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Speaker Biographies

Sharon Gillenwater
Principal and Founder
Boardroom Insiders

Sharon Gillenwater is an expert in program strategy,
including account-based marketing, event marketing,
marketing communications and CXO engagement programs.
She is the founder of both the San Francisco Group, a
marketing strategy consulting firm and Boardroom Insiders,
an online resource for sales and marketing pros looking to
reach and engage senior executives. Sharon has worked
with PeopleSoft, Siebel Systems, Sun

Microsystems, Lockheed Martin, Cisco Systems, NetApp,
Symantec, Adobe, Barclay's Global Investors and Ernst &

Young.

Mark Fein
Director of Strategy
Immersa Marketing

Mark brings clients a unique set of skills, honed from years
of experience creating and executing winning marketing
strategies. Always looking for fresh intersections to stimulate
thought, Mark believes in the power of collaboration for
defining and solving challenges. He has worked with Fortune
500 companies and start-ups across a variety of industries,
thoughtfully blending process and creativity in a way that
both pushes the envelope and drives client objectives.
Mark has worked with Oracle, Cisco, Adobe, Red Hat and
SanDisk.
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The Evolution of Marketing

OLD | NEW
Vendor, Box Mover
Grab Attention
Be Ubiquitous and Persistent
Quantity of Touchpoints

Broadcast

Siloed




The “End Game”

OLD | NEW

More Transactions




Marc Gordon, Chief Technology Officer, Bank of America

EXECUTIVE PROFILE

Marc Gordon

Chief Technology Officer, Bank of America Corporation
Last Updated: 10/30/2008

BIOGRAPHICAL SUMMARY

Gordon joined Bank of America in August 2004 with extensive retail industry experience, having headed up IT operations for Best Buy, West Marine
Products and The Timberland Company. As CTO, Gordon has a big job ahead of him-integrating the IT operations of newly acquired Countrywide
and Merrill Lynch will fall squarely on his shoulders. But it's not all work and no play for Gordon; he's an avid runner, sailor and wine enthusiast.

BIOGRAPHICAL HIGHLIGHTS

Key Insight:

* Gordon oversees company-wide technology initiatives;

= ClO, WestMarine _ business lines have their own fully-dedicated technology
. Executive Vice President of Supply Chain and CIO, Best . :
organizations

. Chief Information Officer (CIO), Consumer and Corporat

. BA in Economics from Colby College; MBA in Informatio
. Spent five years with Accenture

. Gordon's responsibilities are above the business lines; h Background is in retail
compl,.ltlng,. mfor'matlon analytics, global delivery, |nform§ Reports to the CFO

. In conjunction with Gordon's appointment, Bank of Ameri : : o :
and credit card operations, would now be assigned fully de Enjoys running, Salllng and wine

units-the Mortgage Business, Consumer and Small Busil
. Gordon reports to BofA's Chief Financial Officer Joe Pricc.

PERSONAL ATTRIBUTES AND INTERESTESTS

. Gordon resides in Charlotte, North Carolina with his wife and son
. Gordon is a runner, an avid sailor and wine enthusiast

OTHER BOARDS AND ORGANIZATIONS

No information available

Continued on next page



Marc Gordon, Chief Technology Officer, Bank of America

EXECUTIVE PROFILE

CURRENT FOCUS

. Decentralization of IT operations: While Gordon oversees technology activities that support the entire company, while each of the Company's
three business lines have their own fully dedicated technology and operations organizations. This structure allows the Company to align
business strategies with core supporting operations. "Our business strategies demand early involvement of our technology teams to plan,
build and execute capabilities required to deliver greater value to our customers and shareholders," said Gordon's boss, CFO JoelLewis. "By
having the technology groups reporting directly into those businesses, we can focus their efforts, get to market quickly and integrate effectively."

. Major vendor relationships: In 2003, EDS secured a 10-year, $4.5 billion contract to modernize B of A's nationwide voice and data
infrastructure. The bank has engaged EDS to extend the services to its acquired units, including a six-year, $700 million deal inked in 2006
to integrate the communications infrastructure of its MBNA credit card business. B of A is also working with SAP to provide its global financial
reporting system. The selection followed an extensive vetting process comparing SAP against Oracle.

. Proactively foster innovation: B of A has put several major initiatives in place to nurture innovation within the company. These include an
"innovation network" supported by Web 2.0 collaboration tools; a "Technology Fellows" program for employees who demonstrate an affinity
for and commitment to innovation; and a Center for Future B > o : B '
center, located on the MIT campus, is focused on banking tre
technology partners to this network as well."

Key Insight:
KEY CHALLENGES * Major vendor relationships include SAP and EDS

e Dedicated to innovation — instituted a five-year

. Huge integration task: After the massive acquisitions of Col : :
: 2 < collaboration with MIT

systems and operations will be an ongoing challenge-one tha
to begin in 2010 and is forecast to achieve $7 billion in saving

SOURCES

http://newsroom.bankofamerica.com/index.php?s=press_releases&item=8179
http://www.mitcio.com/showspeakers.php?pageshow=agenda_blurb&agnd=&agnd_no=2&spk_name=Marc%20Gordon

http://www.ciozone.com/index.php/Case-Studies/BofA-Merrill-Who-Are-The-IT-Winners-Losersu.html
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Discover Points of Connection

Gordon and Mulally both attended Massachusetts Institute of Technology
Sloan School of Management.

Marc Gordon

Chief Technology Officer
Bank of America Corporation
Access Profile

Alan R. Mulally
President and CEO
Ford Motor Company
Access Profile

Marc Gordon

Chief Technology Officer
Bank of America Corporation
Access Profile

Gordon and Fremaux have both worked for Accenture.

Emmett H. Fremaux
VP Marketing & Product
Management

Amtrak

Access Profile

Gordon and Davis both worked for Bank

Marc Gordon

Chief Technology Officer
Bank of America Corporation
Access Profile

of America Corporation at the same time.

Sanger is a Dlrector of Guthrie Theater.

Davis a Director of Guthrie Theater.

Richard K. Davis

Chairman, President and CEO
US Bancorp

Access Profile

Stephen W. (Steve) Sanger
Retired Chairman and CEO
General Mills Inc.

Access Profile




The CXO: A Critical Link in
the Relationship Chain

RELATIONSHIPS
Peers influence CXO access and decision making.
Who do they trust and admire?

RELEVANCE

Know their business and the challenges they face.
And if you also have insight into their business
philosophy, personality, likes and dislikes, you're
ahead of the game.

What do they care about?

ROI

From IT to advertising, every expenditure has to
have a business case.

Why should they care about your offer?



We Didn’t Say It Would Be Easy. . .

e Getting access to the right information in a timely
manner—-and knowing how to use it
e Integration challenges
o across business units
o between sales and marketing
o across programs and touchpoints that target
the CXO



Best Practice 1: Sales and Marketing Collaboration

* Piloted a "narrowcast" approach with key account
at an industry trade show

o All pre-event, on-site and post-event touchpoints
were thoroughly orchestrated

e Achieved alignment between sales goals and key
marketing program and investment

Results of pilot:
New $200 million opportunity uncovered
Raised profile of team who designed and

implemented program

Considered a “best practice” and a new model
for how to engage with senior executives at
trade shows

10



Best Practice 2: Executive-to-Executive Outreach

e 100 “hard to penetrate” companies identified

e Commitment from CEO

e All touchpoints and content orchestrated, from
initial call to follow up meetings

Results of pilot:

* A measurable increase in the number of meetings,
events, conversations with targeted companies

® Increased mindshare and relevance with targeted
companies

11



Best Practice 3: Leveraging “Connectors”

* Map executive relationships between companies

* Find points of connection — and the key
“connectors” who serve as hubs of business
network

* Leverage professional associations and affinity
groups where companies intersect

Results of pilot:

e Knowledge of connections and organizations that

should be leveraged
e Methodology is being used across all key accounts

12



Best Practice 4: Build a “Personal Touch” Program

e Keep up-to-date on executive-related breaking

news
* Breaking news should trigger personal

communication from one of your executives
e Communication should propose the next

step/next touchpoint

Results of pilot:

e Company has more visibility with key execs

* Progressive, executive-to-executive relationship
building supports ongoing sales efforts

13



Suggested Plan of Attack

e Focus: don't “boil the ocean.” Start with a small
list of companies--100 or less

e Know Your CXOs: Partner with a reliable research
team who can feed you executive
information-and keep it up to date

e Integrate: Partner with other teams—and leverage
other programs-that touch this audience

e Pilot: Start small with an engaged team to ensure
success

e Socialize: Actively publicize positive results across
the company to build momentum for change and
program expansion

14



Thank You for attending “Best Practices in CXO Marketing:
How to Reach and Engage Senior Executives.”

The presentation will be archived at

within 24 hours.
You may share this link with colleagues who might benefit
from this information.

Please take 30 seconds to fill out our brief
post-webinar survey. All attendees receive a free two-
week trial subscription to Boardroom Insiders and one
free custom profile. To take advantage of this offer,
please contact us at

Want to learn more?
Contact us:

Sharon Gillenwater
Principal and Founder, Boardroom Insiders

Mark Fein
Director of Strategy, Immersa Marketing



