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New Branch Locator Service

Building a faster, more responsive, and API based platform
and scaling local search opportunities



— U.S. Bank Local Pages

Reimagined Local Program

Optimized data
flow across the
web that provides
up-to-date
information.

SEO-driven
content that drives
organic search

Enhanced branch
page features that
connect users with
tools and products

A one U.S. Bank
technology
approach

Governance and maintenance plan that supports ongoing program management.
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= U.S. Bank Local Pages; Timeline

Rebuild of infrastructure to deliver
faster results

EDDONK nee  Semiome G Covonmitome

We've found these locations near you.
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‘Which service can we heip you with today?

Rebuild of Locations on
react.js framework
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Find a fnancial advisor o wealth specialist near you.

May 2023

FAA on new react,js
framework
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U.S Bank Local Pages; Rich Results

Google

us bank branch

< Al © Maps [ News [%] Images [ videos

About 13,400,000 results (049 seconds)

waww.usbank.com » company-blog » arficle-library » refle...
Reflecting the communities we serve | U.S. Bank

U.S. Bank - Mov 18, 2022

wwvi usbank.com » online-mobile-banking » atm

ATM banking | Find ATMs near your location | U.S. Bank

i More

L. 5. Bank launches military flagship branch program in 1
Washington. Military service members aren't typical banking customers

X & Q

New!
Video

Some U.S. Bank ATMs have limited functionality. Please see the ATM and
branch locator, at usbank.comilocations or in the U. 5. Bank Mobile App, 1.

o Dak.

o gete U5 Bank - Apr22 2019

Photos

3 Shopping 1 More
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Google

us bank branch

x

[ Books ¥ Flights

@ Maps  [E News  [2) Images ¢ Shopping [ Videos
About 1,180,000,000 results (0.64 seconds)
Resulis for Lincolnwood, IL - Choose area
U.S. Bank Branch locations @ rous -
A U8 Bank Branch
(847) 675-1571
Open - Closes 5PM ® ¢
site  Directions
B U.S. Bank Branch
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Closed - Opens 9
Website  Direcfions
C U.S. Bank Branch
¢ ® @
Website  Direclions
More locafions 3 \
us.
L] hnpe: nk.com ;s locations §

U.S. Bank branch
No information is available for this page

Leam why

Chicago, IL Branch or ATM __
Find a U.S. Bank ATM or Branch in Chicago, IL to open a bank

llinois Branch or ATM Locations
Find a U S Bank ATM or Branch in llinois to open a bank account.

6677 N Lincoln Ave Bank Atm ...

Gpen a bank account, apply for loans, deposit funds & more at

Califernia Branch or AT ...

Find a U.S. Bank ATM or Branch in Califernia fo open a bank
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Direct links to Branch

Page

More to ask :

What is my bank branch?

s (driven by Schema)
|
FAQs,
People
Also Ask
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— U.S. Bank Local Pages; Results

* Nice lift in local SEO metrics across the board

* Built pages to automatically create based off information in the APl which
helped massively during our conversion

* By mid year 2023, visits had increased 23% YoY, natural search visits
increased 42% YoY

» Conversion (appointment scheduling) have increased YOY by 8%

* Continue to track conversion events and tie to our funding methodology
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Targeting on usbank.com

Growing the program thru testing and new feature development



What is Personalization?

We define personalization as a campaign that creates or modifies Dotcom content placements
specifically for a targeted audience in order to deliver more relevant messaging to each of our users.

Based on strategies and
opportunities, identified by
robust segments and profiles

Right
Place

Deliver the content to
the proper place for
ultimate impact

y@milestonemktg | #engage2023

Deliver the right
content that resonates
with that user

Know where the
visitor is on their
customer journey

Lock in your CD rate — up to
4.95% Annual Percentage H H

HH
i3 Yield.
r e

Save for something great.

Find the best account to help make
your goats a reality

Make your money work We're here to help —
harder for you. virtually, by phone or in
person.

Milestone



— Personalization on usbank.com

2021

¢ Moved under Marketing
e Governance created

o ()
2022

e Testing and expansion
e Intakes exceed resources

B
Banner targeting specific

~ audience on usbank.com
homepage

T = ;
@)

§  SHOPPER CASH REWARDS CARD v \

Get up to 6% cash back’ with  f AL

two retailers of your choice. | ' ) U
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2023

¢ Feature Development
e CDP Migration

Ebank -

You’ve been logged out.

Banner ad on high
traffic (log out) page

Milestone



ersonalization on usbank.com; testing new features

Ao Feancis soumion Soppor Locmons (Q ®

DANK fscrs  Wasm Mmgerent  Busioss  Corpocen & Commarcid  raststers Ao in Fracc sducaten Spant Locatons(Q Se E3

BEIDANK rerrs  Weamn Masgament  Busiowss  Corporste & Commarcisl  Ieatiutional

TIDANK v westnmsugemen  Busress  Comome & Commciat  insstsmonsl

MILESTONE APPROACHING

Should you withdraw from
retirement accounts at 59 1/2?

Fixd o0t wii & trow retramant consutation

Log in with mobile app

BANK SMARTLY™™ CHECKING
Get rewarded for all the ways
you bank.

Eavn, save and isvest with LS. Bark Seartly Checking.

dipdic

PERSONAL BANKING
Lock in your CD rate - up to
4.70% Annual Percentage
Yield.

Usa passeens nstosd

Get logn heip >

ot arton

Eam & guaraniesd resum. Rates ave Copendent on
location and

ot

SUART REWARDS LI CHECKING 161
B FKANGIAL CRECK-UP ™E B0 PICTURE =
You've eamed it. Make your checking N a W ELITE MONEY MARKE
1 k me working hard how of
Access benefis wih Barnk Smarty account work harder for N YRR NN SO Get a better view of all your Eam up to a 3.50% Annual Percentage
Crocking 9nd U5, Bark Smart you. enough for you? finances. ok
Rewards™.
Contact a o & oo, 1 ceiigaton
e the aicies - ot conamaon e s Loarn more
STUDENT SCHOLARSHIP WELCOME UNION BANK
Pt M Register for your Stay informed as your
R o -5 ARKET NEWS ALTTUDE ComnecT Bvin o i bl
9 Hme sith e wobNe. > - Got tho most recent market Elevate your travel with lounge access $20,000.

e - insights. and new card perks.

Find out more Gt the app > Fndan adviser Loarn more View naxt step » Holphul resources >

Sty in he wnow

Checking Experience WM Experience BAU Experience
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= Personalization on usbank.com; Measuring results

Utilization by Page

100%

Utilization and Opportunity Size Reporting

75%

50%

* Pages - .
* Audience (Prospect v. Client, Product 0% .
Deepening, etc.) GHP LOTO Account Login  Online Banking  CD Specials

MW Personalization Opportunity

* Marketing Channel/Traffic Source

* Device ___ _ _
Utilization by Relationship

100%

75%

I
TRy,
. e (-

Client Prospect

W Personalization Opportunity
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= Personalization on usbank.com; Learnings

 Targeted ads drive a 4X engagement (clicks) vs default message

* High traffic volume critical for campaign success
 Time investment per campaign is significant

» Established a dedicated team who can focus exclusively on intake and
campaign management — 83% lift in campaigns YoY

* Continued push to add audiences to campaigns will drive move conversions.
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Claudia
Rodriguez

Strategic Projects and Customer
Experience Director




Personalization
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SMART DATA




0/ of consumers
6 3 o will stop buying
(y of costumers want physical and digital personalization,
6 9 o and consistent CX.
Unique Brand experin:1=40% spending

is the new
Branding.

increases business opportunities
by 2.7 times

Qx




WE FACE DEMANDING
AND CAREFUL CONSUMERS
WITH THEIR INFORMATION

First-party data privacy and cookie
less personalization
on the rise.

Push on personalization based on
user preferences.

MEASURE PERSONALIZE

PLAN

ANALIZE LEARN

CHECK OUT

* Mobile/web no longer enough.

* Multiple touchpoints for omnichannel
experiences

* Focus on long-term

* Personalization to increase loyalty

...Milestone
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NISSAN
CUSTOMER
EXPERIENCE




THERE ARE AS MANY <<SHOES>> AS MINDS
<<MOBILES>>

<<CARS>>

<<CAKES>>




CUSTOMER BRAND EXPERIENCE TODAY

I I I I

]| L

Consistent Brand image
Customer centric
Omnichannel

Consistent generic proposition

@ <<unpersonal>>
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NISSAN

(

S CCESSFUL BR NDS
EMBRACING T E FUTURE

DATA-DRIVEN PERSONALIZATION

Customer interaction, behavior and transaction data can

turn on personalized experiences at MMM

* Recommendations

* Targeted promotions

e Customized product offerings
* Personalized communication
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ORGANIC WEBSITE
VISIT

They visit section Cakes
Spent +2 minutes
in chocolate cake section

INTERACTIONS/BEHAVIOR STATUS

0
2,
O

PERSON 1

Visit the napkin
section + Visit the
candle section
Hour: 2 PM

S/
o o

PERSON 2
AND 3

+ Visit “Strawberry
Cake” section
Hour: 4 PM

= Undifined

PERSON 4

+ Visit the “indiVidua |=—
dessert” section o O
Hour: 9 PM

PERSON 5

—p  Undifined
abandone

Hour: 12 PM
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ORGANIC WEBSITE
VISIT

They visit section Cakes
Spent +2 minutes
in chocolate cake section

INTERACTIONS/BEHAVIOR STATUS PERSONALIZATION @

0
2,
O

PERSON 1

Visit the napkin
section + Visit the
candle section
Hour: 2 PM

W,
DS
a7\

There is a cake waiting
for you celebration!

_ g
o O

SOEC

PERSON 2
AND 3

+ Visit “Strawberry
Cake” section

Chocolate or strawberry,

- Undifined === what do you prefer?

Hour: 4 PM
PERSON 4 Still on time to make
+ Visit the “individ U g |e—— — someone happy N1/ \\1//
dessert” section o O tomorrow!
Hour: 9 PM N1/ 1)/
PERSON 5 o A piece of chocolate cake

—p —p ‘
abandone Undifined any t,m?'
Hour: 12 PM never fail!
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BUILDING BIG
EXPERIENCES

CX STRATEGY
NMEX
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ESTRATEGIC
PROJECTS

RELATIONSHIP
MARKETING

CUSTOMER
EXPERIENCE

- .
NISSAN CUSTOMER EXPERIB(‘HQ&I@I]?Q

2023
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