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Certain statements made in this Analyst Meet concerning our future growth prospects are forward-looking
statements, which involve a number of risks and uncertainties that could cause actual results to differ
materially from those in such forward-looking statements. The risks and uncertainties relating to these
statements include, but are not limited to, risks and uncertainties regarding fluctuations in earnings, our
ability to manage growth, intense competition in IT services including those factors which may affect our cost
advantage, wage increases in India, our ability to attract and retain highly skilled professionals, time and cost
overruns on fixed-price, fixed-time frame contracts, client concentration, restrictions on immigration,
industry segment concentration, our ability to manage our international operations, reduced demand for
technology in our key focus areas, disruptions in telecommunication networks or system failures, our ability
to successfully complete and integrate potential acquisitions, liability for damages on our service contracts,
the success of the companies in which Infosys has made strategic investments, withdrawal of governmental
fiscal incentives, political instability and regional conflicts, legal restrictions on raising capital or acquiring
companies outside India, and unauthorized use of our intellectual property and general economic conditions
affecting our industry. Additional risks that could affect our future operating results are more fully described
in our United States Securities and Exchange Commission filings including our Annual Report on Form 20-F
for the fiscal year ended March 31, 2010 and on Form 6-K for the quarters ended June 30, 2009, September
30, 2009 and December 31, 2009. These filings are available at www.sec.gov. Infosys may, from time to time,
make additional written and oral forward-looking statements, including statements contained in the
company's filings with the Securities and Exchange Commission and our reports to shareholders. The
company does not undertake to update any forward-looking statements that may be made from time to time
by or on behalf of the company.
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Rise of the individual

Social networks become content hubs & influencers

The digital shift is consumer led where they : and their
experiences besides and via diverse devices and channels. This

shift requires organizations to rapidly transform and adapt to the digital age.

N=1 Self Service Co-Creation

Digitization of value chains

Mobile internet becomes pervasive
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Consumers expect multi-channel integration — buy/fulfill/return anywhere
Empowering customers with self-service improves their experience

Companies embracing social and mobile commerce see sales up 18%
71% plan to increase investments in social media by an average of 40%

Retailers are transforming for the Digital Consumer

mobile sales eventually could grow to 10% of online retalil
...Sucharita Mulpuru, Forrester

“we view mobile as an important “Games dominate mobile apps—games
channel to help our guests make the only account for 17 percent of all apps
most of their Target shopping available, but account for more than 50
experience.” percent of all revenue generated,... If

you look at Apple’s apps revenue, 75
...Leah Guimond, spokeswoman at Target percent of it is from games.”

...Elizabeth Harz, senior vice president
of global sales at Electronic Arts
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“2010 Digital Marketing Outlook” report found that 81% of the brand
executives surveyed expected an increase in digital projects in 2010, and

one-half will be moving dollars from traditional to digital budgets
...eMarketer

Consumer Package Companies are embracing the digital consumer

Mobile ad spending last year was P&G pegs its global digital outlay
estimated at $416 million by above 10% of its marketing
eMarketer. In another three years, budget, is also committed to

that number is expected to cross becoming more digital in all areas
$1.5 billion. of its operations -- including media

-- Chairman-CEO Bob McDonald

Pepsi reduces reliance on print Unilever will double its digital
& TV media and moves 50% ad spending this year

dollars to d|g|ta| .Keith Weed, CMO Unilever
...reported by WSJ
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There is a significant market potential to create differentiated high-value %M@si
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Global Online Retail (B2C) Sales
(excl travel and auto) Total Consulting / Process/Platform

+ & IT services spend (assumed to be
4% of sales on average across

$3OO B industry verticals)

Global B2B sales & marketing

S11.2 B

Addressable
Consulting/Process/Platform & IT
services spend (assuming 40% of

total spend)
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Infosys’ early investments in the digital consumers space Analyst

are already showing tremendous potential Mecl 2010

An illustration of Infosys’ commitment to the digital consumers space

Digital Marketing Services & Solutions S6M S20 M
Digital Commerce Services & Solutions S5 M S105M
Mobility - consulting/ services + S3 M S30M
platforms like Shopping Trip 360

Social Media & Commerce S25 M S3 M

iEngage platform + services

The innovation pipeline for other digital offerings also looks healthy with platforms like Flypp,
iFutureTV and others and will continue to help Infosys grow market share

Source: Infosys Research .
Note: The amounts mentioned above are approximate and represent only part of the Infosys investments and potential in the
digital consumers space as an illustration
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Infosys is leveraging its early investments in this space and helping its

key clients turn these digital shifts into competitive advantage.... %){# ‘)0]0
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= Digital Transformation Partner at Retailers that rely on us:
* 6 of Top 10 Worldwide

« One of the largest CPG companies - 9 of Top 10 in North America

« Leading retailer in UK « 3 of Top 10 in Europe
« One of the largest global retailers

« One of the leading fashion retailers in US Loy il o L ek

* 6 of Top 10 Worldwide

= Platform-based solutions In Fashion Goods:

« iEngage SAAS based social commerce platform for * 9 of Top 10 Worldwide
leading semi-conductor company, leading bank,
leading UK retailer and others

«  Flypp— A ready to launch application store for service
providers

«  Proprietary Shopping Trip 360/Mobility platform used
with several large CPG companies and Retail

In Food and Grocery:
* 6 of Top 10 in North America
* 5 of Top 10 Worldwide

companies In CPG
* 5 of Top 10 CPG cos. worldwide
u DEVE'OpEd and Mmaintain the Ieading music Source: STORES Global Power of Retailing 2009
. . Source:Top 75 North American Food Retailers 2008,
download infrastructure backbone for leading Supermarket News

consumer products company
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Case Example 1: Infosys managed digital marketing Gnalyst

| . . . ))‘)
platform services for a premium drinks business %”‘0]0
Consumer Vision: Build greater Infosys functions as the hub
consumer intimacy and buzz around between creative, marketing
brands via diverse media channels and IT teams

Adoption - 100% of brands and markets embrace the platform

Flexibility — 75% of brand users and agencies confirm that the digital platform
meets their existing and future needs

Agility - reduce time to consumer - i.e. elapsed time from agreeing a digital initiative
to having the developed asset go live (from 19 to 9 weeks)

Simplicity — 80% of marketers and agencies agree that the platform tools are easy to use
and itis an improvement

Security & Compliance - 100% of assets are compliant with data privacy standards

Launch time for marketing campaigns 2-3 weeks 7 days

Time to market for new country, market or category 1-2 weeks 1-2 days

launch

Digital channel/website availability ~95% 99.9%

IT cost / Digital Marketing country Approx 40% IT cost reduction
Search Engine Appearance Index* 1 5-7
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Case Example 2: Infosys managed service using Shopping Trip 360 e%?(l@Sf
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for a new mobility initiative of a global foods company cet 2010
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Tl Tl = 21:53
Recipes Search by recipe category

Health and Wellness Community Program
700 downloads in the first 20 days of pilot.
Hundreds of active users across 14 India States

Viral Marketing via Sharing and Friending

Consumer Behavior Analysis
» Taste/Preferences
« Shopping Behavior
° Marketlng ImpreSS|onS Options Select Exit | Back
Feedback tool from customer to Manufacturer

Tl =
Recipes

« Recipe Of The Day

New Recipes |

] 10 Recipe(s)
| 1 S%ERecipes
- k B k j k j = My Recipes
b

# Shared Recipes

Consumer Activity Trend — Registrations, Invitations & Content Shares

Options  Select Home |
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Case Example 3: Infosys is building a true multi-channel platform for G ((@vf

one of the largest broadline retailers in the US to focus better on the NMeel 2010
d |g |ta| CO nSU mer Building tomorrO\:'vs enterprise

CREATIVE SOLUTION

« Storefront solution, common processes grew assortment 500K to 13MM SKUs
* Shoppers choose products from thousands of niche sellers

* Online movie/music downloads

 In-store web kiosks for better customer engagement

RESULTS : H  FREE SHIPPING busuessr
« Online sales growth by 30+% CAGR y ONLINE
* Improved customer experience has = UL
increased site visits three fold s | | -

* Supports 5 to 25 million page views, 10s of
thousands of orders each day

FUTURE PROOFED
« Support for Facebook, twitter

e Customer forums for product reviews,
collaboration among customers

« WAP site for smart phones, iPhones, iPads,
blackberry, android based phones

 New capabilities every 3-5 weeks
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