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Dear Acxiom Shareholders,

Clearly, fiscal 2007 and the succeeding months have been like no other period in our
company’s almost 40-year history.

The fiscal year began with our receipt of a letter from ValueAct Capital, Acxiom’s largest
shareholder, announcing its intentions to seek three seats on the Acxiom board of directors.
What ensued was the first proxy contest in Acxiom’s history, one we were able to
successfully resolve in August 2006.

Then, in May 2007, we announced another first for our company - the agreement our board
had reached with ValueAct Capital and Silver Lake Partners to acquire Acxiom. The
resolution in this case was unsuccessful, as after much due diligence and discussion the
agreement ultimately was terminated.

It is fair to call those unprecedented events a “roller coaster ride,” but it is critically important
to note that through the ups and downs Acxiom maintained our historic focus of taking
proactive steps to help our clients be more successful — today, tomorrow and beyond.

Our fiscal 2007 results showed a solid improvement in earnings, year over year, but revenue
didn’t grow as quickly as we’d anticipated. In the first two quarters of fiscal 2008, the revenue
woes continued. But we are confident we’re pursuing the right strategies to accelerate revenue
growth.

That’s because through all the distractions of the last year-plus, we never slowed the
momentum in transforming our business to help clients be successful in this changing
marketplace. Our work to increase our on-line marketing capabilities and to help our clients
integrate their off-line and on-line campaigns to create holistic, consumer-centric marketing
initiatives represents primary components of that transformation.

Those efforts spell opportunity for our clients and for Acxiom, as the demand for our products
and services driven by on-line channels has expanded our company’s marketable universe,

We've made strategic acquisitions — including Equitec, Kefta, Harbinger and EchoTarget - to
increase our pace of growth and improve our capabilities in the digital marketing space and to
give us more relevant industry-specific solutions.

Simultaneously, we’ve developed new products to put our existing data assets and customer
data integration expertise to work in the on-line world, including Acxiom Relevance-X™ and
ConnectionPoint-X™., These solutions are the most visible evidence of Acxiom’s growing
commitment to serve our clients by delivering the right information to the right place at the
right time to drive better real-time decisions at the point of customer interaction — whether
that’s face to face, on the phone or on-line.

We continue to apply that same client-focused approach to all our major strategic initiatives.
For example;

* We have developed market-driven, industry-specific solutions that address the unique
business needs of the primary verticals we serve. Our acquisition of Equitec, for
example, has increased our relevance in the retail and consumer goods industries and




allowed Acxiom to deliver more customer insight to clients who put that intelligence
to work to improve their merchandising and site selection capabilities.

e We have grown our consulting and analytics expertise. Our suite of diagnostic
consulting solutions helps clients better understand the quality and effectiveness of
their data and data management initiatives, as well as how to better leverage Acxiom
solutions to increase profitability. These consulting solutions have shorter sales cycles,
cast Acxiom as a thought leader, generate additional “pull-through™ revenue in the
sales of our more traditional products and services and strengthen relationships with
senior executives in our clients’ businesses.

e We have increased our ability to meet clients’ risk management needs through our
comprehensive Insight solution suite — including identity resolution, employment
screening, debt collection and law enforcement applications. And we increased our
ability to address security risks with our acquisition of Harbinger, an industry leader in
developing software tools and training programs for personnel involved in homeland
defense, national security and the prevention of international terrorism.

All of these innovations will help Acxiom capitalize on our expanding marketplace
opportunity. Meanwhile, we remain hard at work pursuing vast opportunities in markets we
haven’t yet penetrated.

We continue to work to develop solutions that will be installed and managed on clients’ data
center floors, opening up a new world of opportunity for Acxiom within the customer
relationship management, business intelligence and master data management markets.

Innovation has been a hallmark throughout Acxiom’s history. Many of the defining
milestones in our company’s history have had technology innovation at their core. And |
know that Acxiom will continue to grow through innovation-driven developments — whether
in new areas like digital marketing and risk management or in continuing to improve and
deliver our core, traditional products, services and solutions.

Innovation ... a client- and market-driven focus ... a continuous expansion of our
capabilities ... these are same qualities that have helped Acxiom grow and remain a market
leader for almost 40 years. And the fact they remain at the core of our company’s way of
approaching business is one important reason know that when [ retire in the coming months,
I will be leaving an Acxiom that is well positioned to continue to succeed.

(G o 27y

Charles D. Morgan
Company Leader & Chairman of the Board
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DOCUMENTS INCORPORATED BY REFERENCE

Portions of Acxiom's Proxy Statement for the 2007 Annual Meeting of Shareholders (“2007 Proxy Statement™) are
incorporated by reference into Part 1 of this Form 10-K.

PART 1
AVAILABILITY OF SEC FILINGS AND CORPORATE GOVERNANCE INFORMATION

Our website address is www.acxiom.com, where copies may be obtained. free of charge. of documents which we
have filed with the Securities and Exchange Commission. {ncluded among those documents are our annual report on
Form 10-K, quarterly reports on Form 10-Q, current reports on Form 8-K, and amendments to those reports filed or
furnished pursuant to Section 13(a) or 15(d) of the Exchange Act. Copies may also be obtained through the SEC’s
EDGAR site, or by sending a written request for copies to Acxiom Investor Relations, | Information Way, Little
Rock, AR 72202. Copies of all of our SEC filings were available on our website during the past fiscal year covered
by this Form 10-K. In addition, at the “Corporate Governance” section of our website, we have posted copies of our
Corporate Govemnance Principles, the charters for the Audit, Compensation, Finance, and Nominating / Governance
Committees of the Board of Directors, the codes of ethics applicable to directors, financial personnel and all
employees, and other information relating to the governance of the Company.

CAUTIONARY STATEMENTS RELEVANT TO FORWARD-LOOKING INFORMATION

This document, the documents that we incorporate by reference, and other written reports and oral statements made
from time to time by us and our representatives contain forward-looking statements. These statements, which are not
statements of historical fact, may contain estimates, assumptions, projections and/or expectations regarding our
financial position, results of operations, market position, product development, growth opportunitics, economic
conditions, and other similar forecasts and statements of expectation. We generally indicate these statements by
words or phrases such as “anticipate,” “estimate,” “plan,” “expect,” “believe,” “intend,” “foresee.” and similar words
or phrascs. These forward-looking stalements are not guarantees of future performance and are subject to a number
of factors and uncertaintics that could cause our actual results and experiences to differ materially from the
anticipated results and expectations cxpressed in such forward-looking statements.

The forward-looking statements contained in this report include the itemns set forth on pages F-3 - F-25 in
Management’s Discussion and Analysis of Financial Condition and Results of Operations ("MD&A™) autached
hereto. In light of the risks, uncertainties and assumptions sct forth in the MD&A, we caution readers not to place
undue reliance on any forward-looking statements. We undertake no obligation Lo publicly update or revise any
forward-looking statements based on the occurrence of future events, the receipt of new information or otherwise.

Item 1. Business
Overview

Acxiom Corporation {*Acxiom™ or “the Company™) (Nasdaq: ACXM) integrates data, services and technology to
create and deliver customer and information management solutions for many of the largest and most respected
companies in the world. The core components of Acxiom’s innovative solutions are customer data integration
(“CDI" technology and services, data, database services, information technology (1T} outsourcing. consulting and
analytics, and privacy leadership. Founded in 1969, Acxiom is headquartered in Little Rock, Arkansas, with
locations throughout the United States and Europe. and in Australia, China and Canada.

Acxiom provides the consultative thought leadership and visionary technology solutions that top corporate
executives require to consolidate data across their companies to achicve accessible and actionable business
intelligence. We are at the heart of our clients’ information management strategy and infrastructure, helping them
transform information into insight to improve their marketing and business results. We help companies consolidate,




store, manage and deliver information — where it's needed, when it's needed. In addition, we offer data-driven,
technologically sophisticated solutions that help our clients make the right business decisions regarding how they
market to consumers and how they manage risk.

Acxiom’s innovative offerings include our consumer and business data content; database management and marketing
services; Customer Data Integration services; digital products and services; professional consulting services,
including analytics and privacy expertise; risk mitigation; and grid-based IT services and outsourcing.

QOur client base in the U.S. consists primarily of Fortune 1000 companies in the financial services, insurance,
information services, direct marketing, media, retail, consumer packaged goods, technology, automotive, healthcare,
and telecommunications industries. Every day, Acxiom clients benefit from our nearly four decades of serving the
information, technology and marketing services needs of companies around the world. We believe that our
commitment to innovation and delivery excellence, combined with our client-focused philosophy, is unrivalled.

We help our clients with:

e  Marketing solutions built on our acquisition and customer marketing database framework for:
- Customer acquisition
- Customer growth and retention
- Multi-channel integration

* Development of analytical tools, household segmentation products, and marketing support infrastructure to
help our clients better understand their prospects and customers

e Creation of a single customer view through our customer recognition solutions

s  Database design, data content and data quality through our Customer Data Integration solutions, which
include our AbiliTec® and InfoBase® offerings

s Large-scale data and systems management through strategic 1T infrastructure outsourcing

o  Re-engineering of our clients’ information technology capabilities and development of their “data factories”

s Integrated digital marketing solutions for campaign management across multi-media channels, including
personalized e-mail, targeted websites, banner and other Web advertisements, search engines and direct
mail/print

e End-wo-end direct marketing agency services

e Risk information, scoring and analytics for risk management

Our solutions are designed to meet the specific needs of our clients and the industries in which they operate, and we
target organizations that view data as a strategic competitive advantage and an integral component of their business
decision-making process.

The Information Services Industry

In today’s technologically advanced and competitive business environment, companies are using vast amounts of
customer, prospect and marketplace information to manage their businesses. The information services mndustry
provides a broad range of products and services designed to help companies manage customer relationships.
Acxiom’s technology, services, and premier data content combine 10 enable our clients to efficiently access and
manage information throughout the enterprise. We're doing this on an increasingly global scale as our clients ask us
to provide the same services we’ve delivered in the U.S, to their global efforts.

We believe that the following current trends and dynamics of the information services industry provide us with
multipte growth opportunities:

e Increasingly largeted, interactive/digital marketing strategies accompanied by erosion of mass media as
preferred method to reach consumers
+ Consumer empowerment — new ways to get information and entertainment




e  Move toward non-traditional communication tools and technology

e [T transformation and adoption of grid technology

¢  Growing targeted industry applications for image recognition technology

e Technology advancements in data management, removing structured vs. non-structured data impacts

o Increasing demand for business intelligence — transforming huge stores of data into insight for real-time and
operational decision making

e Consumer privacy, security and fraud management demands

¢ Changing competitive landscape: consolidation

¢  Globalization

These trends are driven by the changing needs of our clients in an evolving marketplace. The combination of
demographic shifts and lifestyle changes, the proliferation of new products and services, and the evolution of
multiple marketing channels have made the information management process increasingly complex. Marketing
channels now include cable and satellite television, telemarketing, dircct mail, direct response. in-store point-of-sale,
on-line services. and the Internet. The multiplicity of these marketing channels creates ever-increasing volumes off
data and has compounded the growth and complexity of managing data.

Advances in computer and software technology have also unlocked vast amounts of customer data which historically
was inaccessible. further increasing the amount of existing data to manage and analyze. As these data resources
expand and become more complex, it also becomes increasingly difficult to integrate all the fragmented, disparate
and often outdated information. The challenge to obtaining accurate and complete customer data lies in obtaining,
enhancing and integrating data from acress an organization to form a single, comprehensive view of individual
customers. Companics are increasingly looking outside of their own organizations for help in managing the
complexitics of their information necds. The reasons for doing so include:

Allowing a company to focus on its fundamental business operations

Avoiding the difficulty of hiring and retaining scarce technical personnel

Taking advantage of world-class expertise in particular specialty areas, including consulting and analytics
Benefiting from the cost efficiencies of outsourcing

»  Avoiding the organizational and infrastructure costs of building in-house capability

e Benefiting more {rom the latest technologies

Advances in information technology and fragmentation of the media, combined with the ever-increasing amounts of
raw data and the changing household and population demographics. have spurred the transition from traditional mass
media to targeted one-to-one marketing. One-to-one marketing enables the delivery of a customized message to a
defined audience and the measurement of the response to that message. The Internet has rapidly emerged as an ideal
one-to-one marketing channel. 1t allows marketing messages to be customized to specific consumers and allows
marketers to make immediate modifications to their messages based on consumer behavior and response. In many
cases, digital marketing can also accomplish these objectives far more cost eftectively than existing marketing
media. Acxiom's enterprise information services are at the heart of these evolving business needs.

Customer Information Management

Most businesses are aware that the various types of data they gather and maintain — customer, product, financial,
sales and marketing — can be a competitive resource for acquiring and retaining customers, provided that the
information is well-maintained and optimized throughout the organization. Acxiom specializes in helping companies
manage and optimize their customer information across channels. with applications ranging from customer and
prospect marketing to customer lifecycle management to business intelligence. In the end, it’s about using customer
information to drive better business decisions.

Acxiom’s services help companies answer important business questions, such as:

e  Who are our existing customers?
«  Who ar¢ our prospective customers?




Who are our most profitable customers?

What are the common traits of our existing customers?

What do our customers want and when do they want it?

How do we service our customers?

How should we price our products and services?

What distribution channels should we usc?

What new products should we develop or what old products should we retire?

Customers today want companies to recognize them, understand them, listen to them, and value them. There can be
many challenges, including multiple silos of customer data within an enterprise, more touchpoints for interacting
with customers than ever before, and customers’ desire for greater control over the conversations they have with the
companies with which they do business. But for companies willing to invest in customer information management,
there are solutions. A recent Gartner report (“Customer Information and Insight Are the Lifeblood of CRM,” by John
Radcliffe and Gareth Herschel, March 1, 2007) says, “The creation, maintenance and deployment of accurate,
complete, and timely customer information and insight are the foundation for CRM.” It goes on to say that, “strong
customer information strategies give organizations the ability to optimize customer interactions and deliver
consistent customer experiences.”

Recognizing a customer across an organization requires creating and leveraging a single view of each customer for
operational, marketing and analytical purposes. That single customer view can most effectively be obtained through
Customer Data Integration (CDI), the combination of technelogy, processes and services needed to create and
maintain an accurate, timely and complete view of the customer across multiple channels, business lincs and,
potentially, enterprises, where there are multiple sources of customer data in multiple application systems and
databases. The ability to successfully target, acquire, develop and retain customers depends on the availability, at
the time and place of need, of high quality, comprehensive, up-to-date customer information and insight.

CDI’s critical role is reflected in one of Gartner’s “Strategic Planning Assumptions” which asserts that, through
2008, the creation of an accurate, timely and rich single view of the customer across channels and lines of business
will be a key enabler for reducing costs, managing risk, and increasing revenue and profitability in customer-centric
organizations.

In Forrester Research’s March 6, 2006 report entitled “Trends 2006 — Master Data Management,” analyst Ray
Wang says that “trusted data sources” like Acxiom increase the quality and timeliness of customer data, and that
“continuous information refresh” not only improves customer matching accuracy but also validates data in real time
and can trigger actions based on external events. Wang also states that the CDI market shows tremendous growth,
and that in the aggregate, CDI vendors are closing about 45 to 55 deals a year. According to the article, CDI
installations average $1.05 million to $1.13 million for licenses and require implementation services in the $3.53
million to $4.05 million range. Forrester forecasts CDI growth rates of 35 percent in 2007 and 30 percent in 2008 for
software licenses and professional services.

For today’s consurmers, it is not enough to be recognized by the companies with which they do business; they also
want to feel that their preferences are understood. They want the right offer at the right time and at the right price. A
recent Forrester report (“How Technology Enables Inbound Marketing,” by Suresh Vittal, January 9, 2007) cites
growing consumer impatience with the volume and irrelevance of outbound communications and points out the
consumer’s desire to have more relevant, productive conversations when they interact with businesses. Companies
today are making investments in analytics and data that tell them more about their customers, as well as in the
channels that are highly addressable. In a recent Forrester Research survey of senior executives at 176 large
companies, they found that 60 percent felt that it was "critical” and 36 percent felt that it was “very important” to
improve the customer experience (“Trends 2007: CRM,” by William Band, March |, 2007). Gartner predicts that by
the end of 2007, 60 percent of Fortune 1000 companies will increase their investments in highly addressable/highly
aware channels by 40 percent, with an objective of raising overall response and conversion rates. (“How to Improve
Campaign Management Eftectiveness,” Adam Samner, February 6, 2007).

Ultimately, most companies want their customers to feel valued. A generic “Dear Valued Customer” letter to a long-
time, loyal, profitable customer is likely to do more harm than good. Instead, customers feel valued when they are




recognized consistently across various marketing channels, are offered products and services that are relevant to
them individually, and are communicated with based on their preferred method of contact,

Enterprise Information Services for Risk Management

In addition to helping companies improve marketing results, another application for Acxiom’s enterprise information
management solutions is in a company’s efforts to combat fraud and identity theft. As customer contact channels
proliferate and data volumes continue to increase, the opportunity for fraudulent activity multiplies. Customer
recognition capabilities are important tools to verify that customers are who they say they are. As reports of
instances of identity thefi continue to increase, enterprise risk management has become a top concern for financial
services as well as many other firms.

Our Competitive Strengths

The following competencies enable Acxiom to not only capitalize on the previously described market trends to drive
growth, but also represent competitive differentiators that we believe uniquely position us to deliver high-value
solutions for the information needs of our clients:

Ability to Transform Enterprise Information into Business Critical Insight

We believe that we are uniquely positioned 1o help our clients turn information into insight, to improve their
marketing and business results. Qur ability to deliver the right data to the right place at the right time to power
marketing, risk management, and other critical business decisions is demonstrated by our nearly four decades of
experience delivering information management services, and is enabled by our core competencies of:

s Data content and products
e Data integration, management and delivery capabilities
¢ Information systems technology and management (including our innovative grid technology)

Accurate and Comprehensive Data Content and Products

We believe that we have the most comprehensive and accurate collection of U.S. consumer, property and telephone
marketing and risk management data available from a single supplier. We believe we process more mailing lists
than any company in the U.S. Our InfoBase consumer database contains more than 40 billion data elements and
covers almost all households in the U.S. Our real estate database, which includes most major U.S. metropolitan
areas, covers approximately 92 million properties. We believe our InfoBase TeleSource product represents the most
comprehensive repository of accurate telephone number information for listed business and consumer telephone
numbers in the U.S. and Canada. Qur clients use this data to manage existing customer relationships and to target
prospective customers. We also have strong “reference” data assets — information that clients use for non-marketing
purposes, including data used in our employment screening and fraud and risk management solution offerings.

Acxiom’s offerings in Europe are closely aligned with those in the U.8. We are the leading provider of consumer
data with industry-leading databascs, with both household coverage and data depth. In the U.K. alone our InfoBase
Lifestyle Universe product contains data on over 38 million adults residing at 21 million households covering over
95% of the U.K. population. In the U.K.. Germany, France, Poland, Portugal and The Netherlands, we maintain
consumer data collection programs in order to build proprietary data products. Acxiom provides leading cusiomer
information in these European countries in which it now has physical operations. Our European customer
information and segmentation offerings are similar to our InfoBase offerings in the U.S. and in the U.K. While there
are some differences between InfoBase in the U.S. and the U.K. and differences country-to-country for InfoBase
equivalents, the core value proposition to Acxiom clients remains the same regardless of location.

In Canada, Acxiom designs, builds, and hosts customer and prospect data warehouses for clients in the retail,
consumer packaged goods, and financial services industries. We also provide data integration services to numerous
Global and U.S.-based customers who market into Canada. Our Canadian Infobase product offers broad coverage of
both businesses and consumers in Canada.




In Australia, Acxiom is a leading supplier of consumer, business, telephone and property information for marketing
purposes. Under a range of brand names, Acxiom’s data products are used by major financial institutions,
telecommunications companies and retailers to help them strengthen their customer relationships and grow their
market share. Our clients use data from our databases to target prospective customers and strengthen relationships
with their existing customers.

In China, we operate a business intelligence, customer relationship management, and data management company
headquartered in Shanghai with additional operations in Beijing. It provides data, database management, and data
services to a number of Asian and international clients,

Industry-Leading Customer Data Integration, Data Management and Data Delivery

We invented the term “Customer Data Integration™ and believe that we are unparalleled in our ability to transform
and integrate massive amounts of data, Based on our knowledge of the industry, we believe that we have no peers
when it comes to building and managing huge databases. We believe that is why so many of the largest companies
across many industries have chosen Acxiom as their data management partner. And we have the ability to help our
clients execute their enterprise-wide data management initiatives. We help deliver the right data to the right place at
the right time to power all sorts of business decisions.

With our new data factory line of business we are creating a new market space for Acxiom with our ability 10
integrate and transform voluminous, raw data input from multiple sources into enriched customer-delined
information products. In addition, we have industry-leading capabilities in e-mail marketing and Web-based
services. These capabilities come with a serious responsibility for privacy and security. We are comimnitted to
securing the data we manage, and we work closely with our clients to ensure that it is used only for proper purposes.

Data integration for enterprise data management - We believe that our Customer Data Integration capabilities,
powered by AbiliTec, combined with related real-time customer recognition sofiware and infrastructure, are the
leading solution for companies seeking to better integrate their customer data and manage their customer
relationships. CRM involves analyzing, identifying, acquiring and retaining customers. Knowledge delivered
directly and immediately to a desktop or other customer point of contact in real time is critical to the CRM process.
Acxiom’s Customer Data Integration products and services are designed to fully meet these challenges for its clients.

As the basic infrastructure for integrated CRM solutions, AbiliTec allows the linking of disparate databascs across a
client’s business and makes possible personalized, real-time CRM at every customer touchpoint. AbiliTec’s
unprecedented scope, accuracy and speed contribute to Acxiom being established as the Customer Data Integration
leader, using AbiliTec both as an internal processing tool and as the enabler of the single customer view that drives
true, one-to-one marketing.

AbiliTec permits up-to-the-minute updating of consumer and business information with our data, thereby creating a
new level of data accuracy within the industry. By applying this unique, patented technology, we are able to
properly cleanse data and eliminate redundancies, update data to reflect real-time changes, and combine our external
data with our clients’ internal data.

The financiai benefits for our clients generated by faster processing times are multi-faceted. Our clients gain
advantages from AbiliTec by:

e  Greatly improving the speed with which campaigns are brought to market in order to seize opportunities
more quickly.

e Leveraging shorter turnaround times to increase the frequency of data warehouse updates. With AbiliTec,
some Acxiom clients have moved from monthly to weekly updates, others from weckly to nightly, and
some utilize the technology in an on-line transaction processing (“OLTP™) mode to update their data
continuously, as new information becomes available.




s Basing marketing and other business decisions on more accurate data. In the world of customer or prospect
data warchouses, fresher information equals more accurate information. Integration of correct names and
addresses also ensures that more accurate data is reflected for the customer or prospect.

Also. AbiliTec enables our clients to better serve the consumer privacy preferences of their customers. Just as
AbiliTec allows businesses to create a single view of their customers in real time for marketing purposes. it makes it
much easier for businesses to aliow their customers to access. correct and selectively opt-out their information.
provide better safeguards around their customers® information, and facilitate the addition of information such as
preference in time and manner of contact.

End-to-end data warchousing and business information solutions — Over the years, Acxiom has designed, developed,
managed and operated massively large-scale databascs for some of the world’s largest, most successful companies
including, for example, CitiGroup, GE Finance, Federated Department Stores, IBM and Sears.

Information Systems Technology and Management

We have extensive expertise and large-scale capacity in managing data centers —our own and those we manage for
our outsourcing clients. Some of the most tangible examples of our commitment to innovation can be found in our
data centers. Qur grid computing environment is evidence of the strides we have made with this scalable,
configurable platform. [t is our capability around information systems and management that enables our other core
competencics, and is the foundation for all we do.

Our state-of-the-art data centers. computing capacity and operating scale enable us to access and process vast
amounts of raw data and to cost effectively transform the data into useful information. We currently manage 6
petabytes of storage, which includes over 2.7 petabytes of database solutions. A petabyte, the scale often uscd when
measuring large computer storage, is the equivalent of 1000 terabytes, or one quadrillion bytes.

Our open system environment allows our clients to use a variety of tools, and provides the greatest flexibility in
analyzing data relationships and optimizes our clients” requirements for volume. speed, scalability and functional
performance.

Leveraging grid technology - Intelligent, enterprise-wide decisions rely on timely. information-rich business
processes to drive competitive differentiation. Analytics-based decisioning — powered by customer, product.
process and people information — is the critical enabler of strategy. With the grid-powered Business Information
Grid™. Acxiom has successfully created a powerful infrastructure that can integrate the necessary data and
computing resources and enable collaboration 10 optimize business processes and achieve strategic goals.

o Customer-relationship-driven businesses are intent on building business processes that are “‘cuslomer-
intimate™ to support acquisition and customer experience goals by delivering the optimal offer and
treatment in real time, whether at the point of sale or service.

s Product-differentiation strategies are enabled by understanding preference, psychographic and demographic
imagery and lifestyle trends, and then engineering products and services that are targeted at adopting
segmenis.

¢ Organizations committed 1o operational excellence are focused on leveraging supply-chain information to
minimize working capital while ¢nsuring that customer service levels surpass customer price-point-based
expectations.

o These diverse business objectives have a common value driver - they are enabled by information-rich
business processes thal improve the quality and timeliness of decision-making.

[n this digital age, marketing and treatment personalization demands fiexibility and throughput from the IT
infrastructure. With predictive analytics techniques embedded in customer touchpeint strategy. computing
horscpower is a prerequisite. And with identity management at the center ol the customer relationship, the enterprise
must have technologies which prevent fraud and mitigate risk. Competitors in this new era of information
stewardship also must comply with internally and externally driven secunity and privacy policics.




Over time, these business initiatives have created increasingly complex 1T environments with heterogeneous
hardware/operating systems and disparate data warchouse architcctures, all posing significant challenges to the IT
exccutive's ability to meet the information demands of internal clients. These internal clients are typically organized
in vertical business units requiring 360° views of the customer by integrating business-unit and third-party data.

To meet these business needs cost effectively on a common information processing platform that can be leveraged
enterprise-wide, innovation is required — innovation in fundamental interoperability with a vision of providing
business insight to decision makers. By clearly defining organizational strategy and linking process management
goals with this type of pioneering information technology, an organization can deploy this ground-breaking IT
infrastructure enabling the information-rich enterprise to execute real-time decisions for differentiated customer
experiences, products and processes and delivering sustainable competitive advantage.

The Business Information Grid is an integrated, grid computing solution based on a service-oriented architecture
designed to unlock the potential of enterprise-level business information by incorporating the following:

High-performance computing power and scalable data storage

Intcgrated customer data management and cleansing capabilities

Intcgrated access to enterprise and third-party data assets

Closed-loop analysis, decision making and deployment in batch or real-time environments

In fiscal 2006, Acxiom entered into a technology and distribution agreement with EMC Corporation where we
combined our grid technology platform with EMC’s portfolio of data storage, information management and resource
management solutions to help clients take advantage of the more scalable, flexible grid-based information
infrastructure — the Business Information Grid. As part of the agreement, EMC acquired our information grid
software, and we retained the right to have access to the software as well as to further developments to the software
for continued use in connection with our own business. Together with EMC, we are jointly developing and
marketing a solution to customers, initiaily as a hosted offering from our facilities and, over time, to integrate
relevant systems, soliware, services and data from both companies into a complete product-based information grid
solution for clients to deploy within their own enterprises. As a key component of next-generation information
infrastructure, grid technology enables clicnts to improve computer utilization, enhance information access and
workflow, optimize distributed information access. and deliver faster time-to-results.

Acxiom has been an industry leader in developing grid-based technology, which works by breaking down large jobs
into smaller, scparate tasks, then assigning them to computers linked together in the grid. Large mainframe
computers process jobs linearly, i.e., they must first complete one task before going on to the next. Grids, on the
other hand, can process separate tasks simultancously, thereby providing much faster results. Additional servers
connected through the grid can be called into service as needed to assist during peak workload periods, thereby
making the most of their combined available power. Utilization of the grid enables clients to avoid multi-million
dollar up-front investments in servers, resulting in significant cost savings. [n addition, the grid enables us to offer
our services to a broader range of clients, including companies whose processing needs are on a much smalier scale
than that of our historical clientele. Benefits of a grid platform include:

Performance - The grid-based architecture uses a large quantity of less expensive servers to replicate the
performance of a supercomputer that would cost many times niore. When clients need to increase their
processing capability, we simply allocate an additional “node™ or personal computer processor {o the grid, rather
than having to invest in another large, expensive computer. Jobs that could take up to eight hourscn a
mainframe can be compteted in 20 minutes on the grid.

Scalability - The grid-based architecture allows us to add additional storage as clients need it, thereby providing
on-demand capacity. This enables our clients to store historical data for use in trending, modeling and analytics,
creating more sophisticated and accurate models than ever before. The scalability works both ways: if less
storage space is needed, we can scale back the amount of grid dedicated to a particular client,

Adaptability - The solution is comprised of a standard set of components and tools. Using these “plug and play”

components, it is casier and faster to st up new, repeatable and powerful processes. The standard framework
can be easily configured for a specific client or industry as needed.
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Security - Our security objective within the grid operation is that no intellectual property (i.e., data, software, or
algorithms) stored in or in transit to/from the grid can be copied or moved outside in a usable format without
appropriate authentication and authorization.

We provide both traditional batch marketing solutions as well as real-time solutions, both via our acquisition and
customer marketing database framework. We believe that through this framework -- which leverages large-scale
databases, grid technology, InfoBase and AbitiTec -~ Acxiom is leading the industry in a fundamental shift from
traditional linear campaigns to continuous campaign management. We offer our clients weekly, daily and even real-
time updates, thereby dramatically increasing the frequency with which they can execute marketing campaigns. The
competitive advantage that may be gained by clients using the grid is improved marketing offers that drive a greater
response, in addition to increasing the timeliness of campaigns and the revenues generated. Through our real-time
marketing solutions, clients are able to get a consistent and immediately available customer view and decision
engine that help them make effective, instantancous marketing offers, based on comprehensive business rules, across
all ol their front-office applications.

Privacy Leadership

We have always taken an active approach with respect to consumer privacy. The growth of e-commerce and
companics’ needs for consumer information mean that we must work even harder to assure that our policies offer
individuals the protection to which they are entitled. Consequently, we actively promote a set of effective privacy
guidelines for the direct marketing, e-commerce, and information industries as a whole. Industry-wide compliance
helps address privacy concerns across the globe. Furthermore, we are certified under the European Union Safe
Harbor and contractually comply with other international data protection requirements to ensure the continued free
flow of information across borders.

We have a dedicated team in place to oversee our compliance with the privacy regulations that govern our business
activitics in the various countries in which we operate. We are committed (o the protection of consumer information
by promoting policies within the industry that offer individuals the choices and protection to which they are entitled,
while preserving the flow of information that provides the many conveniences consumers have come to expect. Our
Global Privacy Ofticer has extensive knowledge of U.S. federal and state laws governing the use of infonmation, and
is sought by both policy makers and regulators for her views of effective use of personal information. She is a
frequent speaker on privacy and customer relationship management. and she has published numerous articles and has
participated in writing books on these subjects.

Our Fair Information Practices Policy outlines the variety of measures we take 1o protect consumers’ privacy. A
copy of this policy is posted on our website at www.acxiom.com. We educate our clients and associates regarding
consumer privacy issues, guidelines and Jaws. Our policy also explains the steps that consumers may 1ake to have
their names removed from our marketing products and to obtain a copy of the information we maintain about them in
our reference products.

Companies are assessing their privacy policies and beginning to recognize that newly developed customer data
integration technology can help them honor an individual’s prefercnces and address consumers’ concerns. We
believe that technologies such as AbiliTec will enablc businesses to move beyond mere privacy “protection” and
toward aggressive consumer advocacy. Just as AbiliTec allows businesses to create a single view of their customers
in real time for marketing purposes, it makes it much easier for businesses to honor their customers’ preferences and
selectively opt out of certain practices, and provide better safeguards around their customers’ information,

Privacy legislation is pending in Congress and in most of the 50 states, and we anticipate that additional legislation
will continue to be introduced in the future, both in the U.S. and abroad. We are supportive of legislation that
codifies the current industry guidelines of notice and opt-out regarding whether or not a consumer’s personal
information is shared with independent third parties for marketing purposes. Acxiom also supports legislation
requiring all custodians of sensitive information to deploy reasonable information sccurity safeguards to protect that
information.
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Service Culture and Ability to Deliver
Service has been at the heart of who we are for decades. In fact, it is one of Acxiom’s core values:

Leadership: Inspiring Others to Succeed
Teamwork: Achieving Greatness Together
Integrity: Doing the Right Thing

Innovation: Envisioning and Seizing the Future
Service: Going the Extra Mile

At Acxiom we have always been very client-focused, willing to adapt our approaches to suit our clients’ needs. Our
commitment to service is demonstrated at Acxiom in many ways. It is the willingness to go to extraordinary lengths
to help, no matter what the situation. It is equally applied to serving external clients and internal stakeholders. Our
clients consistently report that their Acxiom teams get the job done regardless of obstacles. We believe that our
client-focused philosophy and ability to deliver represent a unique competitive differentiator in our market space. in
a January 2006 report on database marketing services providers, Forrester Research reported that Acxiom received
the highest customer feedback of any company in this evaluation — a nearly perfect score — for reliability of
execution and operations. Acxiom was described by its clients as “ultra-reliable.”

We have consistently been recognized for our leadership in a number of areas, including technical innovation and
matketplace excellence. In fiscal 2007, Acxiom:

e was named as one of the top 30 providers of financial services in the “FinTech 100” listing of the top
technology providers as complied by American Banker and the research firm Financial Insights;

o saw its Acxiom Digital business ranked No. 17 by Advertising Age magazine on its list of top 50 interactive
agencies based on annual U.S. revenues;
was included on Forbes magazine's “Platinum 400 list of the best large publicly traded companies in America;
was awarded the prestigious Bronze Spotlight award by the League of American Communications Professionals
in the category of print, e-mail and web communications; and

o was named as the winner of eight ADDY awards by the Arkansas Advertising Federation for its branding and
advertising campaign.

These awards follow similar recognition in previous years, such as when Acxiom’s innovation in the use of grid-
computing applications led to it receiving the prestigious 21 * Century Achievement Award from the Computerworld
Honors Foundation in 2006 for positive contributions to the global information technology revolution, The company
in 2005 was also named ong of the “Best Places to Work in Information Technology” by Computerworld magazine,
the fourth time we’ve ranked in the top 100 work environments for technology prefessionals.

Acxiom received the Data Warehousing Institute’s 2004 Best Practices Award for “Radical Data
Warehousing/Business Intelligence.” We were also named to the 2004 CJ0O 100 ranking of top companies that best
demonstrate organizational agility, and we were recognized by CRM magazine as a Data Quality Market Leader.
And Fortune magazine has named Acxiom as one of the 100 Best Companies to Work for in the United States for
five of the last nine years.

Our Growth Strategy

Qur growth strategy is built upon our fundamental competencies, is aligned with market growth drivers, and includes
the following strategic components:

»  Grow our core services and data business. We will capitalize on existing opportunity for growing our
core services and data business, and we will remain focused on preserving and protecting our existing
business.

» Expand our business through new markets, offerings and distribution channels, We will expand
through entering new, related markets: introducing new, innovative offerings; and finding new channels for
broader distribution of our offerings,
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e Improve our operational effectiveness. We will implement operational efficiencies in atl aspects of our
business.

For each component of our growth stratcgy, we have detined strategic objectives and assigned senior keadership
accountability for exccution.

The introduction of Acxiom’s risk mitigation suite of offerings is one example of execution on our strategy {0
expand into new, related businesses. Through Acxiom Insight, we offer a powerful combination of deep data
resources and technology with the kinds of analytics and scoring that arc necessary for businesses to fight fraud and
mitigate risk. Combined with Acxiom’s fraud management platform and the Acxiom Information Security Services
business, this new line of business delivers a broader suite of ofterings that address the complete risk mitigation
spectrum.

Through Acxiom Digital, a leading provider of integrated on-line marketing solutions for global 2000 companies, we
offer our clients a fult suite of dircct marketing services designed to meet the challenges of today’s marketing
environment. Acxiom Digital uses a proprietary technology platform to deliver on-line marketing campaigns, and it
offers an end-to-end solution that includes designing, sending and analyzing the results of each campaign.
Campaigns are exccuted across multiple media channels, including personalized ¢-mail, targeted websites, Web
advertisements, search engines and direct mail. Together with Acxiom Direct, we believe that we are positioned to
meet both the large-scale needs of our traditional customers (the nation’s top-tier marketers) as well as the smaller-
scale needs of mid-tier marketers.

Additionally. Acxiom has a defined “People Strategy™ that is aligned with our growth strategy. Key components
include:

o  Creating innovative programs that set us apart from other employers

»  Ensuring we have the right people, in the right place, at the right ime to support our business and financial
objectives

¢ Providing the right information to effectively monitor success

Business Scgments

We report segment information consistent with the way we internally manage our operations to assess performance
and to allocate resources. During the past fiscal year we managed the business under two segments, the U.S.
Services and Data segment and the International Services and Data segment. Both of the segments include
consulting, databasc and data warehousing, list processing services, data content and software products. U.S.
Services and Data also includes information technology outsourcing and facilities management for data center
management, network management, client/server management and other complementary IT services.

We annually evaluate the segment allocations in light of our current internal operations and make adjustments as
necessary. We evaluate the performance of the segments based on segment operating income, which excludes
certain gains, losses and nonrecurring items. [nformation concerning the financial results of our fiscal year 2007
business segments and the total assets of each business segment is included in Note 20 of the Notes to Consolidated
Financial Statements and in Management's Discussion and Analysis of Financial Condition and Results of
Operations which are attached to this Annual Report as part of the Financial Supplement.

[THIS SPACE LEFT BLANK INTENTIONALLY]




U.S. Services and Data Segment

Our U.S. Services and Data segment provides solutions that integrate and manage customer, consumer and business
data using our information management skills and technology, as well as our InfoBase data products. We believe
that AbiliTec, which provides Customer Data Integration capabilitics, together with our acquisition and customer
marketing database solutions, positions us for a greater share of the growing demand for integrated customer
management solutions. Our grid technology, AbiliTec linking technology, acquisition and customer marketing
database solutions, InfoBase data, and intellectual property for building and managing large-scale database
environments give our clients the ability to reach their customers more rapidly, efficiently and accurately and to
target their sales efforts accordingly. We build customer and information management solutions for our clients in
the following service areas:

s  Marketing database and data warchouse design consulting
*  Data integration

s Data warehouse/database management and delivery

e  Marketing applications

e  List processing

Our AbiliTec-cnabled solutions aliow us to more effectively integrate and manage data. We believe that AbiliTec is
the leading software solution for companies seeking to integrate and manage their customer data and customer
relationships. It allows the linking of separate, disparate databases across a client’s business. provides
unprecedented speed and accuracy and permits real-time updating of consumer and business information. AbiliTec
is a software product that is licensed to our clients and sold through the following channels: enterprise, database,
channel partner, service bureaus and direct marketing. Our AbiliTec-enabled solutions deliver more accurate,
accelerated data solutions that help businesses reduce costs, gain a better understanding of their customer base, and
build loyal, trust-based customer relationships.

Based upon our knowledge of the industry and our competitors’ products, we believe our InfoBase and Personicx”
products, as well as our fraud management platform products, represent the industry’s most comprehensive and
accurate relationship management, risk management, and operational efficiency data product offerings. They are
available either on a stand-alone basis or integrated into our customized service offerings.

We have e-mail marketing capabilities as well as hosted Web applications and messaging technology infrastructures
which allow us to better deliver integrated campaign management, analytics, and e-messaging services focused on
strategic data-driven marketing results. With recent acquisitions, we have added expertise in the areas of marketing
and merchandizing optimization in the retail industry, as well as in the areas of homeland defense and national
securtty.

We use a variety of different types of data such as publicly available information, public record information,
summarized customer information, customer contact information, self-reported information and Acxiom proprietary
data. Accuracy is one of our primary concerns, and we have processes in place to maintain a high level of quality in
our products.

Our information technology outsourcing services enable our clients to focus on their core businesses while we
manage their technical infrastructure needs. We provide the IT services for large systems, midrange and
client/server platforms and networks. Acxiom delivers value by leveraging our unique products and services, such
as our grid platform, data, technology and marketing services. This in turn enables companies 1o maximize the value
of their customer relationships.

Our data center outsourcing services give our customers a secure, high-performance network and computing
environment, supported by experienced IT professionals. The benefits include:

¢  Maximization of value from IT assets and information system staff
s  Computing and network capacity driven by client demand
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e Highly scalable computing and network environments
e 24 x 7" system availability

Our IT solutions cover the computing needs of our clients, ranging from full mainframe and midrange information
processing centers (o desktop applications. Acxiom currently operates several large, high-availability data centers
around the globe, manages high-speed networks, and hosts Internet ¢-commerce applications. Acxiom’s IT services
have the added specialty of supporting the very large databases needed by companies who sell to consumers. We
have developed a storage-centric IT infrastructure to manage the massive amounts of data these companies require.
Our leadership in grid technology provides our clients with a flexible and scalable appreach to on-demand access,
management and updating of customer data for advanced analytics and database marketing. We provide the
infrastructure and managed services that power our customer and information management solutions.

We offer technology services in the following areas:

e Mainframe platform outsourcing

Midrange and client/server platform outsourcing
Network management

*  Web hosting management

»  Storage management

+  Security management
[ ]
LJ

“Data Factory” reengineering leveraging the grid infrastructure
Business conlinuity services

International Services and Data Segment

Our International Services and Data segment provides customer data, data management, risk management and
business process outsourcing solutions to clients across the globe. We are currently helping clients solve business
problems in the following locations: Canada, Mexico, Puerto Rico, Brazil, United Kingdom, France, Germany,
Poland, Portugal, The Netherlands, China, Australia and New Zealand. International offerings include:

»  Customer Management Solutions - Including marketing databases, customer recognition, interactive
solutions and decision support tools

s Customer Data Integration Solutions - Including advanced AbiliTec ( information-based) customer data
integration and traditional data hygiene/matching

e Data - Including a wide range of lifestyle data, specialist data, e.g., suppression solutions, data collection
solutions, scgmentation solutions. interactive/online data, online access to Acxiom data, GIS data/solutions

e Consulting & Analytics and Privacy Leadership Consulting

o Business Contact Center - Based in the U.K., an integrated call center and fulfillment house serving all
media channels

+ Digital Services — including e-mail marketing services

Our global vision is to provide market-lcading customer data and data management solutions locally, while also
helping our clients solve the challenges of multi-country customer information management and data integration.
We intend to meet this challenge by cleansing, integrating, hosting and enhancing client customer data from a single
architecture. Using postal standards from the postal authorities of approximately 235 countries, we anticipate that
these services will fully leverage our grid technology and superior AbiliTec-driven data integration capabilities.
Also incorporated are our InfoBase content, our Personicx segmentation solutions, and the expansive data assets of
new international markets.

Clients
Our client base consists primarily of Fortune 1000 companics in the financial services, insurance. information

services, direct marketing, publishing, retail and telecommunications industrics. Some of our major clients include
American Express, Bank of America, Baxter Intcrnational, Capital One, CitiGroup, City of Chicago. DeLuxe.




Discover Card, eFunds, Federated Department Stores, GE, General Motors, Guideposts, HSBC Bank USA, HSBC
Technology & Services (USA), IBM, Information Resources, [nc.. JP Morgan Chase, Philip Morris, Primedia, R.L.
Polk, RR Donnelley, Sears, Sprint, TransUnion and Washington Mutual.

Our 10 largest clients represented approximately 38% of our revenues in fiscal 2007. No single client accounted for
more than 10% of our revenue during the last fiscal year. We seek to maintain long-term relationships with our
clients. Many of our clients typically operate under long-term contracts with initial terms of at least two years in
length. We have historically experienced high retention rates among our clients.

Sales and Marketing

As the global leader in customer information management, we transform data into actionable business intelligence,
We make information intelligent. Our primary lines of business support our mission of integrating data, services and
technology to create innovative customer and information management solutions. Our lines of business are:

Customer Data Integration
Data Products

IT Services

Digital

Risk Mitigation

Database Marketing
Consulting
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We maintain a strong focus on building and deploying industry-tailored solutions that address the challenges and
opportunities uniquc to the companies in the industries we serve. Over the years, through our close relationships with
many of the world’s largest and most successful companies, we have developed a high degree of indusiry insight and
expertise that helps us connect with our clients faster and more efficiently. We promote a sales and marketing-driven
culture that encourages each associate to understand how he or she can better promote the sale of Acxiom solutions
and the satisfaction of our clients. It complements the strong product/service delivery culture that historically has
helped Acxiom succeed. This sales and marketing-driven attitude extends across the enterprise, and sales activities
with major clients involve a high level of collaboration and cooperation across all levels of leadership in sales,
marketing and operations.

We partner with some of the world's leading customer relationship management and enterprise information
providers to create and distribute superior solutions for the market, Our partners include such companies as D&R,
EMC, SAP and Oracle. We will continue to seek alliance opportunities with companies that can complement or
expand our business by offering unique data content, strategic services, or market presence in a new industry,

Pricing for Lines of Business

We seek to establish pricing for all of Acxiom’s line-of-business offerings so as 1o yield adequate returns on invested
capital and overall margins that exceed pre-defined targets.

CDI Services

Market-based pricing guidelines are followed for Customer Data Integration (CDI) services such as data
cleansing/postal hygiene, merge/purge processing, and customer recognition. When AbiliTec is licensed to our
clients. it is priced under a subscription model. AbiliTec may be sold as part of an AbiliTec-enabled service and
priced as a bundled offering such as a customer recognition solution.




Marketing Services

(a) Markering Database Services

Data warehousing and database management solutions for Acxiom’s top tier clients are typically custom
engagements and prices are developed after examining the scope of effort and degree of complexity required to
develop and maintain the solutions.. Changes in scope or on-going change management may result in additional
fees to our clients. In its mid-tier and below markets, Acxiom offers pre-packaged or standard database
solutions and components to clients seeking more economical options than pursuing a highly customized
solution. Any customization of these standard solutions will result in additional fees.

(b) Digital Services

Digital e-mail marketing services are typically priced in multi-year arrangements using market-based pricing
guidelines. Prices may be adjusted due to the degree of customization or complexity. Search and strategic
marketing services are priced on both a retainer and project basis using standard pricing guidelines adjusted for
specific program complexity and volume.

(¢) Direct Services

Direct marketing services are typically priced on cither a defined program retainer basis for one year or on a
project-by-praject basis. For annual or multi-year arrangements the prices are based on the program complexity
and volume.

Data - Market-based prices are published for most of our data products. Licenses for our entire consumer or
business databases for onc or more years are priced individually. Data pricing typically follows a subscription
model, a transaction model or a combination of the two.

Risk Mitigation - Market-based pricing guidelines are followed for ali of the offerings within the Acxiom Insight
line of business. Pricing within cach offering varies substantially duc to variables such as optional components,
transaction volumes and delivery channels utilized. Identity verification solution pricing, employment screening,
and data pricing follow a transactional model. Collection solution pricing and investigative solution pricing both
follow a software license model.

Consuiting - Analytics and consulting services are typically priced under a professional services model (time and
materials). Certain types of analytical models may be priced on a fixed fee, per model basis.

IT Services - [T management services are custom solutions and prices are negotiated with cach client individually.
Pricing is highly dependent on service levels, transfer of assets, transter of human resources and other infrastructure
issues. Agreements are multi-year and additional fees can result from contracted growth rates, additional hardware
and software required, and additional out-of-scope requests.

Competition

Although the information services industry in which we operate is highly competitive. we believe that we are the
U.S. leader in our ficld of expertise. Within the industry, there are data content providers, database marketing
service providers, analytical data application vendors, enterprise soflware providers, systems integrators, consulting
firms, list brokerage/list management firms and teleservices companies that compete with us. Many firms offer a
limited number of services within a particular geographic area, and several are national or international companies
and offer a broad array of information services. However, we do not know of any single competitor that offers our
entire range of praducts and services.




In the U.S. services arena, we compete primarily with in-house information technology departments of current and
prospective clients, as well as firms that provide data warchousing and database services, mailing list processing and
consulting services. Competition is based on the quality and reliability of products and services, technological
expertise, historical experience, ability to develop customized solutions for clients, processing capabilities and price.
We have three primary competitors in the data warehousing and database services and mailing list processing
seclors.

In the U.S. data sector, we compete with two types of firms: data providers and list providers. Competition is based
on the quality and comprehensiveness of the information provided, the ability to deliver the information in products
and formats that the client needs and, to a lesser extent, the pricing of information products and services. We have
four principal competitors in this market. We also compcte with hundreds of smaller firms that provide list
brokerage and list management services. An emerging market is the Internet-driven data market. This market
consists of two primary areas of emphasis: the use of the Internet to collect and deliver data, and the use of e-mail
addresses for reaching consumers for marketing. The addition of the Internet into the traditional compilation and
distribution channels has made the market more diverse with potentially lower barriers to entry.

In the IT management market, compelition is based on technical expertise and innovation, financial stability, past
experience with the provider, marketplace reputation, cultural fit, quality and reliability of services, project
management capabilities, processing environments and price. In this arena, we have four primary competitors and
three lesser competitors, as well the in-house IT departments of current and prospective clients.

In Europe, we face similar competition as in the U.S. in terms of the scope and type of competition. While there is a
broader range of competitors across Europe, particularly for customer data, the major competitors in both the
services and the data markets are very similar to those that we have in the U.S.

In Canada, competition varies by service type, much like the U.S. market. There are a number of established local
companies with offerings of data products and data integration services. One of these local companies, along with
the Canadian subsidiaries of our primary U.S. competitors, competes against us in the database building and hosting
market. In the outsourcing arena, our primary competitors are the same global companies against whom we compete
in other markets, as well as the intemal IT departments of our prospects.

In Australia and New Zealand, our competitors in the services arena are predominantly well-established local
businesses or the in-house IT departments of current and prospective clients, However, some large global
competitors have recently begun to offer their services in these countries. Our competitors in the data arena are
generally local Australian and New Zealand companies, with the exception of one global business-to-business data
provider.

In 2004, Acxiom established a presence in China by purchasing an existing business which was one of the first
providers of data services in that country. The competition in China is fragmented, with only a few local firms
providing similar services. Well-known global providers, however, have recently been attracted by the potential of
the Chinese market and appear to be investing heavily. We have three major international competitors in China, one
in the data management area, and two in the data providing sector.

Employees

Acxiom currently employs approximately 7,100 employees (associates) worldwide. None of Acxiom's U.S.
associates are currently represented by a tabor union or are the subject of a collective bargaining agreement. To the
best of management’s knowledge, approximately 22 associates are elected members of work councils representing
Acxiom associates in France, Germany and the Netherlands. Acxiom has never experienced a work stoppage and
believes that its employee relations are good.




Recent Developments

On May 16, 2007, Acxiom cntered into an Agreement and Plan of Merger (the “Merger Agreement””) by and
among the Acxiom, Axio Holdings LLC, a Delaware limitcd liability company {“Newco™), and Axio Acquisition
Corp., a Delaware corporation and a direct wholly owned subsidiary of Newco (“Merger Sub™). Pursuant to the
terms of the Merger Agreement, Merger Sub will be merged with and into Acxiom, and as a result Acxiom will
continue as the surviving corporation and a wholly owned subsidiary of Newco (the “Merger™). Newco is controlied
by ValueAct Capital Master Fund, L.P. (“ValueAct Master Fund™) and Silver Lake Partners 11, L.P. {collectively, the
“Participants”).

Pursuant to the Merger Agreement, at the effective time of the Merger, each issued and outstanding share of
common stock of Acxiom (the “Common Stock™), other than shares owned by Acxiom, Newco or Merger Sub, or by
any stockholders who arc entitled to and who properly exercise appraisal rights under Delaware law, will be
canceled and will be automatically converted into the right to receive $27.10 in cash. without interest.

The Merget Agreement contains a provision under which Acxiom may solicit alternative acquisition proposals
for 60 calendar days, concluding at 12:01 a.m. (Eastern time) on July 16. 2007. Beginning at 12:01 a.m. (Eastern
time) on July 16, 2007, Acxiom will be subject to customary “no-shop” restrictions on its ability to solicit alternative
acquisition proposals from third parties, and to provide information to and engagc in discussions with third parties
regarding alternative acquisition proposals. The no-shop provision is subject 10 a customary “fiduciary-out”
provision, however, which allows Acxiom under certain circumstances 10 provide information to and participate in
discussions with third parties with respect to unsolicited alternative acquisition proposals.

The Merger Agreement contains certain termination rights for both Acxiom and Newco. The Merger
Agreement provides that, upon termination under specified circumstances, Acxiom would be required to pay Newco
a termination fec of cither $22.25 million or $66.75 million, depending on the timing and circumstances of the
termination. If the stockholders of Acxiom fail to approve the proposed transaction, Acxiom has agreed 1o reimburse
Newco for any transaction expenses incurred by Newco and its affiliates, up to a maximum of $10 million. Acxiom’s
reimbursement of Newco’s expenses would reduce the amount of any required termination fee that becomes payable
by Acxiom. The Merger Agreement further provides that, upon termination under specified circumstances, Newco
would be required to pay Acxiom a termination fee of $66.75 million. Newco’s obligation to pay the termination fee
is guaranteed by cach of the Participants in separate limited guarantees, each of which covers 50% of Newco's
obligation.

Newco has obtained equity and debt financing commitments for the transactions contemplated by the Merger
Agreement. The aggregate proceeds of the commitments, together with the available cash of Acxiom, will be
sufficient for Newco to pay the aggregate merger consideration and all related fees and expenses. Consummation of
the Merger is not subject 10 a financing condition, but is subject to customary conditions to closing, including the
approval of Acxiom stockholders and receipt of requisite antitrust approvals.

The Board of Directors of Acxiom and a special committee (the “Special Committee”) of the Board of
Directors composed entirely of independent directors unanimously approved the Merger Agreement. Stephens Inc.
and Merrill Lynch & Co. served as the financial advisors to the Special Committee. On May 16, 2007, Stephens and
Merrill Lynch delivered opinions to the Special Committee and the Board of Directors that, as of the date of the
opinions, the merger consideration to be received by the holders of shares of Common Stock {other than the sharcs
of Common Stock held by affiliates of Acxiom who have an understanding, arrangement or other agreements with
Newco or the surviving corporation or any of their affiliates, including any shares of Common Stock acquired by
Newco immediately prior to the eflective time of the Merger pursuant to any equity rollover commitments or other
agreements with holders of shares of Common Stock), pursuant to the Merger Agreement is fair from a financial
point of view to the holders of shares of Common Stock, in the aggregate.

This description of the Merger Agreement is only a summary, docs not purport to be complete, and is qualified
in its entirety by reference to the Merger Agreement. which was attached as Exhibit 2.1 to Acxiom’s Current Report
on Form 8-K filed on May 22, 2007, and is incorporated herein by reference.




Item 1A. Risk Factors

The risks described below could materially and adversely affect our business, financial condition and results of
future operations. These risks are not the only ones we face. Our business operations could also be impaired by
additional risks and uncertainties that arc not presently known to us, or that we currently consider immaterial.

We must continue to improve and gain market acceptance of our technology in order te remain competitive
and grow.

The complexity and uncertainty regarding the development of new technologies affect our business greatly, as does
the loss of market share through competition, or the extent and timing of market acceptance of innovative products
and technology. We are also potentially affected by:

*  Longer sales cycles for our solutions due to the nature of that technology as an enterprise-wide solution;
¢ The introduction of competent, competitive products or technologies by other companies;
¢  Changes in the consumer and/or business information industries and markets;

*  The ability to protect our proprietary information and technology or to obtain nccessary licenses on
commerctally reasonable terms; and

®  The impact of changing legislative, judicial, accounting, regulatory, cultural and consumer
environments in the geographics where our products and services are deployed.

Maintaining technological competitiveness in our data products, processing functionality, software systems and
services is key to our continued success. Our ability to continually improve our current processes and to develop
and introduce new products and services is essential in order to maintain our competitive position and meet the
increasingly sophisticated requirements of our clients. If we fail to do so, we could lose clients to current or future
competitors, which could result in decreased revenues, net income and earnings per share.

Changes in legislative, judicial, regulatory, cultural or consumer environments relating to consumer privacy
or information collection and use may affect our ability to collect and use data.

There could be a material adverse impact on our business due to the cnactment of legislation or industry regulations,
the issuance of judicial interpretations, or simply a change in customs, arising from the increasing public concemn
over consumer privacy issues. Inthe U.S., both the Congress and the legislatures of various states have recently
focused their attention on matters concerning the collection and use of consumer data. In most of the non-U.S.
locations in which we do business, legislation restricting the collection and use of personal data already exists.
Restrictions could be placed upon the collection. management, aggregation and use of information, which could
result in a material increase in the cost of collecting some kinds of data. It is also possible that we could be
prohibited from collecting or disseminating certain types of data, which could in turn materially adversely affect our
ability to meet our clients’ requirements, potentially resulting in decreased revenues, net income, and earnings per
share.

We could experience a breach of the confidentiality of the information we hold or of the security of our
computer systems.

We operate extremely large, powerful and complex computer systems that contain personally identifiable data.
Unauthorized third parties could attempt to gain entry to such systems for the purpose of stealing data or disrupting
the systems. We believe that we have taken adequate measures to protect them from intrusion, but in the event that
our efforts are unsuccessful we could suffer significant harm. Further, we handle large quantities of personally
identifiable information that must be maintained on a confidential basis. In the event the confidentiality of such
information was compromised, we could suffer significant harm.




General economic conditions and world events could result in a reduced demand for our products and
services.

As a result of the economic recession which began in 2001, we experienced a reduction in the demand for our
products and services as our clients looked for ways to reduce their expenses. Although the economy has improved
significantly, how our clients procure our products and services has changed in some instances. Many clients are
negotiating their contracts through a contracts procurement representative rather than through their business leaders.
In the face of increasing demands by clients for price reductions and discounts, we are challenged with pricing our
products and services so as to be able to make reasonable profits. We likewise continue to be challenged with
controlling our expenses, given that a signilicant portion of our costs does not vary directly based on revenue. [f we
are not successfitl in meeting these challenges, we could suffer lower net income and earnings per share. In addition,
world events such as the conflict in Iraq and the continuing threats of terrorism may have a negative impact upon the
cconomy in general and upon our business as well, if our clients become hesitant 1o embark on discretionary
spending programs.

Data suppliers might withdraw data from us, leading to our inability to provide products and services.

Much of the data that we use is cither purchased or licensed [rom third parties. We compile the remainder of the
data that we use from public record sources. We could suffer a material adverse effect if owners of the data we usc
were to withdraw the data from us. Data providers could withdraw their data from us if there is a competitive reason
to do so, or if legislation is passed restricting the use of the data, or if judicial interpretations are issued restricting
use of data. If a substantial number of data providers were to withdraw their data, our ability to provide products and
services 1o our clients could be materially adversely impacted, which could result in decreased revenues, net income
and earnings per share,

Failure to attract and retain qualified associates could adversely affect our business.

Competition for qualified technical. sales and other personnel is often intense, and we periodically are required to
pay premium wages to attract and retain qualified associates. ‘There can be noe assurance that we will be able 1o
continue to hire and retain sufficient qualified management, technical, sales and other associates necessary 10
conduct our operations successfully.

The nature and volume of our customer contracts may affect the predictability of our revenues.

While approximately 73% of our total revenue is currently derived from clients who have long-term contracts
(defined as contracts with initial terms of two years or more). these contracts have been entered into at various times
and therefore some of them are in the latter part of their terms and are approaching their originally scheduled
expiration dates. Further, if renewed by the customer, the terms of the renewal contract may not have a term as long
as. or may otherwise be on terms less favorable than, the original contract. Revenue from customers with long-term
contracts is not necessarily “fixed™ or guaranteed. however, as portions of the revenue from these customers is
volume-driven or project-related. With respect to the portion of our business that is not under long-term contract,
revenues are less predictable and are almost completely volume-driven or project-related. Therefore, we must
cngage in continual sales efforts 1o maintain revenue stability and future growth with these customers, In addition, if
a significant customer fails to rencw a contract, our business could be negatively impacted if additional business
were not obtained 1o replace the business which was lost.

Our operations cutside the U.S. subject us to risks nermally associated with international operations.

We conduct business outside of the United States. During the last fiscal year, we received approximately 14% of
our revenues from business outside the United States. In fiscal year 2004 we completed the European acquisitions of
Claritas Europe and Consodata S.A., and in fiscal ycar 2005 we acquired ChinalLOOP in Shanghai, China. We
continue to evaluate possible acquisitions and alliances outside the U.S. Accordingly, our future operating results
could be negatively affected by a varicty of factors, some of which are beyond our control. These factors include
legislative, judicial, accounting, regulatory, political or cconomic conditions in a specilic country or region, trade
protection measures, and other regulatory requirements. In order to successfully expand non-U.S. revenues in
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future perieds, we must continue to strengthen our foreign operations, hire additional personnel, and continue to
identify and execute beneficial strategic alliances. To the extent that we are unable to do these things in a timely
mannet, our growth, if any, in non-U.S. revemtes will be limited, and our operating results could be materially
adversely affected. In general, each of our foreign locations is expected to fund its own operations and cash flows,
although periodically funds may be loaned or invested from the U.S. to the foreign subsidiaries. Therefore,
exchange rate movements of foreign currencies may have an impact on our future costs or on future cash flows from
foreign investments. We have not entered into any foreign currency forward exchange contracts or other derivative
instruments to hedge the effects of adverse fluctuations in foreign currency exchange rates. Additional risks inherent
in our non-U.S. business activities generally include, among others, potentially longer accounts receivable payment
cycles, the costs and difficulties of managing international operations, potentially adverse tax consequences, and
greater difficulty enforcing intellectual property rights. The various risks which are inherent in doing business in the
United States are also generally applicable to doing business outside of the United States, and may be exaggerated
by the difficulty of doing business in numerous sovereign jurisdictions due to differences in culture, laws and
regulations.

Loss of data center capacity or interruption of telecommunication links could adversely affect our business.

Our ability to protect our data centers against damage from fire, power loss, telecommunications failure or other
disasters is critical to our future. The on-line services we provide are dependent on tinks 1o telecommunication
providers. We believe we have taken reasonable precautions te protect our data centers and telecommunication links
from events that could interrupt our operations. Any damage to our data centers or any failure of our
telecommunications links that causes interruptions in our operations could materially adversely affect our ability to
meet our clients’ requirements, which could result in decreased revenues, net income, and earnings per share.

Failure to favorably negotiate or effectively integrate acquisitions or alliances could adversely affect our
business.

Recently our growth sirategy has included growth through acquisitions and strategic alliances. While we believe we
will be able to successfully integrate recently acquired businesses into our existing operations, there is no certainty
that future acquisitions or alliances will be consummated on acceptabie terms or that any acquired assets, data or
busincsses will be successfully integrated into our operations. Qur failure to identify appropriate candidates, to
negotiate favorable terms, or to successfully integrate future acquisitions and alliances into our existing operations
could result in decreased revenues, net income and earnings per share.

Decline in value of investments could negatively impact us.

Due to the general recession in the market that took place several years ago, several of our investments in other
venlures have declined and could continue to decline in vatue. While some of the investments have been written
down accordingly, others could also be subject to future write-down in the event their values become impaired.

Postal rate increases and disruptions in postal services could lead to reduced volume of business,

The direct marketing industry has been negatively impacted from time to time during past years by postal rate
increases. The most recent increase in the U.S. became effective in May 2007. Postal rate increases could force
direct mailers to mail fewer pieces and to target their prospects more carefully. Additionally, the amount of direct
mailings could be reduced in response to disruptions in and concerns over the security of the U.S. mail system, its
global counterparts, and other delivery systems. Such responses by direct mailers could negatively affect us by
decreasing the amount of processing services purchased from us, which could result in lower revenues, net income
and earnings per share.

Industry consolidations could result in increased competition for our products and services.
The possibility of the consolidation or merger of companies who might combine forces to create a single-source

provider of multiple services to the marketplace in which we compete could result in increased competition for us.
We currently compete against numerous providers of a single service or product in several separate market spaces.
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(See the discussion above under “Competition.”) Since we offer a larger variety of services than many of our current
competilors, we have been able to successfully compete against them in most instances. However, the dynamics of
the marketplace could be significantly altered if some of the single-service providers were Lo combine with cach
other 1o provide a wider varicty of services.

Processing errors or defays in completing serviee level requirements could result in negative financial
consequences.

Processing errors could result in the issuance of credits 1o clients, the re-performance of work, and/or the payment of
damages. Likewise, the failure to meet contractual service level requirements or to mecet specified goals with
contractual timeframes could result in monetary penalties or lost revenue.

item 1B. Unresolved Staff Comments

Not applicable.

[tem 2. Properties

Acxiom is headquartered in Little Rock. Arkansas with additional locations around the United States. We also have
operations in Europe, Australia, China and Canada. In general, our facilities are in good condition, and we believe
that they are adequate to meet our current necds. We do not anticipate that any substantial additional properties will
be required for our existing business during fiscal year 2008. The lable below sets forth the location. ownership and
general use of our principal properties currently being used by each business segment,

Location Held Use Business Segment

United States:

Phoenix, Arizona Held in fee Data center; office space U.S. Services and Data
Conway, Arkansas Eleven facilities held  Data center; office space U.S. Services and Data
in fee
Fayetteville, Arkansas  Lease Office space U.S. Services and Data
Little Rock., Arkansas  Two lcased buildings;  Principal exeeutive offices: U.S. Services and Data
two buildings held in  data center: oftice space
tee
San Mateo, California  Lease Office space U.S. Services and Data
Broomfield, Colorado  Lease Office space U.S. Services and Data
Stamford. Lease Office space J.S. Services and Daia
Connecticut
Chicago, lllinois Lcase Data center; office space U.S. Services and Data
Downers Grove, Lease Data center: oflice space U.S. Services and Data
linois




Southfield, Michigan
Shoreview, Minnesota
New York, New York
Independence, Ohio
Memphis, Tennessee
Nashville, Tennessee
McLean, Virginia
Eurape:

London, England

Normanton, England

Sunderiand, England

Teddington, England

Lille, France

Paris, France
Frankfurt, Germany
Munich, Germany

Amsterdam,
Netherlands

Warsaw, Poland

Lisbon, Portugal

Australia;
Sydney, Australia
China:

Shanghai, China

Lease
Lease
Two leased offices
Lease
Lease
Lease

Lease

Lease

Lease

Lease

Lease

Lease

Lease

Lease

Lease

Lease

[ease

Lease

Lease

Leasc

Office space
Office space
Office space
Office space
Office space
Office space

Office space

Office space

Data center; office space

Data center; fulfillment

service center; office space

warchouse space

Office space

Data center; office space

Data center; office space

Office space
Office space

Office space

Office space

Office space

Office space

Office space

U.S. Services and Data
U.S. Services and Data
U.S. Services and Data
U.S. Services and Data
U.S. Services and Data
U.S. Services and Data

U.S. Services and Data

International Services and Data

Internationai Services and Data

International Services and Data

[nternational Services and Data

International Services and Data

International Services and Data

[nternational Services and Data

Internationai Services and Data

International Services and Data

International Services and Data

International Services and Data

International Services and Data

International Services and Data




Item 3. Legal Proceedings

Acxiom is involved in various claims and litigation matters that arise in the ordinary course of the business. None of
these, however, are believed to be material in their nature or scope, ¢xcept as follows:

Linda Brooks and Richard Fresco v. Auto Data Direct, Ine., et al., (U.S. District Court, S.D. F lorida, 03-61063).
This putative class action lawsuit, removed to federal court im May 2003, was filed against Acxiom and several other
information providers. The plaintiffs allege that the defendants obtained and used drivers license data in violation of
the federal Drivers Privacy Protection Act. Among other things, the plaintiffs seek injunctive relief, statutory
damages, and attorneys’ fees. While certain defendants have agreed to conditionally seitle the case, Acxiom will
continue to defend the case vigorously in that it believes it has acted in conformity with the applicable law. Two
related cases, Sharon Taylor, et al., v. Acxiom, et al., (U.S. District Court, E.D. Texas, 2:07CV001) and Sharon
Tavlor, et al. v. Biometric Access Companv, et al., (U.S. District Court, E.D. Texas, 2:07-CV-00018), were filed on
January 2, 2007 and January 31, 2007, respectively, seeking recovery on behalf of Texas residents.

Equifax Direct Marketing Solutions LLC and Equifax Information Services LLC v. Acxiom Corporation, (U.S.
District Court, N.D., Georgia 1:07-CV-0563-RLV). This Jawsuit, which was removed from Georgia state court,
alicges that Acxiom breached a 1997 data license agreement and several data processing agreements and is using
Equifax data beyond the scope of the parties’ agreements and without Equifax’s permission. The plaintiffs seek
injunctive relief and damages of at least $14 million. Acxiom denies that it is in breach of the agreements and has
filed counterciaims against the plaintiffs, alleging, among other things, breach of their covenant of good faith and
fair dealing.

Levy Investments LTD vs. Acxiom Corporation, et al., (Circuit Court of Arkansas, Pulaski County CV07-6571).
This putative class action lawsuit was filed on May 22, 2007 by an Acxiom shareholder, Levy Investments LTD,
against Acxiom, its directors, ValucAct Capital and Silver Lake Partners. The plaintiff seeks an injunction against
the proposed sale of the Company as announced on May 16, 2007, contending that the sale price agreed to by the
directors is insufficient, that the directors breached their fiduciary duties, and that the proposed merger agreement
should be nullified. The Company believes that the suit is without merit and intends to vigorously defend it.

Item 4. Submission of Matters to a Vote of Security Holders

Not applicable.

[THIS SPACE LEFT BLANK INTENTIONALLY]




EXECUTIVE OFFICERS

Acxiom’s corporate officers, their current positions, ages and business experience are listed below. Officers are
elected by the board of directors annually or as necessary to fill vacancies or fill new positions. There are no family
relationships among any of the officers.

Office of the Company Leader

Name Position Held Age
Charles D. Morgan Chairman of the Board and Company Leader* 64
Rodger §. Kline Chiet Administrative Leader* 64
Christopher W. Wolf Chief Financial Officer*' 45
Corporate Office Leaders

Name Position Held Age
Jemnifer T. Barreu Global Privacy Leader 57
Cindy K. Childers Organizational Development Leader* 47
Dathan A. Gaskill Corporate Finance Leader & Treasurer 51
Richard K. Howe Marketing and Business Strategy Leader* 45
Catherine L. Hughes Corporate Governance Officer & Secretary 54
Jerry C. Jones Business Development/Legal Leader & Assistant 51

Secretary*

Terry M. Talley Chief Technology Leader 46
James T. Womble Global Development Leader* 64
Acxiom Services Division

L. Lee Hodges Services Division Leader* 60
David J. Allen European Organization Leader 54
Willtam A, Clay Financial Services Organization Leader 30
Scott D. Hambuchen Traditional Services Organization Leader 38

* Subject 10 Section 16(8) of the Securities Exchange Act of 1934

' Mr. Wolf joined the Company on Ma
transition is complete, Mr. Kline will ¢

purposes.

y 24, 2007 and will transition into the role of CFO over the coming weeks. Until his
ontinue to serve as the Company’s principal financial and accounting leader for SEC




Acxiom Services Division (Cont 'd)

Name Position Held Age
Kevin H. Johnson Digital Organization Leader 42
Michael J. Lioyd Delivery Center Organization Leader 40
Thomas N. Mangan Consulting Organization Leader 53
Holly Marr Operations Management Organization Leader 42
Jefferson D. Stainaker Financial Services Organization Leader 41
Timothy J. Suther Muiti Industry Client Services Organization Leader 46

Acxiom Products Division

Name Position Held Age
C. Alex Dietz Products Division Leader* 64
Ronald A. Fournet Risk Mitigation Organization Leader 55
Drew A. May InfoBase Organization Leader 40

Acxiom Infrastructure Management Division

Name Position Held Age
Martin D. Sunde Infrastructure Management Division Leader* 50
Kevin R. Zaflaroni Information Technology Organization Leader 53

* Subject to Section 16(b) of the Securities Exchunge Act of 1934
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Mr. Morgan joined Acxiom as an officer in 1972. He has been chairman of the Acxiom board of directors since
1975 and serves as Acxiom’s company leader. Under his leadership over the past 30 years, Acxiom has expanded
from a small data processing company into a global corporation that provides customer and information management
solutions for many of the largest, most respected companies in the world. Mr. Moergan has a continuaing interest in
technology, and he actively participates in setting the technical direction for the Company. By instilling a unique
business culture and vision of success, he is one of the few executives in the country whose business has been named
five times to Forfune magazine’s “100 Best Places to Work™ (1998, 1999, 2001, 2002 and 2003). Mr. Morgan has
served on the board and in varicus leadership roles with the Direct Marketing Association (DMA) throughout his
career, serving in 2001 as chairman of the DMA board. He is a founding member of the Mailing Industry CEQ
Council, a non-profit organization with a goal of unifying the mailing industry and promoting the critical role that
mail plays in business and commerce. He is a member of the Enterprise Software CEQ Roundiable, a group of
approximately 30 chief executives and other high-ranking officials of the world’s largest sofiware companies who
meet to share ideas and review industry trends. Mr. Morgan also serves as a member and is the past chairman of the
board of trustees of Hendrix College. He was employed by IBM as a systems engineer for six years prior to joining
Acxiom. Mr. Morgan holds a mechanical engineering degree from the University of Arkansas.

Mr. Kline joined Acxiom in 1973 and has served as an officer and director of the Company since 1975. He is the
Company’s chief administrative leader and has also served as the Company’s acting CFO since February 2007 while
the Company conducted a search for a permanent CFQ. In this position he has been responsible for Acxiom’s
administrative functions and financial management, including capital expenditure processes and cash flow execution.
Following a period of transition during which his financial management duties will be assumed by Christopher
Wolf, who was recentiy hired as CFO, Mr. Kline will continue to be responsible for the Company’s administrative
functions. Throughout his career at Acxiom, Mr. Kline has served in a number of key roles with the Company,
including chief operating officer, chief information officer, and treasurer. Prior to joining Acxiom, Mr. Kline spent
seven years with IBM and two years as an officer in the U.S. Army. Mr. Klinc holds a degree in electrical
engineering (rom the University of Arkansas at Fayetteville, where he has served since 1990 as chairman of the
College of Engineering Advisory Council.

Mr. Wolf joined Acxiom as chief financial officer on May 24, 2007, In this role, after a period of transition, he will
be responsible for all aspects of Acxiom’s financial management. He has over 19 years experience as a financial
executive and consultant to companies in the marketing, retail and technology sectors. He most recently served as
an independent consultant, providing consultation on financial reporting, Sarbanes-Oxley compliance, corporate
governance, capital structure, mergers and acquisitions, and tax planning to a variety of public and private entities.
From 2005 - 2006, Mr. Wolf served as CFO of NiuTech LLC, an internet marketing services company, where he
was responsible for the accounting, financial planning and analysis, treasury, and risk management activities of the
company. From 1996 - 2004, Mr. Wolf was employed in various finance and tax positions with Catalina Marketing
Corporation, culminating in his service as chief financial officer from 2002 - 2004, He also served as executive vice
president from 2003 - 2004; senior vice president from 2002 - 2003; vice president —finance and treasurer from 2000
- 2002; executive director of tax, treasury and international finance from 1998 - 2000; senior director of tax and
international finance from 1997 - 1998; and senior director of tax from 1996 - 1997. Prior to joining Catalina,

Mr. Wolf served for a 10-year perind as a tax manager and consultant for Arthur Andersen & Co. Mr. Wolfis a
certified public accountant and holds a B.S. degree in accounting from Florida State University and a Master of
Accounting degree from the University of North Carolina.

Ms. Barrett joined Acxiom in 1974 and serves as global privacy leader. She initially was named a corporate officer
in 1981. In her current role, Ms. Barrett is responsible for the oversight of Acxiom’s global public policy and fair
information practices, Since 1991, she has led Acxiom’s initiatives relating to internal compliance with applicable
privacy guidelines, consumer affairs and government affairs. She is a frequent speaker on privacy and customer
relationship management, and has also published numerous articles and participated in writing books on these
subjects. She is a regular speaker on best practices regarding personal information in a variety of industries,
including financial services, retail, insurance, publishing, and travel and entertainment, both domestically and
abroad. During her career with Acxiom, Ms. Barrett has worked in a variety of areas of the business, including
systems development, operations, marketing, and business development, Ms. Barrett holds a degree in mathematics
and computer science from the University of Texas at Austin.
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Ms. Childers joined Acxiom in [985 and serves as organizational development leader. She was first named an
officer in 1996. In her current role, Ms. Childers leads strategic planning and execution in the areas of business
culture. organizational effectiveness. associate development, recruiting, human resources and corporate
communications. Previously, she served as leader of the financial services business unit and oversaw all of the
financial and accounting functions of the Company. Before joining Acxiom, she was a certified public accountant in
audit and tax for KPMG Peat Marwick. Ms, Childers holds a degree in business administration from the University
of Central Arkansas.

Mr. Gaskill joined Acxiom in 1999 and currently serves as corporate finance leader and treasurer. In this role he
oversees Acxiom’s investment banking and commercial banking relationships, is responsible tor the Company’s
capital structure, leads the Company’s investor relations team, and co-leads the Company’s mergers and acquisitions
teamn. He became an officer in 2005. Prior to joining Acxiom, Mr. Gaskill spent 13 years in the securities industry
as a senior analyst and director of research focusing on the information technology and telecommunications
industries. Mr. Gaskill holds a degree in computer science and an M.B.A.., both from the University of Arkansas at
Little Rock.

Mr. Howe joined Acxiom in 2004 as an officer and is the Company’s chief marketing and business strategy leader.
In his role as marketing leader, Mr. Howe has global responsibility over product marketing, marketing
communications, marketing relations, advertising, public relations. alliances, events, creative services and
interactive/direct marketing. In his role as strategy leader. he helps drive Acxiom’s growth through the execution of
business strategies designed to meet market changes and/or mitigate competitive threats. For many of these
strategies, he also assumes an operational leadership role over the groups while under development. In this regard,
he currently operates the Company’s Asia Pacific business. Mr. Howe joined Acxiom from Fair 1saac & Company,
where he served as general manager of that company’s Global Marketing Services (GMS) unit, a business with over
$100 million in annual revenue. Before joining Fair Isaac, he founded and was chairman and CEO of ieWild Inc., a
technology company whose software and services were utilized by many of the largest financial services institutions
in the U.S. Mr. Howe has at various times in his career held positions in product marketing, project management,
sales management, software development, and construction engincering. He is a member of the board of the
American Lung Association of Arkansas. He holds a bachelor’s degree in structural engineering from Concordia
University, Canada, and a master’s degrec in engincering from McGill University, Canada,

Ms. Hughes joined Acxiom in 1988 as general counsel and sceretary and currently serves as corporate governance
officer and secretary. She is responsible for the Company’s compliance with the rules and regulations of the
Securities and Exchange Commission and Nasdag, for the operations of the Company’s board of directors, and for
corporate maintenance of the Company and its subsidiaries. Prior to joining Acxiom, Ms. Hughes was employed as
a corporate securitics attorney with the Rose Law Firm in Little Rock, Arkansas, where she represented a number of
public companies, including ‘Acxiom. Prior to that, she served as senior law clerk to Federal District Court Judge
Elsijane Trimble Roy. Eastern District of Arkansas, and as assistant attorney general in the administration of then
Attorney General Bill Clinton. Ms. Hughes serves on the boards of the Arkansas Repertory Theatre and the Pulaski
County United Way. She holds a degree in political science and philosophy from the University of Arkansas at
Little Rock and a juris doctorate degree from the University of Arkansas at Little Rock School of Law.

Mr. Jones joined Acxiom in 1999 as business development/legal lcader and assistant secretary. In this position, he leads
the strategy and exccution of mergers and alliances, assists in the Company’s strategic initiatives, and oversees legal
matters. Prior to joining Acxiom, he was employed for |9 years as an attorney with the Rose Law Firm in Little Rock.
Arkansas. representing a broad range of business interests. He is a member of the board of directors of Entrust, Inc., a
public company, and the Arkansas Virtual Academy. Mr. Jones holds a degree in public administration and a juris
doctorate degree from the University of Arkansas.

Mr. Talley serves as Acxiom’s chief technology leader. In this position, he is responsible for the overall
architecture of the Company’s technology and leads its research and development efforts. He joined Acxiom in June
1995 as a software developer and became an officer in 2007. During his tenure with the Company, Mr. Talley has
been involved in many of Acxiom's key technology innovations, notably as the chief architect for AbiliTec and
Acxiom’s grid infrastructure technology. Prior to joining the Company, he worked for IBM in a variety of software
development and networking organizations, including the IBM Federal Systems Division at Johnson Space Center
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in Houston, TX; the IBM Information Network in Dallas, TX; and IBM ISSC in Research Triangle Park, NC. Mr.
Talley holds a B.S. in computer science from Baylor University, an M.S. in computer science from the University of
Texas at Arlington, and an M.S. and Ph.D. in computer science from the University of North Carolina at Chapel Hill.

Mr. Womble joined Acxiom in 1974 and serves as the Company’s global development leader where he oversees
global strategy development, including partnerships and merger and acquisition activity outside of the United States.
He previously served for 13 years as a client services leader, overseeing relationships with Acxiom clients in major
industries, including financial services, health and government. During his career at Acxiom, Mr. Womble has
worked in several capacities, including application programming design and implementation, sales and client
services. He served on the Acxiom board of directors from 1975 to 2005 and has been an officer since 1975. Prior
to joining Acxiom, he was employed by IBM as a systems engineer and marketing representative. Mr. Womble is a
member of the board of trustees of the Arkansas Arts Center. He holds a degree in civil engineering from the
University of Arkansas.

Mr. Hodges joined Acxiom as an officer in 1998 and currently serves as the division leader of the Acxiom Services
Division, overseeing the organizations responsible for marketing database and Customer Data Integration services, digital
services, consulting, service delivery, and European operations. Previously, Mr. Hodges served as Acxiom’s chief
operations leader, a position that no longer exists. In that capacity, he was responsible for the Company’s organizations
that handled all sales, client relationship management and client services delivery. He moved into the newly created role
in January 2005 after serving more than six years as leader of the Company’s Qutsourcing and Information Technology
Services Organization. Before joining Acxiom, Mr. Hodges was previously employed for six years with Tascor, the
outsourcing subsidiary of Norrell Corporation, most recently serving as senior vice president. Prior to that time, he
served in a number of engineering, sales, marketing and executive positions with IBM for 24 years. Mr. Hodges holds a
degree in industrial engineering from Pennsylvania State University and has done postgraduate studies in operations
rescarch at Union College,

Mr. Allen joined Acxiom in 1997 and currently serves as the Services Division's European organization leader, a
position he assumed in April 2006. As such, he is responsible for Acxiom’s operations in the U.K._, France, Germany,
Poland, The Netherlands and Portugal. He also provides direction on a broad range of strategic injtiatives impacting
Acxiom clients, associates and sharcholders. Previously, Mr. Allen served as the client services organization leader for
the Multi Industry Client Services Organization in the U.S_, which included such vertical lines of business as automotive,
insurance, telecommunications and retail. Prior to that, he fed global development initiatives across the Company,
including leadership of Acxiom’s operations in the U.K., France and Australia. He was first named an officer in 2000.
Prior to joining Acxiom, he was employed by IBM and EDS in the U.K. Mr. Allen, a British citizen, holds a bachelor’s
degree in biological sciences from the University of East Anglia (U.K)).

Mr. Clay joined Acxiom in 2007 as an officer and serves as financial services organization leader in the Services
Division, In this role he is responsible for all sates and relationship management activities for a number of Acxiom’s
large financial services clients. Prior to joining Acxiom, Mr. Clay served as vice president—financial services at
Electronic Data Systems, [nc. from 2002-2007. During his tenure at EDS, he developed the EDS financial services
industry vertical solution offering for CRM, led a “top 10” commercial account generating over $800 million in annual
revenue, and led the U.S. financtial services product and business strategy. Prior to that, Mr, Clay was a partner for eight
years with Deloitte Consulting, where he served as the Americas’ team leader for CRM-financial services, and as the
client-service partner for several large financial services companies in the U.S., the U.K. and Canada. He began his
career with SunTrust Bank, where he held management positions within bank operations and retail banking. Mr. Clay
holds a bachelor’s degree from Georgia State University, and is certified in business transformation and business process
redesign methodologies.

Mr. Hambuchen joined Acxiom in 1992 and currently serves as traditional services organization leader in the Services
Division. He is responsible for development, packaging and support of core Acxiom capabilities including Customer
Data Imegration, Packaged Marketing Database Services and Enterprise Marketing Database Services. Mr. Hambuchen
was first named an officer in 2001 and has served in a number of roles, including the universal services and support
organization leader and industry solutions group leader for Acxiom’s Multi Industry Client Services Organization. He
provided technical leadership in the development of industry-specific solutions in communications, automotive, retail,
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travel and entertainment, insurance, media and investment services. Before that, Mr. Hambuchen was the group leader
and managing director of Acxiom’s European operations, where he led the adoption of core Acxiom capabilities,
established standardized Acxiom processes, and oversaw the initial rollout of AbiliTec and InfoBase in the U.K. He
serves on the board of directors of Arvest Bank. Mr. Hambuchen holds a degree in industrial engineering from the
University of Arkansas, where he is a member of the university's board of dircctors for the information Technology
Resource Center.

Mr. Johnson joined Acxiom in 2005 following the acquisition of Digital Impact, Inc. and currently serves as digital
organization leader in the Services Division. In this role, he is responsible for the development. sales and delivery of
Acxiom’s digital products and services. Mr. Johnson managed Digital Impact’s client services. product development and
marketing functions. Before joining Digital Impact. he was the senior vice president of client services at Netcentives, a
leading provider of refationship marketing technology and services. He also managed all aspects of that company's e-
mail marketing services division, formerly known as Post Communications. Prior to his tenure at Netcentives, Mr.
Johnson co-founded and served as CEO of Passporta.com, an ¢-commerce business providing hard-to-find local
specialties directly from the world’s best sources. He was employed for six years with the Boston Consulting Group,
where he provided strategic and operating cxpertise to leading multinational companies during assignments in North
America, China, Japan, Thailand and Europe. He became an officer of Acxiom in 2007. Mr. Johnson holds a B.A. from
the University of California at Berkeley and an M.B.A. from Stanford University.

Mr. Lloyd joined Acxiom in 1989 and currently serves as delivery center organization leader in the Services
Division, in which role he provides overall delivery leadership for accounts across all Acxiom industries. He is also
responsible for Acxiom’s program management office and oppertunity engagement process. Mr. Lloyd has held a
variety of leadership positions within Acxiom. most recently serving as client services group leader focused on client
management for several large financial services accounts. He was first named an officer in 2001. He holds a degree
in finance from the University of Central Arkansas.

Mr. Mangan joined Acxiom in 2006 as an officer and currently serves as consulting organization leader in the
Services Division. In this position, he is responsible for driving sirategic value in the customer information
management industry and generating value-added solutions for new and existing clients through business
intelligence. He is also responsible for building Acxiom's T consulting practice to deliver Business Information
Grid solutions installed at client sites. Prior to joining Acxiom, Mr. Mangan was employed as senior vice president -
global consulting services at Convergys Corporation and as a vice president of the EDS global communications
industry group. Prior to that, he led the practice of IT Transformation Services as a partner at BearingPoint, Inc. and
served as vice president and CIO of Harris Corporation. Mr. Mangan began his career with General Electric’s
information systems and financial management programs, progressing to various levels of management positions
within GE’s IT and finance departments. He holds a bachelor’s degree in information systems and quantitative
analysis from the University of Cincinnati and an M.B.A. from Miami University of Chio.

Ms. Marr joined Acxiom in 1986 and currently serves as operations management organization leader in the Services
Division. In this role, she helps formulate the Company’s overall direction. She was first named an officer in 2000,
and has held a number of leadership roles at Acxiom including delivery center leadership, organizational
development, operational effectiveness and client relationship management. Most recently, she served as delivery
center organization leader. Her industry experience includes the insurance, investment/brokerage, automotive,
telecommunications and financial services industries. Ms. Marr holds a bachelor’s degree in music from Hendrix
College in Conway, Arkansas.

Mr. Stalnaker currently serves as financial services organization leader in the Services Division. In this role he is
responsible for all sales and relationship management activities for a number of Acxiom's large financial services
clients. He joined Acxiom in 1995 and was first named an officer in 2001. Before his current assignment, Mr,
Stalnaker served in a number of roles within the Company's financial organization, most recently as {inancial
operations leader/CFO. Prior to that, he was the financial leader of Acxiom’s largest operating organization while
also serving in a business development role for several key clients. Prior to joining Acxiom, Mr. Stalnaker was
employed by the Arkansas Public Service Commission as a senior financial analyst. He worked for several years at
a regional public accounting firm jocated in Little Rack, Arkansas. Mr. Stalnaker holds a degree in business
administration with a major in accounting from the University of Central Arkansas.
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Mr. Suther joined Acxiom in 2005 and serves as multi-industry client services organization leader in the Services
Division. In this role since April 2007, he is responsible for strategy, operations and shareholder return for the retail,
consumer packaged goods, automotive, insurance, technology, travel and entertainment, media and publishing,
telecommunications and healthcare industries. Previously, Mr. Suther led Acxiom’s retail and consumer markets
industries. He first became an officer in 2007. Prior to joining Acxiom, Mr. Suther served for three years at
Metavante, a leading provider of banking and payment technology solutions, most recently as senior vice president
and general manager of its Response Data Corporation subsidiary, a provider of consumer funds transfer services.
For five years prior to that, he was president of Protagona Worldwide, a then-publicly traded global provider of
enterprise marketing software, and in various leadership positions at Unisys, a global information services provider.
He is 2 member of the executive board of directors for the Sam M. Walton College of Business Center for Retailing
Excellence at the University of Arkansas. Mr. Suther holds a degree in finance/marketing from Loras College in
Dubuque, lowa where he graduated maxima cum laude.

Mr. Dietz joined Acxiom as an officer in 1970 and has served in a variety of senior-level management positions
since that time. He currently is the division leader of the Products Division. This division is responsible for the
InfoBase line of data products, including Personicx, the fraud and risk mitigation products, including insightldentify
and Acxiom Information Security Services, and the European data products business. Previously, Mr. Dietz served
as Acxiom’s products and infrastructure technology organization leader where he managed the deployment of
Acxiom’s grid technology and the Company’s internal information systems and business intelligence processes. He
was also involved in the development and rollout of Acxiom’s Customer Data Integration software, AbiliTec, and
the growth and expansion of the InfoBase line of data products. Prior to joining Acxiom, Mr. Dietz was a systems
engineer with IBM. He holds a degree in electrical engineering from Tulane University.

Mr. Fournet joined Acxiom in 2005 following the acquisition of InsightAmerica, Inc. and serves as risk mitigation
organization leader in the Products Division. He served as CEQ of InsighiAmerica from 2003-2005. Prior to that,
he served as CEQ of DBT Online, a publicly traded public records risk-mitigation company based in Florida, and as
chief information and technology officer of Equifax. Before joining Equifax, Mr. Foumnet was employed by GTE
and U.S. West, where he held various senior technology management positions. He also served in the U.S. Army as
an intelligence and special operations officer. He became an officer of Acxiom in 2006. Mr. Fournet holds a
bachelor’s degree in architecture from Louisiana State University, a master’s degree in psychology from the
University of Illinois, and an M.B.A. in operations research from the University of Southern California.

Mr. May joined Acxiom in 1990 and currently serves as InfoBase organization leader in the Products Division. He first
became an officer in 2007. In his current role, Mr. May is responsible for the sales, product development and product
management of the Company’s InfoBase products, encompassing all vertical markets and third-party relationships. He
has held a variety of leadership positions, most recently serving as sales leader for data products and industry executive
for Aexiom’s broker/reseller group. Before that, Mr, May served in sales and operational leadership roles serving the
list, retail and packaged goods industries. He has been instrumental in numerous corporate development initiatives,
including the development of a cooperative data product, a suite of e-mail products, and new data processing
applications. Mr. May holds a degree in finance from the University of Central Arkansas.

Mr. Sunde joined Acxiom in 2005 as an officer and serves as the division leader of the Acxiom Infrastructure
Management Division, overseeing the organizations responsible for managing all the IT infrastructure assets for
Acxiom and its outsourcing clients. Previously Mr. Sunde served as leader of the Muiti Industry Client Services
Organization. Prior to joining Acxiom, he was vice president and general manager of Siebel Systems, Inc., where he
led Siebel’s alliances organization and was responsible for external alliance partners that acted as joint marketing,
sales, development and services channels. Prior to his three years at Siebel, Mr. Sunde worked in several capacities
at Enron Energy Services, Inc., a division of Enron. Prior to that, he worked for IBM in various management
positions for over 18 years. He holds a degree in economics from Carleton College in Northfield, Minnesota,

Mr. Zaffaroni joined Acxiom in 1997 and currently serves as leader of the Information Technology Organization in the
Infrastructure Management Division. He previously served as strategic initiatives leader, client services organization
leader for Europe, and group leader responsible for one of Acxiom’s largest global financial accounts, as well as clients
in areas including healthcare and government. Mr. Zaffaroni was first named an officer in 1999, Prior to joining
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Acxiom. he worked for six years for 1SSC, IBM’s complex systems integration and systems operations subsidiary. and
for 16 years with IBM directly, where he held several management positions. Mr. Zaffaroni holds a B.S. from
Pennsylvania State University and has completed numerous business courses, including 1BM’s Advanced Management
School.

[THIS SPACE LEFT BLANK INTENTIONALLY]
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PART 11

Item 5. Market for Registrant's Common Equity, Related Stockholder Matters and Issuer Purchases of

Equity Securities

Market Information

The outstanding shares of Acxiom’s commen stock are listed and traded on Nasdaq and trade under the symbol
ACXM. The following table reflects the range of high and low closing prices of Acxiom’s common stock as
reported by Dow Jones & Company, Inc. for each quarter in fiscal 2007 and 2006.

Fiscal 2007
Fourth Quaner
Third Quarter
Second Quarter
First Quarter

Fiscal 2006
Fourth Quarter
Third Quarter
Second Quarter
First Quarter

Holders

High Low
$25.80 $20.99
25.89 24.09
26.44 23.50
26.60 21.85
High Low
$26.50 $22.75
24.00 18.36
22.10 18.15
22.60 16.15

We currently have approximately 2,340 stockholders of record.

Dividends

The Acxiom board of directors has declared quarterly dividend payments since February 4, 2004. The initial
payment rate of $.04 per share was increased to $.05 per share on February 2, 2005, and to $.06 per share on
November 2, 2006. Prior to 2004, no cash dividends were paid. Pursuant to the terms of the Agreement and Plan of
Merger dated May 16, 2007 (the “Merger Agreement”) described above under “Recent Developments,” by and
among Acxiom, Axio Holdings LELC and Axio Acquisition Corp., the declaration and payment of dividends has
been suspended pending the closing of the Merger Agreement.

Securities Authorized for Issuance Under Equity Compensation Plans

The following table contains information about our common stock which may be issued upon the exercise of options
under our existing equity compensation plans as of March 31, 2007:

Plan category

Equity compensation
plans approved by
stockholders

Equity compensation
plans not approved by
stockholders

Number of securities
to be issued upon
exercise of
outstanding options,
warrants and rights

(a)

11,784,406V

Weighted-average
exercise price of
outstanding options,
warrants and rights

(b)

521.52

Number of securities
available for future issuance
under equity compensation
plans (excluding securities
reflected in column (a))

(c)

972,712

(1)  This figurc represents stock options issued under approved stock option plans, 406,725 of which options
were assumed in connection with our acquisitions of May & Speh, Inc. in 1998 and Digital linpact, Inc.
in 2006.
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Performance Graph

The following graph compares the cumulative five-ycar total return to shareholders on Acxiom Corporation’s
common stock relative to the cumulative total returns of the NASDAQ Composite index and the NASDAQ
Computer & Data Processing index. The graph assumes that the value of the investment in the company's commeon
stock and in each of the indexes (including reinvestment of dividends) was $100 on March 31, 2002 and tracks it
through March 31, 2007,

COMPARISON OF 5 YEAR CUMULATIVE TOTAL RETURN*

Among Acxiom Corporation, The NASDAQ Composite Index
And The NASDAQ Computer & Data Processing Index

3/02 3/03 3/04 3105 3/06 307

—&— Acxiom Corporation
— A — NASDAQ Composite
- - @ - -NASDAQ Computer & Data Processing

* $100 invested on 3/31/02 in stock or index-including reinvestment of dividends.
Fiscal year ending March 31.
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Purchases of Equity Securities by the Issuer and Affiliated Purchasers

The table below provides information regarding purchases by Acxiom of its Common Stock during the periods
indicated.

Total Number of Maximum Number {or
Total Number | Average Price Shares Purchased as Appreximate Dollar Value)
Period of Shares Paid per Share Part of Publicly of Shares that May Yet Be
Purchased Announced Plans or Purchased Under the Plans
Programs or Programs
1/1/07 - 1/31/07 - - - $145,978,623
2/1/07 — 2/28/07 - - -
3/1/07 - 3/31/07 - - -
Total - - - $145,978,623

The table above relates to a repurchase program announced by the Company in November 2002. Since November
2002, the board has from time to time approved increases in the maximum dollar amount which may be repurchased
from $50 million to $550 million. The repurchase program has no designated expiration date. No shares were
purchased under this repurchase program during any of the periods indicated.

Item 6. Selected Financial Data

For information pertaining to Selected Financial Data of Acxiom, refer to page F-2 of the Financial Supplement,
which is attached hereto.

Item 7. Management's Discussion and Analysis of Financial Condition and Results of Operations

The information required by this Item appears in the Financial Supplement at pp. F-3 — F-25, which is attached
hereto.

[tem 7A. Quantitative and Qualitative Disclosures About Market Risk

Acxiom’s earnings are affected by changes in short-term interest rates primarily as a result of its term loan
agreement and its revolving credit agreement, which bear interest at a floating rate. Acxiom does not use derivative
ot other financial instruments to mitigate the interest rate risk. Risk can be estimated by measuring the impact of a
near-term adverse movement of 10% in short-term market interest rates. If short-term market interest rates average
10% more during the next four quarters than during the previous four quarters, there would be no material adverse
impact on Acxiom’s results of operations. Acxiom has no material future earnings or cash flow expenses from
changes in interest rates related to its other long-term debt obligations, as substantially all of Acxiom’s remaining
long-term debt instruments have fixed rates. At both March 31, 2007 and 2006, the fair value of the Company’s
fixed rate long-term obligations approximated carrying value.

Acxiom has a presence in the United Kingdom, France, The Netherlands, Germany, Portugal, Poland, China and
Canada. In general, each of the foreign locations is expected to fund its own operations and cash flows, although
funds may be loaned or invested from the U.S. to the foreign subsidiaries. Therefore, exchange rate movements of
foreign currencies may have an impact on Acxiom’s future costs or on future cash flows from foreign investments.
Acxiom has not entered into any foreign currency forward exchange contracts or other derivative instruments to
hedge the effects of adverse fluctuations in foreign currency exchange rates.




ltem 8. Financial Statements and Supplementary Data

The Financial Statements required by this Item appear in the Financial Supplement at pp. F-29 — F-67, which is
attached hereto.

[temn 9. Changes in and Disagreements With Accountants on Accounting and Financial Disclosure

Not applicable.

Item 9A. Controls and Procedures

Evaluation of Disclosure Controls and Procedures

An evaluation as of the end of the period covered by this report was carried out under the supervision and with the
participation of the Company’s management, including the Company Leader (principal executive otficer) and Chief
Administrative Leader/CFO (principal financial and accounting officer), of the effectiveness of the design and
operation of the Company's “disclosure controls and procedures.” which are defined under SEC rules as controls and
other procedures of a company that are designed to ensure that information required to be disclosed by a company in
the reports that it files under the Securities Exchange Act of 1934 (the “Exchange Act”) is recorded. processed,
summarized and reported within required time periods to the Company’s management as appropriate to allow timely
decisions regarding disclosure. Based upon that evaluation, the Company Leader and Chief Administrative
Leader/CFO concluded that the Company's disclosure controls and procedures were effective.

Management’s Report on Internal Control over Financial Reporting

Management’s report on Acxiom’s internal control over financial reporting (as such term is defined in Rules 13a-
15(f) and 15d-15(f) under the Exchange Act), and the related report of Acxiom’s independent public accounting
firm. are included in the Financial Supplement on pages F-26 - F-28 and are incorporated by reference.

Changes in Internal Controls

The Company’s management, including the Company Leader and the Chief’ Administrative Leader/CFO, has
evaluated any changes in the Company’s internal contro! over financial reporting that occurred during the period
covered by this report, and has concluded that there was no change during the period covered by this report that has
materially affected, or is reasonably likely to materially affect. the Company’s internal control over tinancial
reporting.

Item 9B. Other Information

Not applicable.

[THIS SPACE LEFT BLANK INTENTIONALLY]
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PART I

item 10. Directors, Executive Officers and Corporate Governance

Pursuant to general instruction G(3) of the instructions to Form 10-K, information concerning Acxiom's executive
officers is included under the caption “Executive Officers™ at the end of Part [ of this Report. The remaining
information required by this [tem appears under the captions “Election of Directors,” and “Section 16(a) Beneficial
Ownership Reporting Compliance” in Acxiom's 2007 Proxy Statement, which information is incorporated herein by
reference, The Acxiom board of directors has adopted a code of ethics applicable to our principal executive,
financial and accounting officers and all other persons performing similar functions. A copy of this code of ethics is
posted on Acxiom’s website at www.acxiom.com under the Corporate Governance section of the site.

Item 11. Executive Compensation

The information required by this ltem appears under the heading “Executive Compensation” in Acxiom's 2007 Proxy
Statement, which information is incorporated herein by reference.

Item 12. Security Qwnership of Certain Beneficial Owners and Management and Related Stockholder
Matters

The information required by this ltem appears under the heading “Stock Ownership™ in Acxiom's 2007 Proxy
Statement, which information is incorporated herein by reference,

Item 13. Certain Relationships and Related Transactions, and Director Independence

The information required by this ltem appears under the headings “Related-Party Transactions™ and *Board and
Committee Matters™ in Acxiom’s 2007 Proxy Statement, which information is incorporated herein by reference.

Item 14. Principal Accountant Fees and Services

The information required by this ftem appears under the heading “Fees Billed for Services Rendered by Independent
Auditor” in Acxiom's 2007 Proxy Statement, which information is incorporated herein by reference.

[THIS SPACE LEFT BLANK INTENTIONALLY]
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PART IV

ftem 15. Exhibits and Financia} Statement Schedules

(a} The following documents are filed as a part of this report:

1. Financial Statements.

The foliowing consolidated financial statements of the registrant and its subsidiaries included in the
Financial Supplement and the Independent Auditors' Reports thereof are attached hercto. Page references are
to page numbers in the Financial Supplement.

Page
Reports of Independent Registered Public Accounting
Firm F-27 - F-28
Consolidated Balance Shects as of March 31, 2007 and 2006 F-29
Consolidated Statements of Operations for the years ended
March 31. 2007, 2006 and 2003 F-30
Consolidated Statements of Stockholders' Equity and Comprehensive Income
for the years ended March 31, 2007, 2006 and 2005 F-31
Consolidated Statements of Cash Flows for the years ended
March 31, 2007, 2006 and 2005 F-32-F-33
Notes to the Consolidated Financial Statements F-34 - F-69

2. Financial Statement Schedules.

All schedules are omitted because they are not applicable or not required or because the required information
is included in the consolidated financial statements or notes thereto.

3. Exhibits
The following exhibits are filed with this report or are incorporated by reference to previously filed material.
Exhibit No.

2 Agreement and Plan of Merger by and among Acxiom Corporation, Axio Holdings LLC, and Axio
Acquisition Corp. dated May 16, 2007 (previously filed on May 22, 2007 as Exhibit 2.1 to Acxiom
Corporation’s Current Report on Form 8-K, and incorporated by reference herein)

3(a) Amended and Restated Certificate of Incorporation (previously filed as Exhibit 3(i) to Acxiom
Corporation's Quarterly Report on Form 10-Q for the quarterly period ended fune 30. 1996, Commission
File No. 0-13163, and incorporated herein by reference)

3(b) Amended and Restated Bylaws (previously filed on March 29, 2007 as Exhibit 3(b) to Acxiom
Corporation’s Curtent Report on Form 8-K. and incorporated herein by reference)

4(a) Rights Agrcement dated January 28, 1998 between Acxiom Corporation and First Chicago Trust Company

of New York, as Rights Agent, including the forms of Rights Certificate and of Election 1o Exercise,
included in Exhibit A to the Rights Agreement and the form of Certificate of Designation and Terms of
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10(a)

10(b)

10{c)

L0(d)

10(e)

10(f)

10(g)

10(h)

10(1)

10G)

10(k)

10(1)

Participating Preferred Stock of Acxiom Corporation. included in Exhibit B to the Rights Agreement
(previously filed as Exhibit 4.1 to Acxiom Corporation's Current Report on Form 8-K dated February 10,
1998, Commission File No. 0-13163, and incorporated herein by reference), as amended on May 16, 2007,
such amendment having been previously filed on May 17, 2007 as Exhibit 4.4 (o the Acxiom
Corporation’s Current Report on Form 8-A/A, and incorporated herein by reference)

2005 Stock Purchase Plan of Acxiem Corporation (previously filed as Appendix B to Acxiom
Corporation’s Proxy Statement dated June 24, 2005, and incorporated herein by reference)

Amended and Restated Key Associate Stock Option Plan of Acxiom Corporation (previously filed as
Exhibit 10(e) to Acxiom Corporation’s Annual Report on Form 10-K for the fiscal year ended March 31,
2000, Commission File No. 0-13163. and incorporated herein by reference)

2005 Equity Compensation Plan of Acxiom Corporation (formerly known as the Amended and Restated
2000 Associate Stock Option Plan of Acxiom Corporation} (previously filed as Appendix A to Acxiom
Corporation’s Proxy Statement dated June 24, 2005. and incorporated herein by refercnce)

Acxiom Corporation U.K. Share Option Scheme (previously filed as Exhibit 10(f) to Acxiom Corporation's
Annuat Report on Form 10-K for the fiscal year ended March 3 1, 1997, Commission File No. 0-13163, and
incorporated herein by reference)

Acxiom Corporation Non-Qualified Deferred Compensation Plan (previously filed as Exhibit 10(i) to
Acxiom Corporation's Annual Report on Form 10-K for the fiscal year ended March 31, 1996, Commission
File No. 0-13163, and incorporated hercin by reference)

Acxiom Corporation FY 2008 Leadership Cash Incentive Plan

General Electric Capital Corporation Master Lease Agreement, dated as of September 30, 1999 {previously
fi