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Aon Overview

ﬂé‘ﬁbw * Fortune 500, 54,000 employees, 600 offices, 120
countries

« 2003 total revenue of $9.8 billion

* No. 1 global reinsurance broker

* No. 1 global manager of captive insurance companies

* No. 1 U.S. wholesale broker and underwriting
manager

* No. 2 global insurance broker
* No. 3 global employee benefits consultant
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Aon eMarketing

* Web site marketing (public sites and Extranets)
« Online advertising

« Emall advertising and sponsorship

e Search engine marketing

e Enterprisewide online seminar program

* Enterprisewide email marketing program

Aon.com has been chosen as one of BtoB’s NetMarketing 100
(top business-to-business web sites) for three consecutive years
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Enterprisewide Email Marketing

Program Resources

(fh uﬂ(mab

is] Capability Aon Dept/Vendor
Strategic and tactical marketing planning Director, eBusiness
guidance Branding guidance Design Marketing/Corp.

Writing, editing Campaign analysis Marketing

Web site content Usability guidance Web Delivery

Legal guidance Compliance (legal)

0 (0 (NG Monitoring of spam filtering & anti-spam Information Security
8e practices  Aon policies

(i (0 Aon intellectual capital databases and alerts €\l [o[SR\YFETaFTo[TpglSla]

Email marketing technology applications & Outsourced
consultation
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Enterprisewide Program Results
"JO‘:,'LM « Consistent results for multiple initiatives that are at or
above best practice range benchmarks

* Increased high-value brand communications; Regular,
measured dialogue with thousands of clients, prospects,
journalists and employees

* Improved, more consistent branding/positioning of Aon,
greater competitive differentiation

 Increased market awareness and preference for the Aon
brand and its breadth and depth of solutions

(i) (0

e Greater measurement of initiatives; Metric taxonomy
e Client retention benefits
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Enterprisewide Program Results (cont.)

“(,'O‘:,'},m » Cost savings over external solutions of $500k+ annually

and traditional channels (e.g., direct mail, etc.)

* Regular generation of pre-qualified sales leads;
Information on client/prospect interests upon which sales
can act

* Improved results for existing initiatives:
* CTR increased from 9% to 25%

« 280 applications from email campaign per month

 Previous record for policy distributions was 600 in six
months, with email we distributed this amount in two weeks
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Market Insights, Why Permission Email

Is a Fit for Aon’s Political Risk Team
wuew * Relationship sales, long cycles and high dollar potential
* High awareness among Risk Managers, lower awareness

among C-levels, who often view brokers as tacticians

* Political risk insurance is not as common as other types
of insurance, providing an opportunity to educate
managers and position Aon as an authoritative expert

» Global terrorism, war, rising insurance costs and a difficult
economy have resulted in increased visibility and strategic

significance for risk management N =
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ldentifying the Opportunity:

Political and Economic Risk Mar
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Political Risk 2004 Integrated Marketing

Communications Campaign

Intellectual capital > PR > Direct mail > Sales
force > Web site > Email newsletter

News Coverage:
Time, CNBC, Reuters,

Chicago Tribune, Sun-
Times, Business Week
Online, Business
Insurance, ABC-TV...
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Aon’s Political Risk Update Results

Publication Open Rate CTR Pass Along
B2B Average 30 - 40%° 4.6%" 0.2% *

Best Practice 50 — 60%° 20-25%"° 5—2%°
Political Risk Update 55 - 64% 21 - 83% Up to 26%

Sources: 1 Double Click (6/02) and additional expert estimates; 2Email marketing vendor estimate (03/2003);
SHarte-Hanks Study, (2002)
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Aon’s Political Risk Update

“The political risk team’s email marketing program is
a cornerstone of our new business development
strategy....

It allows us to identify and qualify prospects and keep
them in dialogue....It also plays an important role in
retaining current clients.”

— John Minor, Senior VP, Aon Trade Credit
(Head of Aon’s US Political Risk Practice)
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Email Marketing: Lessons Learned

« Constantly test, measure, monitor, analyze and improve
 Leverage internal resources where logical and practical
e Focus on real targets, not the entire list
 Employ and measure internal marketing

e Beware of channel-centric thinking: Integrate marketing
and measurement

e Work closely with PR
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Questions & Answers




