BB&T's Journey to a
Mobile Banking & Alerts

Solution




Cell phones are highly _ integrated into
the lifestyles of younger
demographics

People keep their mobile phones with
them all of the time — their PCs stay
home

People will often go without their
wallets for a day, but they’ll turn
around if they forget their cell phones

During a one month period (Oct 2006), BB&T discover ed:
*24% of incoming IVR calls originated from cell phone numbers
*173,000 unique cell phone numbers
*Average of 6 calls per month per unique cell phone number



Understand what the 18-34 demographic desires from a
banking relationship

* “This generation... has been born and raised inthe e  ra of constant
communication” 1

* 60% of college students have decided to keep their current banking
relationship after graduating - up from 48% in 2003 —a 25% increase!

* Mobile capability and the Internet played a large ro  le in their decisions?

Provide the superior BB&T client
experience

* Save time for clients who want to
avoid the IVR (~38% of BB&T's IVR
calls are balance inquiries)

* Provide an actionable alert to the
client’s desired device

* Provide a rich mobile experience

1” Web Seen Most Effective to Keep Young Customers” American Banker July 24, 2007  2According to Celent Research study July 2007



Q4 2006 — Understand the Industry’s Status
* Limited information available on adoption rate and economic model
* Most banks appeared to be adopting a single Mobile B anking delivery method
* Industry analysts indicated that 2007 was the year to plan_for Mobile Banking

Understand the Competitive Landscape

* Alerts were available from all major competitors an d most of those offerings
were not integrated into the mobile experience

* Mobile Banking pilots were in place with system-wide rollouts expected in mid
to late 2007

Based on the information at hand,
BB&T initially chose to pursue an Alerts
deployment in 2007 and plan for a
Mobile Banking deployment in 2008




Primary Competitors Introduced Mobile
Banking Products

* Several Financial Institutions appeared to be hedging
their bets by experimenting with several mobile
delivery methods

* Bank of America, Wachovia, and Citibank introduced
new Mobile Banking services

* Wachovia, SunTrust, and Regions announced
agreements to deliver Mobile Banking applications
(“thick client”)

Lessons From Industry Implementations
* BB&T's recognition that Alerts needed a response component

* Less than perfect client experience with one of our internal department’s Alerts
program

* Our competitors were now thinking about how to integrate their separate Mobile
Banking and Alert offerings



Mobile Banking schedule needed to
accelerate

W Alerts must be actionable and support
closed loop communication

* Tight integration of two environments (Mobile
Banking and Alerts) provides a superior client
experience

* l|dentified an opportunity to leapfrog the
competition

BB&T met with Clairmail and mFoundry in July 2007
* Cross functional team validated business and strategy concepts
* Introduced the Triple Play concept



BB&T wanted this new technology to
provide our clients with the same
predictable, consistent experience
delivered in our Financial Centers

BB&T saw an opportunity to bring
two Mobile Banking leaders together
to create a unique offering in the
Industry

The partnership forged between ClairMail &
mFoundry allows BB&T to use mobile messaging,
mobile Web and application solutions at the same
time



Increase client’s use of the
Online Channel

Positively impact overall
corporate attrition

Improve client satisfaction
Avalilable 24x7

Respond consistently within 15
seconds

Provide the same client
experience with mobile as
clients experience online and in
our financial centers



AT&T initially denied BB&T
short-code

* Industry reality — carriers control
the link between you and your
client

* This must change

Security remains a concern
In the minds of the client

* Think about Internet banking 10
years ago

* SMiShing — SMS Mobile
phishing

* BB&T experienced before we
had even launched

/y
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Consolidation of Mobile
Application Vendors

Improvements in Mobile Form
Factor

Evolving carrier business model
* Open networks

* Revenue model

Consumer discovery of
compelling new uses for the
Mobile Channel

Payments (BillPay, A2A, P2P, etc.)

Emergence of viable Mobile
alternatives (Google and others)
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Don’t discount the role that
carriers play in the Mobile
Channel — they are the bridge
between you and your clients

Stay flexible in your approach

Clients desire and expect a rich
client experience

Pilot! Pilot! Pilot!
Mobile Channel Ul mini-Internet
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American Banker

Bank Systems & Technology
Bank Technology News

Javelin Strategies

Forrester Research

ClairMail — www.clairmail.com
mFoundry — www.mFoundry.com

Contact Information:
Phone: 919-791-3317
Email: montresa.mcmillan@bbandt.com
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