ Cal: audits pass, returmns. OEM specs,
ighest level of precis accuracy, price notas
Inspector Jator liance, meets TAT i use OEM .

Generally moved by issues . Generally wants the Generally moved by the
of price, finance, and cost (] supplier to make the high-touch, customer-
more than the other types process as easy as possible service, and value-added
Accountant are. Convenience Lover & for the company. Service Seeker issues than other types are.
maore likely than i ¥) Black font signifies more likely than g TREMELY i ¥) Black ignifies more likely than i ¥)
while Gray font signifies mors ikely than average to AGREE with statement attitude section of survey) while Gray fies more likely than average 1o AGREE with Statement {atiitude section of survey) while Gray font signifies more ikely than average to AGREE with statement {attitude section of survey)

REPAIR (19.4% ww)

Reduces our maintenance costs over
time.

Offers the lowest repair price.
Provides predictable payment plans in
one year or multiple years.

Provides multi-year agreements so the
pricing plan won't change over an
extended period of time.

We require our repair supplier to reduce
our maintenance costs over time.

We always choose the lowest price in
choosing a repair supplier.

We prefer that our repair supplier
provide fixed-price annual contracts
Versus pay-as-you-go.

CALIBRATION (23.1% ww)

REPAIR (11.0% ww) CALIBRATION (7.6% % ww) REPAIR (32.7% ww)
« Reduces our maintenance costs over «  Provides onsite senvice at our location. «  Provides onsite service at our location. * Provides excellentweb toolsand web assistance.
time. * Hasworldwide services available. * Hasworldwide services available. R scheduling,
« Offers the lowest calibration price. * Is physically close so that our equipment can * s physically close so that our equipment can * Keep
) ) . be driven to or from the supplier in one-half a be driven to or from the supplier in one-half a 0 S _
= Provides predictable payment plans in day. day. o atleast
one year or multiple years. « Manages the pick up, packaging, shipping, « Manages the pick up, packaging, shipping, * Hasaccountmanagerswha hejp me bothwith the
« Provides multi-year agreements so the and customs for the equipment to retum to and customs for the equipment to retum to Lo "”E”"""W”"‘""”"”‘“m
the supplier. the supplier. who help me both vilhthet L:rh m\um oftest equipment

pricing plan won't change over an ) ) -
*  Provides multi-year agreements so the pricing

Rtenihiline plan won't change over an extended period of
* We require our calibration supplier to time.

reduce our maintenance costs over  It's ciitical for us that the repair supplier offer

i worldwide service

« The repair supplier must provide onsite
service at our location or we won't use them.
We simply will not choose a long-distance
repair supplier who is more than one-half a
day's drive away.

We always choose the lowest price in
choosing a calibration supplier. .

.

We preferthat our calibration supplier
provide fixed-price annual contracts

and service needs
We must be certain that the repair supplier has excellent
phone and web customer service supportin orderto
invite them to bid on the project.

Oursuppliermust store our historical repair senvicedata
forus for at least six years.

+ It's critical for us that the calibration supplier
offer worldwide service.

+ The calibration supplier must provide onsite
senvice at our location or we won't use them

+ Wesimply will not choose a long-distance
calibration supplier who is more than one-half
aday's drive away.

*  Ourdeepest concem IS not so much piice as it
Is having complete confidence that the
supplier will keep his promises on return of
the equipment on time:

CALIBRATION (16.8% ww)

Provides excellent web tools and web assistance.

and scheduling.

servioe process.

usforat
leastsixyeats.

Manages the pick up, packaging. shipping, and cusioms
forthe equipment to etum {0 the supplier

website.

mmwnwfmmmmﬂgwam

ssential that the supplier provide accountmanagers

il T Tehastoey sl et

and senvice needs.

We must be certainthat the calibration supplier has

excellent phone and web customer service support in

orderto invitethem to bid on the project.

Our suppliermust store our historical calibrationservice

datafor us forat least six years.

We need tabular orgraphical calibration dats ata secure
vebsite.

Ourdeepest concem is not so much price as it is having
complete confidence that the supplierwil keep his
aroimises onseturn of the equipment on time

VErsus pay-as-you-go. " 3 15
A dealmaker, typically Passionate and judgmental
asking how the supplier can about quality, accuracy,
customize or add precision, and standards.
Packager sweeteners to the deal. Inspector
Black font signifies more likely than i i ion of survey) Black font signifies more likely than i i ion of sur
while Gray font signifies more likely than averageto AGREE with statement (attitude section of survey) while Gray font signifies more likely than averageto AGREE with statement (attitude section of survey)

REPAIR (21.8% ww) CALIBRATION (32.6% ww)

= Provides customized service offerings to meet = Provides customized service offerings to meet
the specific needs of our company. the specific needs of our company.

. Prowdeseqnlpmemrenwl and leasing . medeseqmpmentrenml and leasing
solution: solution:
. valdes cumprehe ive equipment . valdes cnmplehenswe equipment

it
management senvices in addition to repair.

management senvices in addition to
Provides loaners when our equipment is being calibration.

semviced. = Provides loaners when our equipment is being
= Repairs all our test equipment no matter serviced
which manufacturer's name is on the box. « Calibrates all our test equipment no matter

which manufacturer's name is on the box.

Provides different tumaround times at

different prices. = Offers accredited calibrations for ail our
= Provides options to update equipment with equipment that requires it
the latest firmware and hardware upgrades. = Provides adjustment with the calibration thus
= Repairs very old or obsolete test equipment. avoiding a separate repair price and
additional tumaround time.

We require customized service offerings to
meetthe specific needs of our company. = We require customized service offerings to
meet the specific needs of our company.
« It's entical for us that the calibration supphier
offer worldwide service,

REPAIR (15.1% ww)

Can ensure we pass audits and regulatory
requirements of our industry.
etums the equipment exmly tn m= manufacturer's

original specifications if | need

. .u.-mmmmmmmm the highest
level of precision and accuracy.

* Usesonly parts from the origingl equipment
manufacturer

CALIBRATION (19.9% ww)

Can ensure we pass audits and regulatory
requirements of our industry.

Retums the equipment mmy |nm= manufacturer's
original specifications if | need
Our need for precision and accuracy is so great that if
the calibration supplier ever fails on this, they won't
be invited for the next job.
The calibration supplier must retum the equipment
exactly to the original manufacturer's specifications
or we won't use that supplier.
i In calibration issues, our deepest concem is not so
much price as it is having complete confidence that
the calibration supplier can comply with all our
regulatory standards.

the equipment

ur need for precision and al
the repair supplier ever fails on thie ﬂw) LS
invited for the next job.
The repair supplier must retur the equipment
mcwm the original manufacturer's specifications.
r we won't use that supplier.
m repair issues, our deepest concem is not so much
price as it is having complete confidence that the
repair supplier can comply with all our regulatory
standards.
Our deepest concem is not so much price as itis
laving complete confidence that the supplier will
keep his promises on return of the equipment on
time.
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Expedia Group Q

expedia group

«  We managed a
comprehensive worldwide
program to develop a master _—
brand typology for Expedia
Group. '

Futurist Futurist

31%

Gives Expedia high rafings for...

« Thisresulted in an enterprise-
wide focus on the needs of the
“Futurist” persona.

« Hofel Hound
+ Alinclusive resort 4%

« We developed an Al-based

application to enable Expedia it n S
personnel to attract and retain 31%
. . (¢}
more Futurist business partners. T
— The Futurist campaign resulted P Obressed
in 14% higher year-over-year — 14%
commissions from hospitality Welcome to
pa rtners. L DL =T Sign in to Expedia Group
Foture
Fearful
29%
A
| -
&
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Delta Dental

& DELTA DENTAL

@

CASCADE
STRATEGIES

INCORPORATED

We conducted a comprehensive
brand exploratory for Delta Dental,
resulting in a master brand typology.

We recommended a strong focus
on the “Sage” persona.

We prepared extensive customer
journey mapping and persona
explication for marketing executives
at the company.

— The resulting Sage campaign
produced 17% higher subscriptions in
the three states after one year of
activity.

Enlightenment

Naivete

Sage
Affitucles Demographic Characteristics
Much more likely than average to say: More likely than average to:
* My children’s Visits fo the denfist * Beinthe 37-49 age range
take prcrity over my own. + Have HHincome of $50,000 orless
* When it comes fo the dentist, I'm a « Live in larger households (3+)

very serious procrasfinator.

* My very busy schedule getsin the
way of my seeing the denfist.

* Have chidren in the housshold
* Be working part-fime, self-
e | employed, or @ homemaker
luch lessfkely than average fo say: = Be in an administrafive occupation
* | prefer to deal with dental plan if working
issues on o website or app rather

on 101k 16 homors * Have a High School diploma or

Associate’s Degree
* Be Affican-American, Asian, Native
American, o Hispanic

Aftributes sought in plans R e

(At nom for all atfributes)

Somewhat less kely than average fo
say:

(Not above norm for any rating.)
Less liely than average fo rate Delta

« Website that's easy fo use and Dental high for:

Sage
20%

Customer Joumey Behavior

Phase 1:
* More fikely than average to rely on

online rafings and reviews,
colleagues af work, fiends and
neighbors, the dental plan provider's
Gustomer service Depariment, and
health or medical websites.

Phase 2:
* More likely than average fo rely on
iends

oniine ratings and reviews,

and neighbors, the dental plan
provider's Cusfomer service
Department, and health or medical
websites.

Phase 3:
* More fikely than average to rely on

oniine rafings and reviews,
colleagues at work, fiends and
neighbors, the dental plan provider's
Customer Senvice Department, and
health or medical websites.

understond * Haslow or

* Allows me to see my current dentist * Has the nefwork denfists I need

* Champions my long-term oral
heatth

CASCADE,
STRATEGIES

Key frigger events

+ Having a child
+ starting @ new job

Sage
20%

Driver
21%
Altruist

29%

Avoider
30%

Avoidance Initiative
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Kaiser Permanente

Q\‘"f//

KAISER
PERMANENTE.

&

CASCADE
1ES

INCORPORATED

For Kaiser Permanente
subsidiary Group Health
Cooperative we developed a
marketing targeting model.

Part of model output was a
persona analysis based on the
“Survivor” target (see previous

page).

Kaiser Permanente had been
sending about 600,000 pieces

per month to all 65+ consumers

in the frade area (not just
Survivors).

— They began sending mail only

to the “Survivor” target (about

10,000 pieces per month).

Meet the Survivors

CASCA
STRATEGIES

Survivors are:
&5+

Single:
Generaly dowrs"o\e annual household inceme
$40,000 and b

Most Survivors are reficent personaiifies. They often ive clone.
Inek aliiudes are iy nsdlar and nfrospedilve: many o
Tham{sel G 111 hapIgss nd In nasd of avics and
e A et R,

They dort havs the means o.ocaue or aspre foa preat

deal, 50 they simply fve withwhat They have. Tis noffon by
el ci0as o1 MEan 110 ihey aré LIRAPEY. f Sply means
that they are rediistic.

They are “high fouch” consumers n tha thoy noed more
pérsonal atiention, Moré explaNGTon, ond Mofé reossUrance
than mast consumers do.

Inganeral thelr demands and expectations concering
products and tandeac are modarata Theu tend nat tnha e
dlscriminaring ¢
seem fo be asi

Some research

= Meet the Sustainers

for @ pemonal |
and services.

+  Sustainersare:
a5+

- Maried
- 1o dowrscole:
income generally $75.000 and belaw.

+ Wnile the Sustainers are not necessarly wealthy, they don't
shorerhere!lsem insular outlook of the Survivor, On ihe
erhand, they'fe not as ebullient or expansive as ihe
il clrguncm ouflook tends fo be balanced,
sensible, and réalisiic

+ Theylivein stoble, tradifional nouseholds. They cherish
traditional notianslike a fair deal, Intearity, and valve.

ey demands and expeciation:
cencerming products and services. They do ask, evaluate,
andinguirs but- ke tha Survivr - ey fand et abe os
discriminating or judgmental as the Seeker. Neither are
ey o oggres S35 cBoU aeauing nlommation as the
eckers

+ Theyliks 1o fa
gecsion ono

Meet the Seekers

g

+ When compal .

consaer o Sesker; ara:

~ Maried or sngle

= Midoiescols 19 Upsedle n annual housshoid income:
generally abowve $75,000.

@)‘ - Onthewhole, they are more aggressive, forward-ookin:

seliraiant, and expansive in ouTlook than oTher Types. Thay
ssek more 1han ahumdrum existence and they have the
means to geti.

* Tney ore quito quaity-aeoted in e thinking goout
producs and senvices, eraly have figh
s comacting ms oo servce. customer
mmmcnon. ‘and a company’s wilngres 1o siond behindits

CASCADE
STRATEGIES

. Thny are discriminating and inqulsitive. They diigently gather
ation, carefully xaming what they find, and often
GUESTIEn UG o 1 14 Pard 10 BUT somEtring aver on them,

+ Seskers bring these confident, self-rellant, ond discriminating
atfliudes fo The business of Investigating health care plans.
Resmoren ndicales thal ey ere generaly bellerniomed
about he features and benefis of plans and are therefore
Deter abie 10586 ilfarerces and make comparkons They

nerally more adep than afher fypes af separafing
frulyUseful features from fhe frils

{CASCADE
STRATEGIES
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Kaiser Permanente: Results

QS KaisER
% permanente.

* Inthe early months, gross
response rate hovered under
0.3%.

— Then the learning model
removed non-producing
households and targeted
better households, leading to
response rates in the 1.2-1.3%
range.

« ROlincreased by 410% as
“Survivor” responders in the
later months were much more
likely to sign up for a Group
Health Medicare Supplement
plan.

« This effort won the 2008 Kaiser
Family Foundation Best
Practices Award.

9

CASCADE

1.50

1.30

1.10 A

0.90 1

0.70

0.50 q

0.30

0.10

GHC Senior Care Marketing
Gross Response Rate: Survivor Campaign

Jun Jul Aug Sep Oct Nov Dec Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov

Typology of Senior-care Subscribers

Economy-oriented

Self-
reliant

Needy/
Dependent

Quality-oriented
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6 Expeditioniltips

ExpeditionTrips Brand Typology

High

Low —ms Qpportunity == High



x

% ExpedltlonTnps

BY LAND AND SEA
ANTARCTICA GALAPAGOS ALASKA,

e Moderate affinity for ET
e Lowest travel frequency (comparatively)



L
ExpeditionIrips

BY LAND AND SEA
ANTARCTICA GALAPAGOS ALASKA...

o Highest affinity for ET
e Moderate travel frequency (comparatively)
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% Expeditionlrips

BY LAND AND SEA
ANTARCTICA GALAPAGOS ALASKA ...

¢ High affinity for ET
e Moderate-to-low travel frequency



|

% Expeditionlrips

BY LAND AND SEA
ANTARCTICA GALAPAGOS ALASKA...

e Lowest affinity for ET
e Highest travel frequency
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Scott Benson “Enthusiast” ‘'[: - -Mobile
Attitudes: Behaviors:
. "‘{"‘ﬁv candid « Uses tons of minutes
£ /Wb etined « Loves features 4
* Trendy
* Upbeat « Constantly text messaging
= O Features:
Activities: « Downloading music, games, c
* Outdoor sports and games multimedia 2 @
B
=]
“Give me the gadgets! _%
Susan Jordan “Sustainer” a
Age: 26
Job: Physician’s assisti
Household income: Attitudes: Behaviors:
Wireless carriers: T-Mc * Organized * Not gadget-oriented
Nextel, Cingular, Sprin « Optimistic >
Minutes permonth: 7¢ s * Has an average need for feature: Frequency

* Pragmatic, realistic
* Balanced, serene

Activities: Foatupas: . Enthusiasts 17%

* Self-Improvement

e Rnaming

“Having a cell phone

. o) /
just part of modem | . [I M Isers 4 0
s Vernon Johns “Miser”
Job:. Sales consultan
Household income: Attitudes: Behaviors: .
$50,000 - = : 0,
Wireless carers: S oLl * Justmakes calls . Sustainers 79%
Vgnzon, Cingular, Al . « Somewhat cynical « Usesf —
Minutes per month: + Dogmatic, strong-willed ses fewest minutes of any type
e * Annoyed by extras
Activities:
* Home Workshop
* Golf
* Recreational Vehicles Features:
* Fishing * None
“Cell phone companies « Antique Collector
just want to sell you a .
bunch of junk you don't Investrm?nts
need.” * Grandchildren
* Military Veteran activities
Age: 62 * Collectibles
Job: Banker * Dog Owner

Household income:

Wireless carriers: Virgin
Mobile, US Cellular,
Alltel

Minutes per month: 250




Mwch mere likely than overoge bo sy

“Peopiehouid be e 1o punve
wilgnes My wor 10 puRuein lits
withiout mestricfions.”

“4 big proslem in our countny is that
ane ans |QDI'“|H|" e

Mwch lez Fkeelyhan cverage b iay:

Sell-descriplicns

Much mare |ikety b than oeerage
o seif.duscribe oz

+ Riscdaking

* Impetaaus

* Hypensnsifive

~ Rackien

+ Comines

Much leis likelyla Thom average o
self-desoribe as -

.

Indie
15%

Aotk
Local
Fashionable
Haughhy
Humzious
Sany

Agree

Concept

Disagree

»

v

Mwch mare likely than averoge o za]
“Dioily e sucks 50 DO Mt you
read 0 redease of oflen ot you o
gaf it."

“Evenybody oround me i s supid
furt want fo sormam

*Cour counéry srur by @ bunch of
shucicin-the-mud types.”

“Ag far a3 gating ahead fnancaly]

tha gore is nigged.”
Less likoely fhom average o sey:

“Peopie thould e free 10 punue
whotewer Fhey won o punue in g
ot rastic fora.

“Thess's been a senicus breakdowT]
ol Bose ool cooes in Ihis
couriy.”

Outsider

[ Mwch mane likely than averoge fo say:

SO couniey would banefit a great
dedl by odopsing lome Europeon
sewcial and pedtical polices.

“the U5 hos bebowed apgresively
and sty inthe st and nesds
fo curtail this behavior.”

“Tradifiorak thinking people foo
alfen ok posilive ord helohad
charge in fhis country.®

“Crficism of {he pregdend is kangety
Il O PO,
Mwch bezs Fkely fhan cverage bo say:

“4 lnig prokiam in e country b that
fhere ane too mory nies.”

“THES Countey i 9oing dowit Ihe
L

“Daity e sucks 50 bod Mot you

resd O releass as d|EﬂU!\iﬂU{U’|
getit.”

Low e

Patronage

Indie
15%

e High

GOLDE

GATEWAY.

59

Much moq
o selded
+ Ansioy

+ Judg]

* Pragr

* inquii
+ Takal
Much lezg
saif-deser|
* Parigl
* By
= Tirid

]

+ Garsrd
affluan]
= Hmng
smialicd
chilcre]
* Mora |
b “sin)

- Fary
rean
but §

More likely than aversge to say:

"Thara's heen & SEMous
breakdown of basic moral codes in
this country.”

Much less likety than average to
iy

"Daity fa sucks so bad that you
nead a release as often a5 you can

getit.”

“Everybody around me is g0 stupid
T just want ko scream.”

“This country is going down the
tubes,”

“Thera ara no absokita Tights” and
‘wrongs’ i the world.”

“Tradibonal- thinking peaple oo
eftan block positree and haipful
changa in ths counbry.”

“The US Constitution is
citEodad.”

“Paaple should ba free bo pursue

whatever they want o pursus n
e without restrictians,”

Traditionalist

Sel-descriphions

Much mare lilkety io fhan
everage ko sell-describe o
* Painicfic
* Struchured
* efdimcied
» oo

Much less likely o then average
o 2eb-desesibe o1

+ Riskdaking
* Impehucu
* Rbckisig

v Conalies
+ Arsiouy

«  Cananaly cloee, wooShis, bether
woucoted than other fypes
e Faly fhon afher fypes o be:

= Mamed

= In profemional occupations

10

= |Mathing]”
Least deirable conne brand
characherisfics”

* Moughty

* Affluerd

* Sy

* Fashicrabls

* Acverdumus

“Bacr in mind that Troditicnolsts terd
not fo patronime carna orards.

G the whals, TrodSonoks: do nal
want 8 s Sonno brongk

glameriy

- G-cl'umrsg
investing
Conkingaking
Foading




Sky Zone

4 dh -SKY ZONE

« Sky Zone owns and
manages recreational
trampoline parks.

« They sought to increase
traffic and revenue from
current customers.

« We conducted advanced
modeling for them that
indicated the greatest
increases in the short run
were likely to come from a
customer type called
“Family Thinkers.”

— Special promotional,
discount, and family-
related programs were
developed for this
customer subgroup.

— Special family-oriented
merchandise sales at the
parks were included in the
program.

@

CASCADE
STRATEGIES

High

g— Afflnlty

Low = s Opportun|ty s e High
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Sky Zone: Results £ 4 sKv zONE

 Program elements (cont.):

— Direct mail was launched to
infroduce the special programs
to Family Thinker customers and
offer them frequency discounts.
Social media initiatives were
launched to assist the direct mail.
The messages were specifically
tailored to mindset and behaviors
of Family Thinker customers.

— A special CRM-based monitoring
program was set up to record the
visits, purchases, and social-
media commentary of the Family
Thinker customers.

 Results:

— Inthe targeted low-performing
markets, visits by Family Thinkers
customers increased 31% year
over year, in-park merchandise
sales increased 18%, and overall
revenue from Family Thinker
customers increased 14%.

<
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Gayle Anderson Spectator Bestors
Attitudes: Behaviors: =
* Working through some problems « Searches about 18 times a week. = H o
* Sometimes problems overwhelm her « About 13 times for personal reasons, 4 § Infospdce
* Cautious in outlook , but not overly times for business reasons, 1 time for H
critical academic reasons. ‘5
* Fairly tolerant, fairly serene *+ Roughly 90% of her searches are from >
* Has a natural thirst for knowledge, and home. Very seldom does she search H
this drives much of her searching. from work. ]
= Appreciates but doesn't necessarily ask o
Activities: fuu|r( “expansiv:” st;archtresults. "
R . * Likes a search engine to answer the
Watc!ung W exact question she asked.
* Reading
u " : * Activities with children " .
Ireally don't like reading " rself home projects Leading areas of interest for her
into the unknown." searches: Category
* Books/ literature/reading . Spectators 55%
* Age:39 * Sweepstakes/contests
* Job: assistant school * Computers/software/networks .
principal * Clothing/apparel p i 0,
ragmatists 36%
* Income: $52,000 « Using online auctions 9
= Home fumnishings/items for the home
* Selfimprovement D Seekers 9%,
Mark Baker Pragmatist Josh Hall Seeker

Attitudes:

* Direct, linear

* Doesn't like frills

* Wants simple answers

problems.

ability.

Activities:
“Success is when the « Watching TV
results match the phrase | * Reading

have in my head before | « Activities with children

start.” * Do-it-yourself home projects
* Qutdoor sports (such as camping,
* Age: 51 hiking, fishing, etc.)

* Job: Sales associate
*Income: $65,000

* Honest about working through

« Not arrogant about his knowledge or

Behaviors:
* Searches about 17 times a week.

* About 12 times for personal reasons, 4
times for business reasons, 1 time for
academic reasons.

* 85% of his searches are from home.
* In searching, wants “just the facts.”
* Doesn’t like too many results.

« Tolerant...not judgmental of others.

Leading areas of interest for his
searches:

* Health and medical

* Travel

* Clothing/apparel

« Books/literature/reading

* Music orvideo

Attitudes:

* Optimistic

« Eager

* What he doesn't know excites him rather
than worries him.

* Naturally inquisitive, eager to acquire
new knowledge.

* Knows a lot, and knows what he
knows...this makes him a bit judgmental
of others

Activities:

Job: telecommunications
tech

Income: $38,000

? is * G t cooking/fine foods/wines
finding something * Physical fitness/exercise
Interesting.” * Video games

* Church activities
Age: 30 * Crafts

* Playing cards or board games
* Yoga/meditation

* Qutdoor sports (such as camping, hiking,
fishing)

* Volunteering

Behaviors:
* Searches about 21 times a week.

* About 12 times for personal reasons, 6 times
for business reasons, 3 times for academic
reasons.

* Roughly 90% of his searches are from home.
* Doesn't like bland search results.

* Would like to see more “expansive” search
results.

Leading areas of interest for his
searches:

* Using online auctions

* Sweepstakes/contests

* Computers/software/networks

* Self improvement

* TV shows/TV listings/what to watch on TV

* Home repair/finding contractors and services

* Clothing/apparel

* Eating out/finding a restaurant

* Books/literature/reading

* Education/ curriculum

* Hiking/camping/trail biking

* Home improvement,/Do-it-Yourself home
projects

* Travel




Garden Botanika

«  We developed a master brand
model for Garden Botanika

identifying “Beauty Functionalists”
as the segment the company
should focus on.

— The company introduced new
products fitting the specific needs
and preferences of Beauty
Functionalists.

Store personnel were also retrained T ="
to better understand the values, Condiioners have arived!
behaviors, and product needs of

Beauty Functionalists.

— Frequency, cross-sell, and up-sell i' = _
programs were implemented based fﬁ o |
on the additional products Beauty

kF)unc’rionolis’rs were most likely to "’Ef kh:“ %
uy.

 Results:

— During this period Garden Botanika
sales went ballistic, and the
company opened stores at the rate
of one a month. The purchase rate

among Beauty Functionalists was as
high as 14.8%!

@
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Age range
Life stage
Income
Occupation

Length of residence

More likely to own or rent?
No. of cars

Preferred cartype

BEAUTY VAGABOND

k.

35-54

Bachelor 2, Single Parents
$25,000 to $34,999

Middle and upper-echelon white

collar

Short to Moderate (0-9 years)

Own
Tor2
Luxury or Sporty

Age range
Life stage

Income

Occupation

Length of residence

More likely to own or rent?
No. of cars

Preferred car type

BEAUTY FUNCTIONALIST

35-54

Full Nest 1, Full Nest 2

Full Nest 3, Delayed Nest
$35,000 or more
Upper-echelon white collar
Moderate (3-9 years)

Own

2 or more

Standard

BEAUTY DREAMER

Age range
Life stages
Income
Occupation

Length of residence

More likely to own or rent?

No. of cars
Preferred car type

18-34

Bachelor 1, Newlyweds

Less than $25,000
Lower-echelon white collar;
some blue collar and service
Short (0-2 years)

Rent

1or none

Compact or Subcompact

High

Propensity
to Spend

(measured
as average
sale)

Low

Beauty
Vagabond

Beauty
Dreamer

Low

Propensity to Visit

(measured in trips)

BEAUTY SAGE

Age range
Life stage

Income
Occupation

Length of residence  Long
More likely to own or rent?
No. of cars

Preferred car type

Bachelor 3, Empty Nest,
Older Couples, Solitary Survivors
$35,000 - 574,999

Retired; Middle to upper-echelon white
collar

10 years or more
Own

2 or more

Luxury or Standard




Garden Botanika: Results

Y
CASCADE
STRATECIES

Garden Botanika reported
extraordinary store sales growth,
propelled largely by direct mail
appeals to Beauty Functionalists
identified by the model.

In the first months of activity,
purchase rates were about what
they had been before (roughly
2%).

As the model learned, purchase
rates grew dramatically.

— These improvements in purchase
rates franslated info significant
additional profits for Garden
Botanika.

Industry analysts cited Garden
Botanika as a model for store
growth, and company executives
were eagerly sought for media
commentary and appearances
and remarks at trade
conferences.

Marketing Results: Garden Botanika Mailings

16.00%
#.00% -
12.00%
10.00% -
8.00% -
6.00% -+
4.00% +
2.00% -

0.00%

Mean Purchase Rate
5.63%

Mean Purchase Rate 2,23%

Sp Ot Nov Dec Jn Fb Mar Ax May Jn QM Ay
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Banner Bank (ANNER BANK

. Tenth-largest bank in Washington
State, serving Oregon and Idaho as - Not - But
well. The bank wished to reverse

N General Lieutenant
severely declining revenue per O Office Manager
customer.

Patron of Elaine’s Patron of Outback Steak House

° We developed a _bro ng mOde’l’ for Shopper at Nordstrom Shopper at Macy’s
Them WhICh |den’r|f|ed STTIVGTS as The At the head table At the first table on the floor
primary segment Banner Bank should
fOCUS on In a tailored suit In a nice suit from Men’s Wearhouse

Lo . Class president Chair of the prom committee
N The bCII’]k inifiated SpeCIO| . Graduate of Princeton Graduate of Michigan
promotions and appeals featuring
the products of greatest inferest to Head cheerleader Booster
Strivers. Driving a Land Rover Driving a Lexus

» A Striver-specific ROl program was
developed to measure the degree Not
of program success.

— Modeled indices were used to set
Striver product targets by branch.

. Results:

—  After 2 years of activity, Banner
Bank exceeded all key Striver
product targets system-wide.

— ROl targets by medium were met or
exceed for all media with the
exception of direct mail and
sponsorships.

Y
CASCADE
STRATEGIES
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Agilent Technologies Agilent
«  Worldwide provider of electronic
test ogdlmeodsurerrenfde;qw;men’r. Economizer 10.4%
° A model we deve opedartTorinem
PdkxﬁedThﬁtheysh?ukjE? : Web Hound 14.3%
OocusiNng on 1Tne special neeads o
people called “Speed Demons.” - Speed Demon 23.0%
—  Specific repair and calibration plan Collaborator 24.6%
features were developed fitting the
preferences of the Speed Demons. Service Demander 15.39%
— Targeted communications programs Performance Zealot 12.4%

were directed toward Speed
Demons.

— A special fracking program was
developed to determine whether
increases in oscilloscope repair
contracts were coming from Speed
Demons.

« Results:

— Repair and calibration contracts
increased 13% worldwide and 32%
in China, prompting the chairman of
Agilent to cite the program for
special worldwide recognition for
excellence.

\—4
CASCADE

Economizer | Web Hound- Collaborator D:f"r:'i‘?er Per;oer::‘noe Total
Agilent Technologies 17.2% 26.1% 31.3% 20.5% 18.8% 27.2% 24.0%
Tektronix 21.8% 16.0% 13.0% 23.9% 15.6% 16.5% 17.9%
Orix Rentec Corporation 5.7% 1.7% 9.4% 18.0% 4.7% 7.8% 9.1%
Rohde & Schwarz 3.4% 0.0% 4.2% 7.8% 5.5% 0.0% 4.1%
Yokogawa 5.7% 6.7% 1.6% 2.0% 3.1% 7.8% 3.8%
eBay 14.9% 3.4% 2.6% 0.0% 0.0% 1.0% 2.8%
52
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Microsoft B Microsoft

* The client sent us
transaction files covering A —
server licensing, BSA, MBS,

r

and MSDN campaigns. ' "mp3ie

listeningw hy.:f

— We appended business
characteristics and
modeled the files for
affinity scoring.

— We selected the best
recipients for mail and
issued mail files.

 BSA campaign was cited
by Microsoft Communities
of Excellence for ROI
achievement.

©
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Microsoft;: Communities of Excellence Citation

B Microsoft

»  Microsoft BSA had been sending
about 1 million pieces per quarter
to the same population
repeatedly.

— The model eventually brought this
down to about 20,000 pieces per
quarter.

*  Microsoft coined the tferm
“valuable response” to mean
“response with a payment to
Microsoft.”

— Before modeling, rates of valuable
response hovered in the 0.1%-0.5%
range.

— After modeling, valuable response
rates averaged 1.1%. (They
actually varied by vertical market,
s]o8r9e) verticals being as high as

— Gross response rates were largely
unchanged. ROl increased by
134%, as the responders were
much more likely to register with
Microsoft and make a payment.

9

CASCADE

2.0%

1.8%

1.6%

Microsoft BSA
Valuable Response Rates Before and After Modeling

W Before
B After

Architecture  HighTech  Accounting Retail Finance, Advertising/  Health Care Legal Manufacturing ~ Manufacturing
& Engineering Insurance, ~ Graphics/PR Type 1 Type 2
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Gargoyles Sunglasses 6

GARGOYLES

nnnnnnnnnnnnnnnnnn

«  We conducted primary
market research to discover
affinities for the “Alexi Lalas”
line of sunglasses.

 The client gave us an
extract of their file of retail
purchasers.

—  We appended
characteristics and
modeled the files for
affinity scoring.

—  We selected the best
recipients for mail and
issued mail files.

* The Alexi Lalas campaign
broke company records for
year-to-year sales
performance.

— The company’s 10-K filings
confirm that this was the
most successful sales year
in the company’s history.

©
CASCADE
STRATEGIES Sl




Squaresoft Video Games SQUARESOFT

« Conducted primary market
research to determine affinities

for products. A
. PINALEANTASY VI
« The client gave us extracts of Ny

their file of purchases of similar
games.

— We appended characteristics
and modeled affinities for
prospective buyers.

— We selected the best
recipients for mail and issued
mail files.

ScceroMann

— We called these best
recipients “Videobrats.”

« This campaign won the KPMG
Award of Merit for ROI
performance.

©),
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Squaresoft: KPMG Award of Merit SQUARESOFT

+ The client had been sending out
about 20,000 pieces per month to key
metros across the US.

International f Media Partners
— The model reduced the number of

markets to 4 key metros which had the
hlgheST COﬂCGnTrOTiOﬂ Of “VideObrOTS " The results and recommendations that Cascade developed were profound. They were

able to provide a richly textured profile of Squaresoft customers. Not just who they
were-—-but, what they were, how they spent their time, markets that contained high

o The CllenT ConcenTrOTed mCHl on h|g h- (L:Josn:.entrations of this group and a detailed map that plotted their location throughout the
Off|n|Ty hOUS@hOldS in These mOrketS Our company was able to apply “media metrics” to the findings of Cascade Strategies
and develop a media execution for the launch of a new game. How did it work? At the
. . time the game was launched Squaresoft obtained a 12% market share in an incredibly
° Med|0 d nd morke‘h ng person nel c_ompetitive market with only one title. That's something that has not been accomplished
. . since.
reporfed dramatically increased sales Gorcon D, Brysen
of the two game titles in these specific President
. . nternational Media Parthers
geographies, ranging from 20% to
200%.

. KPMG audited the program for
Squaresoft and gave it the company’s
highest award for ROI.

«  Comments from the president of the
media consultancy are shown aft right.

&
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The Disney Company

CASCADE
STRATEGIES

INCORPORATED

We conducted primary
market research to
discover affinities for
Celebration.

The client gave us an
extract of their interest file
from realtors.

— We appended
characteristics and
modeled the files for
affinity scoring.

— We selected the best
recipients for mail and
issued mail files.

of the twenty-first century

58




Seattle Mariners

« Conducted primary market
research to determine affinities for
products.

« The client gave us extracts of their
file of season ticket and
merchandise purchasers.

— We appended characteristics
and modeled affinities for
prospective buyers.

— We selected the best recipients
for mail and issued mail files.

— We called these best recipients
“Eclectic Fans.”

©)
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Seattle Mariners: Results

«  Mariners marketing staff
reported increases in
cross-sell rates of 20-30%
after applying the model.

*  More importantly, they
reported increases in RO
ranging from 210% to
260%.

— The actual ROl varied by
product.

©
CASCADE

Fan Club Mail Files

Number mailed

Number of modeled selections
Number of purchasers

Gross purchase rate

Gross profit ($50 assumption)
Mailing cost ($0.28 assumption)
Modeling, database scoring cost
Adjusted gross profit

Merchandise Mail Files

Number mailed

Number of modeled selections
Number of purchasers

Gross purchase rate

Gross profit ($50 assumption)
Mailing cost ($0.28 assumption)
Modeling, database scoring cost
Adjusted gross profit

Before
68,900
448
0.65%

$22,400
$19,292

$3,108

Before
42,616
315
0.74%

$15,750
$11,932

$3,818

After

31,367
382
1.22%
$19,100
$8,783
$2,200
$8,117

After

16,181
297
1.84%
$14,850
$4,530
$2,200
$8,120
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United Way

‘. ;

%
United Way

@

CASCADE

We conducted primary market
research to discover affinities
for Leadership Giving.

The client gave us their
Leadership Donor file history.

—  We appended characteristics
and modeled the files for
affinity scoring.

— We selected the best
recipients for mail and issued
mail files.

The Community Safety Net
Campaign Leadership Giving
Campaign won a national
award for effectiveness
among 75 local United Way
chapters.
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United Way: National Award for Effectiveness @

United Way

« United Way had been mailing
ObOUT ]0,000 pieces per ph(:ise TO United Way of King County Community Safety Net Campaign
pOTenTiOI donors Leadership Giving Rate by Mailing Phase

2.0%

— The model eventually brought this 18% I
down to about 1,500 pieces per 16% I
phase. » IA\ Il\\ II
 United Way used the term N BN
“LeOderShip GIVIﬂg Rate" to 1.0% I \ /AM
mean “response with a donation ] \ |
TO UﬂITed WOy.” 0.6% M\
— Inthe early phases, Leadership o o~ P \
Giving rates were in the 0.1-0.3% 02% —
ronge. oo 1/2/34Y 7\8/91011121314151617181920
— Then the model removed non- Mailing Phase
producing individuals and
targeted individuals more likely to
give, leading to Leadership Giving
rates in the 0.4-1.8% range.
« Grossresponse rates were largely
unchanged. The National Award
for Effectiveness was given for
increase in ROI (approximately
185%).
&
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Snapper Lawn Mower Company SNAPPER

«  We conducted primary
market research to e
discover affinities for these Evivy OFTHE

Neighborhood. .~

new lines.

« The client gave us an
extract of their file of past =S
purchasers. & '-._.Eg;;,m,.

— We appended
characteristics and
modeled the files for
affinity scoring, coining
the term “Lawn Lover” for
the best prospect.

— We selected the best
recipients for mail and
issued mail files.

L
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Snapper Lawn Mower: Results SMNAPPER

 The sales results confirm that the
third year of activity was one of .
the most successful in the Snapper Finandal Results
country’s history with respect to % Change in Sales
the featured products (riding Yearl Year2 Yeard
mowers and TI’OCTOI’S). Walk Behinds (6.0 (126 (107

— This means, in essence, that the Riding Mowers (184) (85 @
modellleorned in the f|rs’r year, Tractors 059 (200
removing nonperforming
households from the direct mail All Products 30.1) (144 62
list and emphasizing households

with the greatest likelihood to
respond.

« The Power Equipment
Manufacturers Association of
America stated in their
newsletter that this was one of
the most dramatic sales
turnarounds they had ever seen
in the history of their reviews.

9
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Sprint: Lapsed Customers =2 Sprint.

« The client gave us an
extract of their file of
subscribers and churners
(lapsed customers).

— We appended
characteristics and
modeled for subscribers
who were not likely to
churn.

— We selected the best
recipients for mail and SRSIPRRADE T0

issued mail files. - g g &

B BUSINESS

SPRINMBDIRECT
CONNECT

THE MEW “DONE"

©),
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T-Mobile: Anti-churn campaign [ - -Mobile-

« T-Mobile was seeking to
reduce churn.

. T - <Mobiles
« The client gave us an PasoCII Have a fear of
g itment?
extract of their file of " “1";:‘
. e
subscribers and churners. _ plan for you.
F Mol
monthly4G

— We appended
characteristics and
modeled for subscribers
who were not likely to
churn.

— We selected the best
recipients for mail and
issued mail files.

©
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Starbucks Coffee

@

CASCADE
STRATEGIES

We conducted primary market
research to discover affinities
for seasonal gift cards.

The client gave us an extract
of their file of gift card
purchasers.

— We appended characteristics
and modeled the files for
affinity scoring.

— We selected the best
recipients for mail and issued
mail files.

We reported gross rates of
response and made
recommendations.

chchch

ot
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American Express Membership Rewards

« The client gave us an
extract of the MCIF
covering purchases by
those who were not in
Membership Rewards.

— We appended
characteristics and
modeled the files for
affinity scoring.

— We selected the best
recipients for mail and
issued mail files.

9
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AT&T

* The client gave us a file of
subscribers in selected
geographies.

— We appended
characteristics and
modeled the files for
affinity scoring.

— We selected the best
recipients for mail and
issued mail files.

CASCADE
STRATEGIES

Let me instruct you in ze ways
of textual passion.

Catch savings worth cheering about.

At the grand opening of the all-new ATST. W
. ! ot o
5 A
i
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Procter & Gamble ProctereGamble

«  We conducted primary
market research to
discover affinities for
P&G's line of feminine
care products.

— We modeled these
affinities and appended
affinity scores to mail files.

— We selected the best
recipients for mail in
selected test markets
and issued mail files.

@
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Transamerica Financial éTRANSAMERICAf

« The client gave us an
extract of the MCIF for
selected products.

— We appended
characteristics and
modeled the files for
affinity scoring.

— We selected the best
recipients for mail and
issued mail files.

« 23 million pieces per
quarter.

&
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Westin Hotels WESTIN

HOTELS & RESORTS

« The client gave us an
extract of their file of
visitors at selected hotels
in the US and Asia.

— We appended
characteristics and
modeled the files for
affinity scoring.

— We selected the best
recipients for mail and
issued mail files.

©
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Progressive Insurance

PROGRESSIVE

« The client gave us an
extract of their Florida
tfransaction file.

— 2.5 milionrecords in the
file.

— We appended
characteristics and
modeled the files for
affinity scoring.

— We selected the best
recipients for mail and
issued mail files.

©
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Ernst & Young —

ErRNST & YOUNG

« The client gave us their

transaction file for LOOK INSIDE!
LOOK INSIDE! )
selected types of

Ernst &Young
Tax Guide

2005

Ernst & Young's

accounts.

— We appended
characteristics and
modeled the files for
affinity scoring.

— We selected the best cueL0OKINSDE
recipients for mail and ﬁllt:lilé‘;s
issued mail files. Plﬂﬁ iy

G.

" tbver
1001000

9
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Drugstore.com drugstore s

* Anonline retailer of prescription
drugs, over-the-counter
medications, and general

consumer goods that sought o UNCOMMON SELECTION! | BEAUTY.COM.

remedy extremely low customer _

loyalty and repeat-purchase levels. m. | - ! _—MO |
« A model we developed for them P t-r : i ..

identified six key segments by Hgeoes, =2 )

reference to their brand affinity,

product preferences, and 9
shopping behaviors. A TO—

— Specific discount and promotional [ SWITCH to Sonicare

drugstore:¢

features were developed, geared
toward the products they preferred sonicare

and the way they liked to shop on - ArUGSIONE T ety
the website.
b=

PHILIPS

— Cross-sell programs were tailored to
their product preferences and
shopping styles.

 Results:

— After one year, sales increased 16%
in key product categories among
the “Rambler” segments and 6%
among the “Pipeliner” segments.

&
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AAA

« The client gave us a file of
transactions for insurance
contracts in selected
geographies.

« 3 millionrecords in the file.

— We appended
characteristics and
modeled the files for
affinity scoring.

— We selected the best
recipients for mail and
issued mail files.

« Client reported response-
rate lifts of 0.2% to 0.4%
after applying the model.

@
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Bank of America

« The bank gave us an
exftract of the MCIF for

. . L g, e L U b" Stay in the black with Alerts
different financial , T I P77 oot roccun

products.

— We appended
characteristics and
modeled the files for
affinity scoring.

— We selected the best
recipients for mail and
issued mail files.

joridPaints® Platinum Plus® credit card...Youll feel better,
. J R
‘
rEward BankofAmerica T : 2
.
- —_—

REFINANCE &

Tnlm ad Ivan lanlodnyllow\ interast rates.
# to reduce your monthly mortgage payments.

o Retrance 15 potertaly komet your manenly papmerts |

@
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Chase Bank

« The company gave us an
extract of the MCIF for

various financial products.

— We appended
characteristics and
modeled the files for
affinity scoring.

— We selected the best
recipients for mail and
issued mail files.

e 15 millionrecords in file.

— Mailed about 150,000
pieces at a time.

©)

CASCADE

LE |

| °
sl
i;
f ]
i
il
i
|

wones CHASE €

125 &

Simply open a qualifying Chase checking account

and set up direct deposit

oo

$150.00

/8

STRATEGIES



GE Capital

« The client gave us their
transaction file for GNA (Great
Northern Annuities) annuities
accounts. Protect whatyoulove the mose.

« 4 millionrecords in the file.

— We appended characteristics,

Financial

prepared a psychographic R 8 Professionals
typology for them and ported . et 'zJ-;
the segmentation scheme into L < N 2
their CRM.

— The CRM-based segmentation
allowed them to focus their
selling and cross-selling efforts on
the most promising customers
and prospects.

9
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Citibank

« The company gave us an
extract of the MCIF for
various financial products.

— We appended
characteristics and
modeled the files for
affinity scoring.

~

— We selected the best PRI | et yourmonsy
recipients for mail and
issued mail files.

« 18 millionrecords in file.

— Mailed about 200,000
pieces at a tfime.

— Pieceswere
accompanied by web
campaigns.

9
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STRATEGIES

ING Direct Bank

« The bank gave us an
extract of the MCIF for
selected products.

— We appended
characteristics and
modeled the files for
“Stars,” *Dogs,” and
“Best Costco Customers.”

« These are affinity groups
for certain kinds of
products.

— We selected the best
recipients for mail and
issued mail files.

CASCADE

SEATTLE'S GETTING MORE BEAN EOR TS BUCK.

NOTHING BEATS MONEY IN THE BANK.

CXCERT MORE MOMEY [N THE Bast:

M tarts with this $25 certfcats.

-
AND THEY SAY MONEY
CAN'T BUY HAPPINESS

ings Actouat” —
P B e o] fanal
450% ‘
e
et oMafess o daMrimns e
ING 8 DIRECT o

Costco Members
get best pricing

| ING M DIRECT | <horeBunper 40 |

 401(k) Plans

@

&

GOOD THINGS

ARE HEADED YOUR WAY.

ING $ DIRECT

sharesuiLber

Buy stocks for %4
@ Get':$90 bonus

No account minimum
ING 8 DIRECT

sharesunper _'w
‘Get up to $60 |
| * No account minimum |

= 2 smart ways to trade ‘

| NG DIRECT Investing

sharesunper*
e

€
gift of stock

$25 bonus |
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ING Direct Bank/Capital One Bank: outcomes

« The business units for whom
we provided services are now capita'one’w ING % DIRECT
owned by Capital One, and rd

they jealously guard results | | | |
Jerry Johnson and Cascade Strategies have performed a variety of marketing research services

d O 1- O for ShareBuilder, an online brokerage. Mr. Johnson’s relationship with us dates back to 1999.

Mz Johnson has completed several modeling projects for our brand, including a segmentation
classification model that proved pivotal to the ealy success of ShareBuilder, which was

° i launched in December 2000. Additional modeling projects meluded an opportumty analysis to
H Owe V e r' Th e m O rke TI n g 1dentify the number of households i the nation with characteristics most like ShareBuilder
H 71 customers and a geographic targeting model, which helped us 1dentity and rank markets we
d I re C TO r fo r 1- h es e O C 1- I V I TI es should consider for test marketing. Cuirently, we have engaged Cascade Strategies to perform a
. sensitivity analysis of the drivers of customer investing behavior.
has provided commentary on o _
In all cases, Mr. Johnson has provided us with high-quality services that are comprehensive,
timely, actionable and within the agreed upon budget. We have found him to be responsive and
1- h e p e rfo rm O n C e Of C O S C O d e flexible with regard to the typical requests and changes in direction that come with the normal
. . course of doing business.
Strategies on the projects _—
ick Roth

C i 'I' e d Director of Marketing Research
. ING Direct ShareBuilder

— His comments are at right.

&
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Eddie Bauer

©)
CASCADE
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The client gave us a file of
purchasers and
transactions in selected
product areas.

— We appended
characteristics and
modeled the files for
affinity scoring.

— We selected the best
recipients for mail and
issued mail files.
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Porsche Cars North America

«  We conducted primary market
research to discover affinities for
Porsche in specific US metro
areas.

« The client gave us their file of
buyers in these metro areas.

— We appended characteristics
and modeled the files for affinity
scoring.

— We selected the best recipients
for mail and issued mail files.

&

CASCADE

What? Porsche Coupona?

Wall, ves and Nges
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Precor

 The client gave us an
extract of their file of
purchasers.

— We appended
characteristics and
modeled affinities for
selected products.

— We selected the best
recipients for mail and
issued mail files.

@

CASCADE
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Bellevue Towers

©)

CASCADE
STRATEGIES

We conducted primary market
research to discover affinities for
upscale condos in downtown
Bellevue, Washington.

The client gave us an extract of
their “interest” file (people who
had indicated they wanted
more information about Bellevue
Towers).

— We appended demographic
characteristics and modeled the
affinities for Bellevue Towers.

— We scored the file, selected the
best recipients, and issued mail
files.
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Southwest Windpower

«  We conducted primary market
research to discover affinities
for SWWP wind turbines for

homes, farms, etc. \{gsoumwm

WWWWWWWWW

« The client gave us an extract
of their “interest” file (people
who had indicated they
wanted more information
about SWWP).

— We appended demographic
characteristics and modeled
the affinities for SWWP.

— We scored the file, selected
the best recipients, and issued
mail files.

Southwest Windpower
Renewable Energy Made Simple

T YK

@
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St. Vincent de Paul Society

« Conducted primary market
research to discover affinities 8
for giving to SVDP. o

« The client gave us their file of
past donors.

— We appended characteristics
and modeled affinities for
prospective donors.

— We selected the best recipients
for mail and issued mail files.

« Gross response rates for 2009
and 2010 campaigns had been
0.35% and 0.45%. Response
rates for this campaign (2011
and 2012) were 1.13% and
1.27%.

CASCADE
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Dominion Energy

« Producer and distributor of
energy on the national grid.

« The client gave us an extract
of their file of subscribers in
selected states.

— We appended characteristics
and modeled affinities for
prospective buyers/switchers.

— We selected the best
recipients for mail and issued
mail files.

« Client reported response rate
lifts of 0.2% to 0.6% when the
model was used for selections.

©)
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Carnival Cruise Lines

« The client gave us a file of their
customers who had gambled
on board.

— We appended characteristics
and modeled the files for
affinity scoring.

— We selected the best
recipients for mail and issued
mail files.

@
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United Lending Corporation

« The company gave us an
extract of the MCIF for
mortgage products.

B \cl:vheo?opcegrri]s(?ice:gqnd modeled UNITEDLE[\'I DI NG

the files for affinity scoring.

— We selected the best
recipients for mail and issued
mail files.

. 15-20 million records in file.

— Mailed about 100,000 pieces
at a fime.

PR——

:Eiéigf:

« Clientreported that gross B
response rates changed only e
somewhat, but cost per
thousand dollars loaned
decreased by 67%.

— This was due to the model’s
selection of recipients more
likely to close a loan and the
removal of nonperforming
households from the list.

©)
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Regions Bank

« The company gave us an
extract of the MCIF for
various financial products.

—  We appended
characteristics and
modeled the files for
affinity scoring.

{~. REGIONS

— We selected the best
recipients for mail and
issued mail files.

Need Loan Payment [ Saimast |
Help? l“‘ 2

e 1.4 millionrecords in file.

— Mailed about 150,000
pieces at a fime.

* Client reported that cross-
sell rates had averaged
about 3% prior to the model
and about 11% afterward.

— The rates differed
significantly by product.

©
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Citizens Bank

« The bank gave us an
extract of the MCIF for
selected products.

— We appended
characteristics and
modeled the files for
affinity scoring.

— We selected the best
recipients for mail and
issued mail files.

@

CASCADE

%% Citizens Bank’

GOOD BANKING IS GOOD CITIZENSHIP™

RRRAK
Caliaipdgoe Y

GUINED I RE
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Capital Bank

« The bank gave us an
exftract of the MCIF for
CD'’s.

— We appended
characteristics and
modeled the files for
affinity scoring.

— We selected the best
recipients for mail and
issued mail files.

« 1 million records in the file.

@
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CBJ
CAPITAL BANK

FINANCIAL CORP

- m

+ Ho minimum bala| « Attached CashBack
Saver unt earns

.1
and bill pay

callected balance

(CB) GAPITAL:BANKs
Yg;r-ﬁnunres -

Anywihere

“Anytiige

Anywhere Anytime
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Boeing Employees Credit Union

« BECU was already mailing
offers for checking
accounts and loans.

— They wished to know
which areas were most
receptive to offers of
different kinds.

— They gave us an extract
of the MCIF covering
these products.

— We appended
characteristics and
modeled the files for
affinity and zone scoring.

— We selected the best
zones for such mail and
issued detailed maps
and indexed lists.

CASCADE
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Compass Financial

* Provider of investment
and brokerage accounts,
financial planning
services.

 The client gave us an
extract of their subscriber
file for investment
accounts.

— We appended
characteristics and
modeled the files for
affinity scoring.

— We selected the best
recipients for mail and
issued mail files.

CASCADE 9 6

STRATEGIES

INCORPORATED



Cornerstone Financial

* Provider of investment
and brokerage accounts,

financial planning cornerstofie
services.
« The client gave us an ALIGNMENT
exftract of their subscriber BUILD.-*TRUST
file for investment RELATIONSHIPS

accounts.

— We appended
characteristics and
modeled the files for
affinity scoring.

— We selected the best
recipients for mail and
issued mail files.

CASCADE
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SMFG (previously Sumitomo Bank)

« The bank gave us an
extract of the MCIF for
selected products.

— We appended
characteristics and
modeled the files for
affinity scoring.

— We selected the best
recipients for mail and
issued mail files.

@
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Russell Investments/The Frank Russell Company

« The client gave us their
transaction file for mutual
fund accounts.

Russell
i) Investments

— We appended
characteristics and
modeled the files for
affinity scoring.

— We selected the best i Russel
recipients for mail and INDEXES
issued mail files. IT'S THE MARKET

L
CASCADE
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Guaranty Bank

*  Wisconsin-based bank that had a large
interstate customer base with a larger-
than-average component of inactives.
They wished to activate these
customers.

« Customers were surveyed about
attitfudes, behaviors, preferred financial
products, appeal of reactivation and
on-boarding programs, and
demographics.

« Theresults were used to segment
consumers on the basis of their (1)
activity level and (2) aftitude toward
reactivation.

— A demographically-based model was
then developed to predict segment
class membership.

— Scoring profiles were prepared to
indicate each type’s affinity for certain
cross-sell financial products, product
features, reactivation programs, and on-
boarding programs.

CASCADE
STRATEGIES
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Guaranty Bank (cont.)

+ Segment types were assigned
to all customers using the

predictive model and

appended demographic e
variables available in the o
CRM/MCIF. ol = AN

« EM and DM outreach programs

were developed with type- ’ m\ A
specific cross-sell /K/\ TN

= N7 ~
product/reactivation program / >
offers, assisted by online ads. /
—  Each appeal included the so much more foe-soncemeathan the average,
financial products, product
feOTU res, reOCTIVOJﬂOﬂ plons, ’ Sarehiocaions p comomts midareaaman o " e peditanie whan cutornae
and plan features most e
attractive to that particular
type.
*  Results:

— Over a 2-year period, the two
inactive customer segments
increased transaction volume
by 19% and fransaction
revenue by 7%.

&
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Pacific Place

«  We conducted primary
market research to
discover affinifies for
Pacific Place.

3l
PACIFIC

 The client gave us an
extract of purchase files
from selected retailers.

— We appended
characteristics and

i'l.

modeled the files for _
affinity scoring. | _ m
e &b Al

&
i L)

— We selected the best b

recipients for mail and s
issued mail files.

@
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Dream Dinners

«  We conducted primary
market research to discover
affinities for Dream Dinners.

 The client gave us an
exftract of their file of
members with transactions.

-  We appended
characteristics and
modeled the files for
affinity scoring, coining the
term “Persisters” for the
best prospects.

—  We selected the best
recipients for mail and
issued mail files.

« Clientreported little
change in response rates,
but lifts in conversion rates
from 0.3% to 0.7%.

@
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World Vision

«  We conducted primary
market research to
discover affinities for
donating to World Vision.

 The client gave us an
extract of their donor file
with fransactions.

— We appended
characteristics and
modeled the files for
affinity scoring.

— We selected the best
recipients for mail and
issued mail files.

CASCADE
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Flexcar

* A firm providing temporary-use
and short-term rental cars in
densely populated metro areas

. . -
that wanted to improve frequency FIBXCCII'
and revenue from their customer
base. e J. i

« Customers were surveyed about B g
the nature of their rentals, their '
attitudes, their preferred pricing
plans, features and amenities, their
demographics, and more.

Intraducing Flexear.
Getti ng around Atlanta
]U t whi elot ease

— The results were used to prepare a
segmentation typology. A
demographically-based model
was then developed to predict
segment class membership.

— Scoring profiles were prepared for
each type indicating the pricing e
plans, promotions, features and
amenities each type preferred.

> S, w\ cls 1y 2 FleFest

@
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Flexcar (cont.)

« Segment types were assigned to
all customers using the predictive

model and appended . :
demographic variables available FleXCU"
in The CRM. Type_speCifiC Your personal solutionto  |§ ]
communications were sent fo s RS

customers by DM and EM, with e
phone-based fulfillment. - O—<4)

— Each appeal contained the plan
features, discounts, promotions,
pricing structures, and amenities
most attractive to that particular

type.
 Results:

Intraducing Flexear.
Getting aroun d Atlanta
just got a whole lot easier.

— After one year of activity, rentals
by the most brand-friendly
customer type (called
“Reformers”) increased by 22%.
Rentals by the other three
customer types increased by an
average of 9%.

@
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Standard Renewable Energy (GridPoint)

«  We conducted primary market
research to discover affinities

. . TANDAR
for using the SRE service. i SIANASD
nnowapatol GRIDPSINT
* The client gave us an extract of e
their customer file with *’m "y

transactions. = C. T

And Save Up To $3800

— We appended characteristics
and modeled the files for
affinity scoring, coining the
term “Simplifier” for the best
prospects.

— We selected the best recipients
for mail and issued mail files.

@
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Door to Door Storage

«  We conducted primary market
research to discover affinities for

sTORAGE

using the Door to Door concept. |]H
J(
« The client gave us an extract of QR
their customer file with

transactions.

— We appended characteristics
and modeled the files for affinity
scoring, coining the term
“Vagabond” for the best
prospects.

— We selected the best recipients
for mail and issued mail files.

&
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Gene Juarez Salons

«  We conducted primary market
research to discover affinities for
Gene Juarez.

* The client gave us an extract of
their customer file with
tfransactions.

— We appended characteristics
and modeled the files for affinity
scoring.

— We selected the best recipients
for mail and issued mail files.

SPREAD

« Client reported that response THE WORD!
rates among prospects
averaged 0.6% across the o
targeted stores.

: 7,000 fér\s
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Chili’'s Restaurants

«  We conducted primary market
research to discover affinities for
Chili's Restaurants in the
midwest for a major franchisee.

« The client gave us an extract of
their “interest” file (people who
wanted to receive coupons).

— We appended characteristics

FREE
. .. CHIPS & QUESO
and modeled the files for affinity R S

scoring.

— We selected the best recipients
for mail and issued mail files.

« Client reported that response
rates among prospects
increased from 0.5% to 1.0%
around targeted restaurants.

©),
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Providence Health Center

«  We conducted primary market
research to discover affinities for
the Heart Center at Providence. Featha s

« The client gave us an extract of YOU HAD
A HEART

ATTACK

their “interest” file (people who
asked for information about
Providence Cardiac Care).

— We appended characteristics
and modeled the files for affinity

scoring.
— We selected the best recipients "-"]fi':--..-'”'.f]
for mail and issued mail files. HAAVH [1OA

« Client reported 3% increase in
screenings in areas targeted by
direct mail.

\—
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Tum-a-Lum Home Centers

«  We conducted primary market
research to discover affinities for
Tum-a-Lum.

« The client gave us their customer

file.
— We appended characteristics and o |'l U_w [
modeled the files for affinity scoring, sk e
coining the term “Collaborator” for LUMBER

the best prospect.

— We selected the best recipients for
mail and issued mail files.

*  Marketing staff report dramatically
increased store visits after mailing
based on the selections of
Collaborators.

©
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Pan Pacific Hotels

«  We conducted primary market
research to discover affinifies
for the Pan Pacific Seattle
Hotel.

« The client gave us their guest
file.

— We appended characteristics
and modeled the files for
affinity scoring, coining the term
“Sybarite” for the best
prospect.

— We selected the best recipients
for mail and issued mail files.

&
CASCADE
STRATEGIES

PAN PACIFIC

Hotels and Resorts
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Winn-Dixie Stores

«  We conducted primary market
research to discover affinities for
Winn-Dixie among Hispanics in
the Miami metro areaq.

« The client gave us their file of
discount-card purchasers in
Miami.

— We appended characteristics

and modeled the files for affinity
scoring.

— We selected the best recipients
for mail and issued mail files.

&
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Winny Dixie

.
MI TIERRA
MI TIENDA

(]
> N 3
> D e
N

M1 TIERRA=>MI TIENDA

Winn . Dixie
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Liberty Mutual Insurance

«  We conducted primary market
research to discover affinities for
Liberty Mutual auto insurance.

« The client gave us an extract of
their subscriber file with Privacy
safeguards.

— We appended characteristics and
modeled the files for affinity
scoring.

— We selected the best recipients for
mail and issued mail files.

©),
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S&K Menswear

«  We conducted primary market
research to discover affinities for
S&K Menswear.

« The client gave us their file of
purchasers by store.

—  We appended characteristics and
modeled the files for affinity
scoring.

— We selected the best recipients for
mail and issued mail files.

&
CASCADE

SX

menswear
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Other segmentation case histories available

Bristol Myers Squibb
Discount School Supply
Instant InfoSystems
VTech

Delta Controls
Nutrisystem

Suncadia Resort

World Concern

Avenue Dental

Airborne Express

Alaska League of Conservation Voters
Brevard County (FL) Tourism Board
Florida Power & Light
Franciscan Health System
Global Mobility Systems
GridPoint Energy

GTE Mobilnet

XYPoint

Hobie Fashions

lcom

Imandi

CASCADE

InterDev

Isomedia

iTango

Onyx Software

Fire Mountain Gems
Lakeland Development
LapBand Company
LibertyBay.com

Lindal Cedar Homes
Lowry Park Zoo (Tampa)
MA Network

Madison Hotel
Magadanskaya Vodka
Medalia Health Care
Seattle Aquarium Society
Museum of History & Industry
National Geographic Magazine
NetCommerce
NetMotion Wireless
Northwest Children’s Fund
Outback Steak House

Overlake Hospital Medical
Center

Play Network

Prince Hotels

Purex

Red Lobster Resaurants
Royal Caribbean Cruise Lines
Seattle Men’s Chorus
Solutions IQ
Speakeasy

Spikessoles

Sun Microsystems
Supreme Corq

Sybase

Florida Ballet

Toll Free Cellular
University Book Store

WA Dept. of Employment
Security

Wall Data
Washington Wine Commission
Woodland Park Zoo (Seattle)
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