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Data — the Source of Intelligent
Business Information

Census & Geodemographics Group

A
l‘q‘gffm. Classitying and Targeting Businesses

*Global data collection - sources, methods, relationships
Hazards of data collection — accuracy, consistency,
timeliness

Corporate Linkage and Predictive Indicators

*Using data as intelligent business information
Customers that use data - examples of interpretation and
misinterpretation
*The relationship between using data alone versus
analytics
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Our Mission...

To be the most trusted
source of business insight
SO Oour customers can

decide with confidence
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Hazards of data collection — accuracy, consistency,
timeliness
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Is Called DUNSRight™ and Consists of DEE
Quality Assurance Plus Five Quality Drivers — DeckiewithConfidence

This Process of Collecting and Enhancing Data .

Entity D-U-N-S Corporate Predictive
Matching Number® Linkage Indicators
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We track businesses from the time they exhibit the smallest
amount of commercial activity. When activity reaches a certain K
level the D&B verification process assigns a D-U-N-S NumDbe mecide with confidence

Funding Office
] Services Equipment Advertising  Insurance
Business . |
L Legal Phone Delivery Marketing Other Products
ACtIVlty |:> Services Line Services Responses and Services
Business Telephone Post Office Alliance Trade
H ow D& B Registrations Direcptories Files Files Experience
Tracks & Fies
Public Public Record  Business Customer
Record & Filings Directories Inquiry
Govt Filings



UK Data Sources

Data Partners
New Business Start-ups

Intrum Justitia
Debt collections

News & Media
Key Press data

/

Companies House

Registered Data (name/address, directors...)

UK
Database

D&B Call Centre - Super-7 data
Interviews

N\

Standard industry
data sources

D&B’s value-add
data sources

Companies House
Financial Statements

Companies House
Annual Returns (Shareholders)

T~

Registry’s Trust
Court Judgements / Decrees

Payment Data

Trade Experiences

Gazettes

Lead-up and Failure events




... Particularly, When Business
Changes So Freqguently

e In the next 60 minutes ...

— 11 corporate businesses will go into liquidation or have receivers
appointed

— 7 business addresses will change

— 49 business telephone numbers will change or be disconnected
— 3 directorship (CEO, CFO, etc.) changes will occur

— 89 businesses will falil

— 96 new businesses will open their doors

— 35 corporate companies will change their names

e SOoinayear...
— 7 % of businesses move annually
— 1 % of CEOs will change
— 2 % of Telephone numbers will change






Klivarbo South Agglo Water Projects Itd James London
28-111-5432 28-365-8441 28-655-7894

11



By Applying D&B’s Corporate Linkage,
you can view the Entire Corporate

Famil h I depth or breadth™
ULTIMATE
Agglo building PLC
28-987-4444
Subsidiary of Agglo building Plc Subsidiary of Agglo building PLC Subsidiary of Agglo building PLC
Klivarbo Itd Agglo Water Division Itd James Property Itd
28-655-8888 28-854-3322 28-896-5858
Branch of klivarbo Itc ~ Branch of klivarbo Itd Subsidiary of Agglo Water Division Itd Branch of James Property Itd Branch of James Property Itd
Klivarbo North Klivarbo South Agglo Water Projects Itd James London James Manchester
28-000-9876 28-111-5432 28-365-8441 28-655-7894 Groot bouw
28-777-4645
Branch of Agglo WaterDivision Itd Branch of Agglo Water Division Itd
Agglo Water 1 Agglo Water 2
28-556-2525 28-768-6633
Fictional example
Branch of Agglo Water Projects Itd Branch of Agglo Water Projects Itd Branch of Agglo Water Projects Itd Branch of Agglo Water Projects Itd
Agglo Water Projects North Agglo Water Projects South Agglo Water Projects West Agglo Water Projects East
28-495-5665 28-577-9921 28-615-4778 28-238-8845

12






Corporate Linkage provides you with
the insight to understand these
meaningful corporate relationships

Zurich Financial Services

Zurich, Switzerland

48-111-4317
| Legal
Relationship
Farmers Group, Inc.
Los Angeles, CA
00-690-7141
|
|
: _ | Agency
: Relationship

Mark Ledwick

+Farmers Insurance Group

00-101-7699
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| Linkage To
Franchisor

A 4

Legal
ownership
Linkage
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Dealership Linkage shows the
relationships between dealers and
manufacturers

Ford Motor 17-742-4421 Milham Ford Toyota Saab
Company 05-794-6667 Safford Lincoln Mercury
00-134-4746 93-152-6024 Ford of Englewood

Lincoln Mercury
80-173-8089

Hertz Corporation
00-698-5106

Ford Component
00-735-8422

Lincoln Mercury
Branches
and Subsidiaries

Hertz Corporation
Branches
and Subsidiaries

Ford Component
Branches
and Subsidiaries
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Predictive scores helps you grow
revenues, manage costs and control risk
through the business life cycle.
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There Are Three Types Of Predictive
Indicators Enabled By Our Unique
Capabilities...

Three Types:

— Descriptive Ratings - Overall descriptive “grade” of a company’s past performance.
Uses historical information to provide a current rating which can be used to support
decisions on credit worthiness.

— Predictive Scores — Prediction of how likely it is for a business to:
» Pay more than 90 days beyond terms or default payment in the next 12 months.
* To fail in the next 12 months.

— Demand Estimators — Estimation of how much of a product a business is likely to buy
in total.

Unique Capabillities:

— Analytical capability — a dedicated team of experienced Business-to-Business scoring
experts build the underlying predictive models

— Data capabilities — access to multiple data sources including:
* Financial and payment information on UK companies
» Extensive historical information for analysis
» Geo-demographic data
» Director history
* Detrimental data
* Trade Payments
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Customers that use data - examples of interpretation and
misinterpretation
The relationship between using data alone versus analytics




 We are the central analytical services group in D&B Europe,
providing data-driven customer lifecycle solutions

 Tailored solutions for new business development
— Customer Insight and Segmentation
— Best Prospect Identification
— Market Sizing and Demand Estimation
— Territory Planning
— Key Account Optimisation
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Intelligence from data
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Intelligence from data

Total Percentage
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Intelligence from data

GB Odds
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Intelligence from data

Total Percentage

GB Odds
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Intelligence from data

High penetration and
poor performance
(REDUCE EXPOSURE)
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Intelligence from data

Total Perceritac

I3 Crlds

3
o1y
)
gL
3 e
S
T

EHEﬂﬂEﬂHEHEﬂﬂEﬂHEﬂﬂﬂHEEHEEHEEEEHEEFEEEEHEEHE

FHHHHHHHHHHHHHHH HHH%HHHHHH

ﬂﬂﬂﬂﬂﬂﬂﬂﬂﬂﬂﬂﬂﬂﬂﬂﬂﬂﬂﬂﬂH

Low penetration and
good performance
(MARKETABLE)

FHHHHHHH\........J

.

oo T ex A a0 oe ex aa oo

L

N
5o
Gl
Do
3¢
2o

&
S
&
@
c.

PR = = =
&
N arn e

.........

Scutiand

28

mowLin




Intelligence from data
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Data — the Source of Intelligent
Business Information

GeogAraphy

Tools

Data
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Data — the Source of Intelligent
Business Information

Data fulfills local and global business needs

Business Insight and applications

Changes

Data pricing alone is under pressure

New areas of information
— Asia

— Linkage

— SMEs

Modelling
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Decide with Confidence



