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Introduction

Mrivate research institution

Aounded and sponsored by SimCorp

AConducts research, publishing and
seminar activities in the investment
management sector within the fields of
finance and information technology

Research

E SimCorp
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Purpose

The purpose of SimCorp
StrategyLab is to build bridges
between research and practice
within appied IT and investment
management.

Activities are centred around
identifying, understanding and
suggesting solutions to issues
pertaining to mitigating risk,
reducing cost and enabling growth.

In addition, the work aims to
consider the suggested solutions
from an IT perspective.

Governance and strategy

SimCorp StrategylLab

- Mitigate risk
— Reduce cost

- Enable growth

Information technology solutions

Arhe mission of SimCorp StrategyLab is to contribute to identifying ways to
mitigate risk, reduce cost and enable growth in the global investment
management industry.

AThe vision of SimCorp StrategyLab is to become a renowned and trusted
thought leader in the investment management industry through contribution
of applicable research and knowledge within matters of strategic
importance for IT and investment management.
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Organisation

SimCorp StrategyLab conducts its own
research.

However, quite a significant part of the
research work is conducted in close
partnerships with renowned academic
institutions, individual academic
researchers and other expert partners.

The chairman of the board is the CEO
of SimCorp.

SimCorp StrategylLab Board

SimCorp StrategylLab Director Assistant
Director

Partner Group Deliverables

Academic/Executive
Reference Group




Professor Ingo Walter: Director of SimCorp StrategylLab

A Professor Ingo Walter holds the Seymour Milstein
Professorship of Finance, Corporate Governance and
Ethics and serves as the Vice Dean of Faculty at the
Stern School of Business, New York University. He has
also held a joint appointment as Professor of
International Management from 1986 to 2005 and
remains a Visiting Professor at INSEAD in
Fontainebleau, France.

A Ingo Wa | t principal areas of academic and consulting
activity include international trade policy, international
banking, environmental economics, and economics of
multinational corporate operations. He has published
papers in various professional journals in these fields
and is the author, co-author or editor of 26 books.




Research programme 2009/2010

Il n 'ine with the mission of SimCorp Strate
programme is divided into three tracks; Mitigating risk, Reducing cost and
Enabling growth.

Mitigating risk Reducing cost Enabling growth
Survey: Survey Survey
Global Investment Management Risk  Global Investment Management Global Investment Management
Survey 2009: past, present and Cost Survey 2009 Growth Survey 2009
future Planned publication: October 2009 Planned publication: January 2010

Publication: March 2009

Book Book Book

Understanding the Financial Crisis: Cost Management During the Post-Crisis Growth in the Investment
investment, risk and governance Downturn in the Investment Management Industry

Planned publication: July 2009 Management Industry (working title)  Planned publication: January 2010

Planned publication: October 2009
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The reasons why

Brand position: From IT-service provider to strategic sparing partner
Demonstrate industry commitment
Engage in debate and influence market agenda
Increase value added (as integral part of value proposition)
| ncrease understanding of strategic
Generate attention and awareness on a global level

Growth




From lab to market relevant activities

SimCorp StrategyLab Value Chain

Strategy

Lab
“Director”

m Activity  Activity
Academic Reference | Il
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Two approaches to marketing

Product +
services

Value

Proposition

Marketing as media
VS.
Marketing as integral part
of value proposition

Product + services +
marketing

Value Proposition




Brand architecture

@ SimCorp
AKCorporation level
Anvestment relations
AR
IGeneric
@ SimCorp
StrategyLab
MResearch
Murvey's Aroduct level
MReports fOother

Awhite Papers etc
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Stages towards increased competitive advantage

Marketing as integral Co-driver of
part of value iIncreased perceived
proposition added client value

IV Co-driver of product
and services
development

Il Co-driver of

competence

/\ development

- Il Coidriver of market
StrategylLab /brand expectation/
perception (position)
| Driver of awgteness

Marketing as media

Vv

Sustainable
competitive
5 min. of fame advantage
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Media coverage the first three weeks (1 April T 22 April)

More than 1,800 Google hits for SImCorp StrategyLab/SimCorp Strategy Lab
More than 1,500 Google hits for 0Si mC

Numerous interviews with SimCorp StrategyLab director, Ingo Walter
... Including with

FTfm

FT Mandate

FT Germany

Funds Europe

ISJ (Investor Services Journal)

A-Team

De Tijd (Belgium)

To To To To Do Do Do




Online media coverage on SimCorp StrategylLab as of 21 April

B Sweden O United States B Denmark O Switzerland O France
O Morway O United Kingdom O fustria O Germany

Germany (23]

dustria (5)

United Kingdom (5}

United States (1)

Morway (3
France (3]

Switzerland (2)

Meltwater Mews Statistics - 2009
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