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DIGITAL MARKETING MEGA TRENDS



GOOGLE RULES THE INTERNET...

Most visited website per Country

weighted by Internet Population

Internet Population
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GOOGLE RULES THE INTERNET SINCE 2007...

...THEY SEEM TO OWN IT ALL: YOUTUBE, ANDROID,
DOUBLECLICK, GOOGLE+, GOOGLE GLASS
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THE LARGEST SHARE OF DIGITAL AD REVENUE...

...BY FAR

Net Digital Ad Revenue Share Worldwide,
by Company, 2012 & 2013

% of total digital ad revenues
2012 2013

Google 31.40% 31.91%
Facebook 41% 564%
Yahoo! 3.37% 287%
Microsoft 292% 285%
IAC 1.26% 1.24%
AOL 1.02% 0.94%
Amazon 0.51% 0.59%
Twitter 0.26% 0.50%
Pandora 0.36% 0.456%
unkedin 0.25% 0.31%
Millennial Media 0.07% 0.12%
Other 54.48% 52.57%
Total digital (billions) $104.22 $119.52

Note: includes advertising that appears on desktop and laptop computers
as well as mobile phones and tablets, and includes all the various formats
of advertising on those platforms, net ad revenues after companies pay
traffic acquisition costs (TAC) to partner sites, numbers may not add up to
100% due to rounding

Source: company reports, 2012 & 2013, eMarketer, Dec 2013

166395 W eMarketer com

6 X MORE THAN FB

11 X MORE THAN YAHOO!
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NO NEED TO CONECT, OPEN BROWSER AND SEARCH...

...INFORMATION COMES TO YOU

The Connection

Computer
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WE WAKE UP AND GO TO SLEEP CONNECTED!




Chart: Desktop and mobile traffic share 2013 with forecast for

2014 (January 2013-July 2014)
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GOOGLE STILL AHEAD...

...BUT FACEBOOK IS ON THE RIGHT SIDE OF THE TREND

Google and Facebook Account for 2/3 of Mobile Ad Dollars

Share of mobile Internet ad revenue world-wide (in %)*

B 2012 | 2013 2014**

526
49-3 46.8

Google facebook =il PANDORA Others

THE WALL STREET JOURNAL. | @ ®E statista¥a

2 X MORE THAN FB
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Financial Brands Worldwide that Expect to Increase*
Digital Marketing Spending in 2013, by Channel
% Of respondents

Mobile 59%
social 58%
Video 2%
Rich media 7%,

i“

8% Standard display

Note: n=105; *vs. 2012 _ _
Source: Martini Media, “Financial Brand Digital Marketing Study” conducted
by Gramercy institute as cited in press release, Apnl 1, 2013

156126 W el a rketer. Com



GOOGLE S BIG CHALLENGE




GOOGLE CRAWLS THE WEB...

...CANNOT INDEX SOCIAL MEDIA AND APPS



http://www.youtube.com/watch?v=udqtSM-6QbQ

THE WEB IS BECOMING MORE FRAGMENTED...

...CHANGE FROM SPACE TO TIME

Is time for the semantic web

Apps will converge and will be able to analyze and index feelings: real time
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How Content Fatigue Happens
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INSURANCE INDUSTRY
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COSTUMERS ARE READY FOR CHANGE!

+70% ready to purchase insurance online

80% switch to an insurer that provided personalized services

78% share personal information with their insurers
(to obtain personalized services)

30% pay more for personalized products and services

source: Accenture technology vision Insurance 2014



Q1. How do you expect to purchase or renew insurance products in the
next 12 months?

Line of Business: All
Country: All
Age Group: All

41%

Insurance agent 1,055

Insurance company website

Independent agent / broker

20%

Bank 516

15%

Insurance company phone
370

service / call center
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Price comparison website /
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source: Accenture technology vision Insurance 2014



Q1. How do you expect to purchase or renew insurance products in the
next 12 months?

Line of Business: All
Country: UK
Age Group: All

Insurance agent

aT%

Insurance company website 103

Independent agent / broker

Bank

Insurance company phone
service / call center

Price comparison website | 459,
aggregator a7

Your employer
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The Role of Communication Channels in Finance sector, France
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The Role of Communication Channels in Finance sector, UK
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SAXO BANK CONTENT AND SOCIAL MEDIA



CONTENT DRIVEN, MULTI-LAYERED CAMPAIGNS

FINANCIAL EVENTS

OUR PEOPLE “The Euro in Crisis”

TradingFoor | com

PLATFORM

PRODUCT
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MULTI-CONTEXT AND MULI-TARGET

Your cppertunity to trade Alibaba,
Anytime, anywhere*
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CONTENT DRIVEN, MULTI-CHANNEL
ENGAGEMENT CAMPAIGNS

o)

Banners

Link Building

Events Online
Seminars Offline
: Webinars PR .
Financial Content '@ Slngle
S —————
Events ] | . Strong
People Print Ads Emails Call to Action
Platform
& Product . . . . .
ATL Media Online Media Social Media
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BUILD TRUST AND RELATIONSHIPS THROUGH REAL
INTERACTION AND SUPERIOR EXPERIENCES
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Leads by Traffic Channel

M Leads 2012
M Leads 2013

Direct/bookmarked Referrers MNaural search- Matural search Social Networks
branded

Key Observations:

= PPC Leads < by 16%.

= Banner Leads > by 183%

= Natural Search Branded Leads > by 56% and Natural Search Non-Branded Leads > by 104%
= Referral Leads > by 526%

= Social Media leads increased from and starting to count.

= CAC < by 66 %

SAXKO
BANK



CAMPAIGN ROLL OUT BY PHASES - EXAMPLE 2013

PHASE 1
Gold Just

Another
Currency

Live Date:
22 OCT

Print Ad
Banners
Emails
Social Media
Link Building
PPC
Seminars

PHASE 2:

The Euro in

Crisis

Live Date:
5 NOV

Print Ad
Banners
Emails
Social Media
Link Building
PPC
Seminars

eBook

Microsite

Bloomberg TVC

PHASE 3:
The Dollar

Live Date:
19 NOV

Print Ad
Banners
Emails
Social Media
Link Building
PPC
Seminars

PHASE 4:
Currency

Wars, Battle

of the
weakest

Live Date:
3 DEC

Print Ad
Banners
Emails
Social Media
Link Building
PPC
Seminars

PHASE 5:
YUN

Diplomacy

Live Date:
7 JAN

Print Ad
Banners
Emails
Social Media
Link Building
PPC
Seminars
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PEOPLE HAVE LOST FAITH IN ADVICE...

OFFICIAL ANNOUNCEMENTS AND COMMODITISED RESEARCH...



WE TRUST OUR PEERS

‘@O 111 adVIsor®

FIND PLACES TRAVELERS TRUST

@@@@@ Read Reviews
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Carl lcahn © W Foliow

We currently have a large position in APPLE.
We believe the company to be extremely

undervalued. Spoke to Tim Cook today.
More to come.
& Reply T3 Rotwoot W Favorite eee Mo W \\/\‘ 490

e e ST DEBSN <
485

N/\._ 475
Mwww«f“‘”‘“
APPLE WAS AT $475.76 BEFORE THE TWEET AND CLOSED AT $489.55
ITS MARKET CAP INCREASED $12.5 BILLION (AUG 2013)

BANK



BUT ARE THEY ALL PUTTING THEIR MONEY WHERE
THEIR MOUTH IS?

SAXKO
BANK



DEMOCRATIZING YOUR ACCESS TO TRADING

PEER-TO-PEER SOCIAL
POWER OF REAL TRADERS MEDIA
@ &

|

A SOCIAL TRADING COMMUNITY OF SERIOUS INVESTORS
OPEN & TRUSTED CHAT ROOMS
FORUM OF EXPERTS



IMAGINE A WORLD...

..WHERE FINANCE IS OPEN, TRANSPARENT,
DECENTRALIZED AND SOCIAL...
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EXCELLENT RESULTS SINCE JANUARY

TRADINGFLOOR.com
30,000 registered users

2,200 Active Saxo clients linking their trading accounts to the
community



THANK YOU FOR YOUR TIME!

URIEL ALVARADO, CMO SAXO CAPITAL MARKETS

KEEP IN TOUCH!
@URIELAC

VIEWS AND CONTENT ARE MY OWN
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