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\\wu BRAND PROMISE: moving money for better

ONLINE | MOBILE |IN STORE

®

DISCOVERY FIRST TIME ’

=
Mobile C—'

and Social
/@\ are Critical

RELATIONSHIP

Channels and
Devices across
the Customer
Journey

5  GRACEFUL SEEIT
RECOVERY THROUGH




DRIVE AWARENESS & WU
CONSIDERATION VIA MOBILE: ROM “Who are You, and are

LYY you right for me?”

70% 0

Mobile connectivity
by 2017; and "2 will
be smart phones

|\/|Obi|§ Gamification Downloads
Marketing of Mobile

(Admob, Geo & App
Segment targeting)

App SEO
efforts; from
#70 to #2

Improved CPA 50M
and CTR Impressions

Source: eMarketer, December 2013)



USE OF MOBILE TO
TRANSACTION BOT
AND AT RETAIL

App home
page

e
Main menu t
@ Send money
¢fig Pay bills

@ Track a transfer
& Find an agent >
T3 Pay at agent >
@ Estimate price >

Repeat / Send
again

ANAND BAJORIA,

Activity

Send money now

Con

g

Activity View all

6’ Money sent to ANAND BAJORIA
= 2015-05-28, 800.00 USD
MTCN: 7895246625
Paid
Repeat transaction

@ Money sent to ANAND BAJORIA
2015-05-22, 500.00 USD
MTCN: 3049542208
CANCEL_QUEUE

Repeat transaction
@ Money sent to ANAND BAJORIA
2015-05-21, 1000.00 USD

cccccccc

SIMPLI
H ONLI

Find
location

Staged
transaction

Pay at agent ‘
Save time: Start your transa m
pay with cash at a nearby We!

agent location.

1 Enter the money transfer details.

2 You'llget a PIN for the transact tion.

Take the PIN* and cash to an agent
location.

“Your PIN will expire in 72 hours.

\WU

“Understand that |
am new and nervous”

FIRST TIME

“Make it work”

INSIGHT:

Majority of customers
each year are new to the
Money Transfer category

Ease & accessibility
are top driver of
brand choice

Source: Western Union Internal Data and Research



OF MOBILE AND SOCIAL N
ERIENCE - s? “Give me transparency

and peace of mind”

5 A\ “Reinforce my
i@y Faith in you”

SMS Alerts Track a Transfer Social Care

INSIGHT:

3X more

revenue when we
have a satisfied
customer

|
Track a transfer R | n Western Union

We couldn't have reached this milestone without our customers. Stay tuned
for our top five customer's #ForBetter stories.

( Money transfer Keep track of your
= money transfer

1 Enter the MTCN:

Tracking number (MTCN)

2  Enter sender or receiver's information:

Sender's first name
9 Simonetta Rigo, Jodie Madden, Katie Furman and 381 others ke Most Relevant~
his

| Trust and reliability
o | | = are key ingredients

x Jefirey Tharp Westem union facebook you are a value to the westen union .
N . i 's fil | business and | really respect your fast and professional of responding back to
From WU: John Smith picked up HecelVepSii=name the peoples questions .you are a Value and | really respect what yall are to Cu Sto I erS I n
your money transfer. Thank you! doing
o | Like - Reply
Receiver's last name . categ ory

Sender's last name

> 5 shares

you. Your comment makes us love what we do even more, to know we
have great customers and fans ke you out there!
Like - 91

Source: Western Union Internal Data & customer
tracking research

3 Jefirey Tharp EXCITED THANK YOU
Like




OMMUNITY MANAGEMENT L
SOCIAL CARE
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Source: Social Bakers Socially Devoted - 2014



UMERS WU
ACTI o N S “Im a person, not

a transaction”

INSIGHT:
The Customer Social-Mobile has

Conversation surpassed Social Online

WU Consumers
are Dual-Belongers

Category Consumers
avg 6-10 txns/year

The Brand_ An engaged My WU
Conversation member is ~ 6x more

valuable than non-
member

Source: wearesocial.sg, November 2014
Source: internal Data
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THIS IS THE CUSTOMER
CONVERSATION



THE MULTICULTURAL COMMUNITY

,T 3 s CELEBRA11NG
5,000,000 LIKES

ROGER




My WU - BUILDING CUSTOMER LOYALTY

WESRION WU

Welcome to the all new My WU

Explore the exciting world of Western Union® brand new and improved membership program -
My WU, designed to give you more every time you use it.

My WU
gives me
peace of mind

My WU My WU
keepsme close  rewards my loyalty

Welcome to the all

Welcome to the
all new My WU

My WU*M B coumanbHbIX
ceTAax
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My WU - BUILDING CUSTOMER LOYALTY

“Western Union is very different. They relate to
their customers, they are not a distant brand. They
are a brand that gets interested in what goes on in
the lives of their customers’...They make you feel
like you are part of the Western Union family and
that’s a beautiful thing ”

Olivia Onyia

Face of My WU Finalist in Nigeria
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LEVERAGING SPONSORSHIPS & INFLUENCERS

\WANIE " FiNnaL2015 S
s eurora \WARSAW ceurora |

rv;f

DECT BANKS IN INDIA =

WR UNION.COM-mmme
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LEVERAGING THE EMOTION OF YOUR BRAND

-HEW
I

2 across the g
the wishes of the

dreams. These are the
want to share them with t

V SOMEONE WHOS
WOULD LIKE TO FULF

SHARE YOUR #WUwish
WITH US .-



‘MOCIALLY’ EN
LEADERS AND

C
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AB U
EMPLOYEES
Engaging Employees

on the Brand
WU Selfie App

Activating
Leadership on
Mobile & Social

using micro-finance to start business &
generate income for their families
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