§CARREKER - Case History

WELLS FARGO DRIVES REVENUE GROWTH WITH ENACT

When Wells Fargo elected to install EnAct in its metro LA region, it was not a matter of
remediating a weak region. LA Metro was already a top performing region in the top
performing state, and the bank itself is well known for sales and service leadership.

Instead, management set out to test the potential value of increasing not just product sales but
customer value, by increasing skills, access to information, and tools of their store employees.
EnAct was installed in a pilot group whose performance was closely monitored against that of
a blind control group.

The Results .
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...According to the Customer... cateqories. In the
“You must be doing something different at Wells Fargo. I've been a customer for years and 9 ’
just got a call from one of your bankers downtown. She knew all about my accounts, and | product categories
felt like she knew me. What | most appreciated was that she was not intrusive or heavy-
handed — the conversation was informational. At the time | had an unusually large amount in we focused on,
my checking account, and she offered some alternatives. As a result, we are currently
talking about rearranging my portfolio, which is currently with other institutions.” EnAct led by

20% and often

much more."

— A long-time Wells Fargo customer (a senior partner in an LA law firm)

...According to Wall Street...

“Like General Electric, Wells Fargo is the exception that proves the rule: the successful — Lynn Pike
conglomerate. A strong sales culture and a high degree of local management autonomy Regional President, Los Angeles
have underpinned Wells’ success. ...Revenue growth remains strong as Wells continues to Wells Fargo

cross-sell additional products to traditionally under-leveraged bank customers. In the first
months of the rollout, (Wells Fargo) branches using the EnAct system posted dramatic gains
in several metrics. ...Branches using EnAct saw profitability per sales FTE rise 20 percent,
home equity loans rise 17 percent, consumer checking accounts rise 20 percent, and perhaps most importantly, referrals of
customers for potential cross-selling efforts rise 62 percent.”

— Sean Ryan, C.FA., Fulcrum Global Partners, June 21, 2001
Initiating coverage of Wells Fargo with a “Buy” rating

...According to Employees Who Care for Customers...
“It seems to me we are now living an interesting retail paradox. At no time has our success depended more on managing to a
system or a process, which is generally seen as constraining or limiting personal choice/action. Yet paradoxically our success
also depends on liberating information and marketing. If you think about what we are doing (with EnAct) in LA, it is a good
example. We are demanding that marketing follow a well-defined process with a well-aligned system. Yet we’ve liberated
customer information and local sales and marketing like never before.”
— Terri Dial
Former Head of California Retail Banking
Wells Fargo

...According to Employees Who Care for Customers...
Wells Fargo’s frontline managers attest to the value of being enabled to bring better, more timely value propositions to their
customers.
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HOW ENACT ENABLED WELLS FARGO’'S WORKFORCE
TRANSFORMATION

People as the Competitive Advantage

“Thank you for this wonderful and unique
opportunity. EnAct is one of the greatest
‘gifts’ | have ever been given in my years with
Wells Fargo. Far more than all the Tiffany
boxes | have collected for performance
recognition in the past are the experiences
and insights | have gained from EnAct.”

— Cindy M. Rangel, EnAct Facilitator
Former Store Manager, Southern LA

The Confidence to Perform

“In all my years in banking, | have never seen
a more comprehensive program. | left the
training knowing what | have to do and
confident that | can do all the tasks | am
assigned. | know that if | do all these
activities and follow this system, there is no
way | can fail — in any area of our business.
It is all covered. We will meet all of our
business goals if we just follow the EnAct
process.”

— Amy Irwin, Manager
San Clemente Store

Discovering and Capturing Vast
Potential

“| called a customer that the EnAct software
had identified as high-potential, even though
my information had indicated she had only a
small account with us. It turned out that she
was an attorney and she was surprised and
delighted to hear from us. She has several
accounts at Bank of America because they
waived her fees. To make a long story short,
she immediately came in and opened a
$50,000 CD and has continued to move
more business over to us.”

— Grace Cole, Premier Banking Manager
Los Angeles Main Store

A Refined Sales Management
Approach

“Now my coaching sessions are more
focused, to-the-point, and productive,
because my managers and | work strictly off
their EnAct Market Plans. | only need to
coach around the specific goals they wish to
accomplish — with specific customers. It's
easier for me to carve out what coaching is
required, and it is easier for my managers to
absorb, since it clearly applies to what they
want to accomplish.”

— Kim Young, Market President
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The Whole Package

“EnAct is the whole package. If it were just
technology, we would have learned it and left
it. But it is the technology plus the business
process, plus the sales disciplines, plus the
tools. Combined they are a recipe for
success — it would be hard not to succeed,
not to improve our customer relationships
and sales.”

— Shelley Benson, Market President
Downtown West LA

Benson added, “I really believe EnAct is also
the reason we were finally awarded the ‘Best
Bank in Downtown LA’ by the LA Business
Journal after years of trying. It was because
our customers noticed what we were doing
differently and appreciated it.”

Shifting the Culture from Cost to
Revenue

“After our merger, the west bank, which had
shown success on the cost side, was
challenged to develop a sales culture to
match the east bank’s revenue focus. So we
used EnAct to create the culture shift.
Without this strong methodology, it would
have taken us years to accomplish what we
actually did in just six months.”

— Betty Tucker Business Strategy Manager
LA Metro

Frontline Ownership

“‘An eye-opening experience for several
managers: EnAct retrained their focus on
their own specific markets rather than on
competing with other Wells Fargo stores in
their market areas or divisions. The
competition truly became about winning their
local markets.”

— Jennifer Gleason, EnAct Facilitator
Former Store Manager
Orange County Bank

Added Tucker, “Now we get better
knowledge about local markets from our
frontline managers than we could get from
any amount of purchased information
databases.”

Case History

"The store managers
love EnAct, and we
are getting good
customer response,
too. Our people
have truly become
‘agents of change'."
— Lynn Pike

Regional President, Los Angeles
Wells Fargo
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