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WACHOVIA



= Customer loyalty and
why it Is important

= Creating customer loyalty
by building a customer-centric
culture

= Economic and reputational
payoff

"Q&A




= 110,000 employees
= 15 million customers

= 4th largest U.S. bank-holding
company

= 3rd largest U.S. full-service
brokerage firm

~ Data as of 9/30/2006




= 3,400 financial centers
and 5,200 ATMs

= $700 billion in assets

= $390 billion in deposits

= Nationwide with our
brokerage and mortgage

teams . ..

= . ..around the globein
40 international offices

Data as of 9/30/2006




“Loyalty is an emotional bond
formed out of a customer’s
experiences with Wachovia over
time.”



\alue of
Custemer Loyalty

INCREASED REVENUE
AND PROFITS

= Buy More
= Buy More Often

INCREASED RETENTION * Reduced Price Sensitivity INCREASED REFERRALS

= Lower Customer Attrition » Significant “Word of Mouth”

CUSTOMER

LOYALTY

INCREASED CROSS
REDUCED T TO SERVICE
SEEDCOSTIOS < SELLING OPPORTUNITIES

= Report Fewer Problems = Additional Products
» Fewer Contacts = Additional Services
per Problem = Brand Extensions




Ing

1. How satisfied are you with
Wachovia?

2. What is the likelihood that you
will give more business to
Wachovia?

3. Will you refer Wachovia to your
friends and family?



= Promoters

= Passives

= Detractors
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Best,

most trusted &
most admired
financial services
company




= Infrastructure

— Backing our culture with a
system that drives improvement

= Employees

— Integrating across the company
and into day-to-day work

= Customer Experience

— Providing unmatched service
and advice




ucture

= Dedicated department with 80
employees
— Case Management
— Office of the President
— Service Measurement
— Customer Listening
— Customer Experience Executives

— Mergers, Offshoring and Joint
Ventures

\



=EMployees
BT

“Chairing the WISE committee
IS atop priority for me. The
company needs to see that
the responsibility for customer
satisfaction and loyalty starts
at the top.”









Employees —
Rewards and
REecognition
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= Customer retention

Employee retention

Public recognition

Financial performance




Customer
Retention

Customer Satisfaction
Scores”

3099 3Q00 | 3Q01 - 3Q02 3Q03 3Q04 3Q05  3Q06

*Scores prior to 1Q02 for Legacy First Union only. Scale of 1-7.



Employee
Retention

Leading Employee
Engagement

Average Financial Services Wachovia* “Best”
Average Employers

*Excludes SouthTrust employees.
Source: Hewitt Associates Employee Engagement and Best Employer
Database of 1,500 companies, including Fortune 500 (1997-2001).



Pulic
Recognition

ACSI

American Customer
Satisfaction Index™
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Financial
Perfeormance

WB +142%
2 of 20
5+ Year Total Return R

BKX +49%

Wachovia’'s 5+ year total return performance of 142%
IS almost 3 times that of the BKX
and 13 times that of the S&P 500
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