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FirstSight Group: Services

Open source ?n‘:'l‘ﬁszl:;:c: pen source due Consulting
nalytics service serv?ces iligence service services

Stakeholder
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Regulatory and
political
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Personal
reputation

Client and
channel risks
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Global
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FirstSight Group: Methodology
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FirstSight Group: Methodology
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FirstSight Group: Providing Strategic Control

IMPACT ON ORGANIZATION

INTENSITY

MANAGERIAL CONTROL

TIME

: ) B S
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FirstSight Group

* Prior clients include:

— Abbott, Accentur
BP, Cargill, th
CIBC, East
Grainger,
Heartlan
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Merk K
Internatio
Nicor, Pet
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i or & McKenzie .
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Canada,
al ( NOW
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Ca rry
s Institute,
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takon
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Customized Analytics

«C2C

Content Sources «Traditional media
sEtc.

*Region
. e Consumer segment
F|lters e Communication channel
eTime

« Company/product

Targets » Country/policy
= People

Sub-targets

= Topics
*KOLs
* Quotes

eCoverage
sEmotions
*Sentiment
*Risks
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Brand Emotional Impact

Anger Sadness Anxiety
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» Emotional Impact
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Drastic regulatory action ~ — Captures typical
\ emotional audience
response
— Company actions

create outrage

ch — Government crack-
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Share of Attention by Channel

. Competitor  Client
Product C Product

Consumer News

Consumer-to-Consu

100%

. How do

, _‘ terms of
attention
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Customer Perception in Web Postings

Number of Blog Comments

2004
m Customer Impact

Service Promised Not Performed W Whistleblower

B Workplace Issues (theft, destruction of property, drugs) B Small Claims Court

M Positive Comments g B Customer Re'ations/
OUpselling B Low Quality

What are customers saying about your products and how does this
evolve over time?
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2008 U.S. Presidential Campaign

Sentiments Obama - Commander

\

Rev. Wright issue
[ ] Anger

B Sadness
B Anxiety
B Optimism

Julog Aug08 Sep08 Oct08 Nov08

b soos - fhe .MA.M_..A.AJ
SIGHT

An Overview | March 24, 2009 | Slide 14



Exposure

Key Opinion Leaders: Identification and Analysis

Jacob Goldstein
Y omiuri Shimbu

Top International Sources David Rose Negative
(Bloomberg, The Economist) Andrew Jack Neutral
Bruce Japsen Positive
) Val Brickates Kenn
Top Regional Sources Philip Ford
and Industry Soqrces Aaron Smith
(Houston CHESEES Robert W. Griffith
Pharmaceutical Journal) Deborah Kotz
Jimmy Moore
Smaller news sources Clarisse Douaud
(Industry magazines, Judith Groch

journals, press-releases) Stefan Anitei
Crystal Phend

3 Robert baird
Small regional sources

) Jim Mackey
and neWSSEEE. Lauran Neergaard
(Business Wire, 9

Corporate Press Pages) J;nmeL?SJEQ # of articles

40
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Consumer Insights
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/= Healthy Choice Message Boards - Windows Intemet Explorer
Kl Bl = itp:/fforum heslthychoice.comythread jspalthreadiD=14438start=0

oo "health'-.f cho P_'I

Coi glt - h:althy choice” I |& Find = “F Check = | AutoFill =

W T S R — B8 A

- NOICeSH message boards
" HEALTHYACHOICE g

- Replies: 5 - Cdan 25, 2009 1245 PM by glred Threads: [ Previous |

hostuffd11 Has any one noticed how much sodium a Healthy choice meal has 1:'- Reply
Posted: Aug 26, 2008 5:33 PM - )

Posts: 1
BIZEN
Hegistered: 08 Palh.f flavorful b4¢ they have too much sodiu hen | eat healthy choice meals | end €p with really bad headaches ) would
i . prity .

ng them often athough thew

Re: Has any one noticed how much sodium a Healthy choice meal has

karenrmj
Posted: Dec 28, 2008 17 AM 4 in response to: hostuff311

Post=: 1
Registered: 12/28/08

| ab=olutely agree. | would buy them much more often if they would lower their salt content. | just dont get it.
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Trend ldentification: Example 1
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Trend ldentification: Example 2
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Supporting an Integrated Decision System
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Core Capabilities
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An Example: Anticipating Supplier Distress

o
& Financial statements

e Information is generally too old (old intelligence is not intelligence)

s e s REAI-time financial indicators (e.g. Credit derivatives Swaps)

* Not always available (e.g. smaller companies from emerging economies)
e |lliquidity can eliminate usefulness

Human intelligence (i.e. leveraging relationships)

e Method can provide quality information, but...
e Which suppliers to focus on? Ability to provide early warning?

) Open source intelligence

e Well-suited for providing “early warning”
e Most powerful when combined with human intelligence

i
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Combining Open Source and Human Intelligence

2

Ongoing open source
intelligence

. Early warning and
situational assessment

Targeted human
intelligence

Action plan
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o ) Worker lawsuit Corporate litigation
Stock events (dividends, splits, etc)

Earnings Share price  Cost-cutting Leadership change
Credit Bankruptcy Layoffs / contract renegotiation
Mission shift Expansion
Plant / lab closure

Corruption
Quality concerns Anti-trust Public health

Safety Concerns Intellectual Property

‘. Outsourcing

. N Wages
AY
M&A / Partnership , ’ Intellectual property Y,

Byproducts . Legal outcomes

\ Consumer lawsuit
Counterfeiting Quality N Government legal action
Input costs / scarcity
Demand Catastrophe  Competition
Modernization Production shift \

Supply N . . N
. N Bailout / Nationalization
Labor Religious Health '« B
Divestiture Resource Rights N ureaucracy  Wages
Environment Animal Rights . Law enforcement

‘. Liability Protection

Subsidies \

Expenses

Regulator warning New regulation Trade disputes N
Environmental concerns Taxation
Resource allocation Regulatory approval

Terrorism

International regulations

Regulatory bodies Political instability
Borders (internal / external)

Unemployment
FDI Currencies GDP
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Integrated Strategy

Market environment determines
significance of non-market issues to
the firm

T~

~_

Non-market environment shapes
business opportunities in the
WELR G ELE
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Anticipatory Issues Management

Party Stakcholders

Proacrively Build
Message Maps

g
=
—
o
L
g
(=]
e

B Print News B \Xeb Chartter = Journals
| Posters m Editorials ®m Regularion
m TV News B Reports | lingation

Issues emerge on average 3
months earlier on the web than
in the media!

But equity markets usually react
only after major media
coverage!
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m Conferences
Symposia

Publicity/
Exposure
and Who is Interest

Invelved Scientists  Groups
Academe

“Fringe” Opportunity

Emergence : : “Crisia"/ Public Resolution
T g ik TPub

Best Opportunity to Save
Resources, Cost& Reduce Risk
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Image Drivers: Perception by Segment

Some traits are segment-specific
Women Blue Collar M Endorsements

Sexy to women

Sexy “Everything about Mike is HOT!!!
Personality, smile, body, sense of humor,
voice... HE IS ONE SEXY MAN!!!

TopherSF; July 25, 2006:
o /b ethkujawski.blogspot.com/2006/07/mike-rowe.html)

y to workers

;_ihim a lot, very likable guy and has a

comedic side to him.”
ww.contractortalk.com/showthread.php?t=40817,

Rugged /
Hard Working

to the ad media

1 “Mike XYZ personifies ‘Built Ford Tough’
and showcases how millions of hard-
xxxxxx working F-Series truck owners have helped

Integrity / Honesty / Common Man / build the country’s backbone. (Barry Engle, Ford
Authenticity Humble Division Marketing;
http://www.pickuptrucks.com/html/news/rowef150.html;
3/4/2007)

No segment gives significant mention to negative traits

Y ey | ,._;.A_..Ad.
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Reputational Terrain

IN-DEPTH COVERAGE R T
NEWS HOUR, ECONOMIS i

- g S

INCREASING PROPENSITY
FOR POSITION TAKING

SOCIETAL SIGNIFICANCE

BRIEF COVE

R 3

AUDIENCE DEMAND
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