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“...Digital Transformation
and its main enabling technical

factor Bilg Data & Analytics is

a Banking Industry
Transformation engine...”
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Banking Industry Transformation Pressures

Digital natives

Data

Smart
Machines

New

Digital Transformation Competitors
(Big Data is part of it and a main enabling factor....)

New Products
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Banking Industry Transformation Pressures
The age of new customers

Demand new ways to interact
Decide where and how buying process begins and ends on their terms
Loyalty and stickiness is a function of convenience, gratification and
value in every interaction

Customers demanding a more immersive and engaging experiences

Digital natives

The age of new information Data

> the new natural resource
80% unstructured requiring new ways to mine and draw insights

The age of new channels Smart
Mobile is as the primary buying and paying platforms .
Smartphones, Smartwatches, Google Glass, SmartWear Machines
eWallets,

The age of new competition New

Alibaba, Facebook, Amazon, Twitter, PayPal, Motif, Monetise etc.
Threat to deposit base, SME loans and payments

Competitors

The age of new products

Growth of convenience driven Non-Banking Products New Products
Earning commissions from merchants for aggregating their products
and services for the convenience of their customers
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Threat to deposit base,

SME loans and payments....

2

Alibaba.com

PayPal

amazon

Digital natives

Data

Smart
Machines

New
Competitors

New Products




From a transactional to a sub-transactional era

ONE Transaction
goes to the-efd in

thousands and to
éns

com Iete that path i
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The age of new competition: the power of a sub-

transactional knowledge endi
amﬂon ending

" . . i ; .:'.-. :
El you for registering for a loan with Amazon Lending. Use these fu
business on Amazon. Hare are your loan delails: "

Loan Amount $19,00000 Loan Term

Total Interest $721 200 Annual Interest Rate
Total af Payments $10. 72128  Origination Date
Monthly Payment 53280840 Maturity Date

l

Where are my funds?
s Your loan was funded mio your Amazon Seller Account, u, bur

Liewliodd .
our bank account has been iV reach your b
- ?rhe joan funds and any olher available bakance should reach yo!

days i
are my paymanis dues 7
= L T
L vourmonihly loan payment will bo aUtenm
e 'mnl-dmhumaman’l after the 25th of &
. nal paymenis can be mada Wit

It's an invitation-only loan product offered exclusively to Amazon Sellers. The Amazon
loans offer very competitive 10.9 - 12.9% interest rates and no pre-payment penalty.

© 2014 IBM Corporation
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The age of new competition: Alibaba
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THE WALL STREET JOURNAL. =  markers

Alibaba Affiliate Wins Approval to Start Private Bank
Alipay Parent Company Wins China Regulatory Approval BI oom b erg

Sept. 29, 2014 1:56 a.m. ET
BEIJING— Alibaba Group Holding Ltd. (BABA -1.89% | 's financial affiliate won approval Allba ba Arm to Create $163

from Chinese authorities to establish a privately owned bank, regulators said Monday, as

the e-commerce giant moves further into financial services. Bl | | 10N |_Oa ns Ma rketD|aC€'

_ _ o . Sep 24, 2014
The China Banking Regulatory Commission said it gave approval to start a bank
financial affiliate of Alibaba Group that also is the parent company of Alipay, v Alibaba Group Holding Ltd. (BABA)'s finance arm aims to create a
processes e-commerce payments and is crucial to Alibaba's operations marketplace for 1 trillion yuan ($163 billion) of loans in as soon as two
would be headquartered in Hangzhou, the eastern Chinese city where years as the e-commerce group encourages more Chinese to borrow
and the Alibaba affiliate will own a 30% stake. The CBRC said Sh# and lend.

Technology (Group) Co. will hold a 25% stake in the bank. The -

several private investors. Alibaba in April started Zhae Cai Bae, a platform that lets small

businesses and individuals borrow from investors directly, and has
created a 14 billion yuan marketplace, Yuan Leiming, a general
manager at Alibaba’s financial arm, said yesterday.

Source: http://online.wsj.com/articles/alibaba-affiliate-wins-approval-to-start-private-bank-1411970203
Source: http://www.bloomberg.com/news/2014-09-23/alibaba-arm-aims-to-create-163-billion-loans-marketplace.html

© 2014 1BM Corporation



Jeremiah Owyang
e/ Marmriott ClO acknowledged Airbnb as a new competitor. Cc
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The Experience Economy and
the Data Economy.......

Consumers are open to share their

personal information, with the exception
of financial data, when there is perceived

benefit..... and YOU can

Sell Your Personal Data for $8
a Month

Would you let a startup track your social media accounts and
credit-card transactions in exchange for cash?

By Tom Simenite on February 12, 2014

Digital
natives
|

Dat
a

Smart
Machines

New

Competitors

New Products
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Consumers are open to share their personal information,
with the exception of financial data, when there is

perceived benefit

Consumer Maintains Control of Data
What is your willingness to provide information in exchange
for something relevant to you (non-monetary)?

100% -
60% -

28% 9% 28% e

40% - 30% 30%
20% . /I/I
0% f

280 ="

Media Usage Demographic Identification Lifestyle (# of Location
(e.g. Media (e.g. age, (name, cars, home Based
channels) ethnicity) address) ownership)

B Completely Disagree Neutral H Completely willing

Medical




ﬁ@pieroleo m

Sell Your Personal Data for $8

a Month

Would you let a startup track your social media accounts and

credit-card transactions in exchange for cash?

By Tom Simonite on February 12, 2014

ACCOUNTS

ACCOUNTS

Linkedin Foursguare Fitbit

Instagram

Source; https://datacoup.com/docs#how-it-works

Eamed: S0.000 =
Accounts Connected L7
| er h -~
Projected Profile Value (7]
Lg'f'
C
S00gle
rm—
st |

Meetup

© 2014 1BM Corporation
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NEW channels and
NEW kind of assistance....

Digital natives

Smart
Machines

New
Competitors

New Products
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The need and the new value: buid a
360°Integrated Customer View.... with TRUST!

Demographic
Data

Digital natives

Data

Smart

Search
360°Integrated
Customer View '

Machines

New
Competitors

Interaclion New Products
Data




“...Big Data & Analytics
IS proving value when it Is
part of a

closed-loop
Business action
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Instruction 1: | can partner with you, Trust me!

P . R ‘,\:1} 1 ‘,T\/E Janet Robertson

N

Home > & Janet Robertson

Purchase History o

Fund
2011-04 23k Waestem Asset U.S. Treasury Reserves
2011-01 25k Optimum Short Duration Municipal Inco

2010-10 18k Optimum Dividend Value Fund
2010-07 10k Optimum Batterymarch S&P 500 Indax
2010-04 11k Optimum ClearBridge Large Cap Growth

m¢ Western Asset New York Municipal
Contact Activity Feed S . Money Market Fund

&# Optimum Westemn Asset Oregon
Municipals Fund

b ¥ Optimum Special Equity Fund

&¥ Optimum Westem Asset New Jersey
Municipals Fund

Recent Conversations 7

Email: Optimum Fund Management
Overview
Janet, please find an overview of
Optimum and the funds we offer. This is
only a high level...
sl Exchange - 3 hours ago
Notes: Janet is new to Wakefield but
has been a wholesaler for 10 years
New to Optimum Funds.

Salesforce - 2 days ago
Title: Optimum Introduction
Welcome Janet to Wakefield. | wanted
to introduce myself...
B Salesforce - 2 da

Showing: All Activity | By Source | By Author Filter Feed

Personal Inforrmation ?

Robertso ; t
A Janet n What's new with this contact?

Senior Regional Sales Manager
Department: Sales

Office: Pittsburgh, PA
jrobertson@wakefield.com
412.422 2499 x555

Add Comment

bolin updated the document Wakefield Contact Info
Stop Tracking

Associated Accounts 1 Fg i r“c\'ﬂ\:lkg:nd. updated the database Product Funds #322245 - A,
story ield.

£3 Database - 3 hours ago

L3 Wakefield Investments

Linkedin History

£ Chelle Kroll added the email
% contact Janet Robertson.
: % A sa .

»mmented to Janet Robertson:
ing with Janet for next week. 11l let ev

Morgan Stanley Smith Bam¥
Title: Regional Sales Manage
Years worked: May 2000 - Nov
UBS Investment Bank

Title: Regional Sales Manager
Years worked: Nov 1993 - May 2000

2 Chelle Kroll commented to Janet
¥y "Wakefield Investments has a new rep that

First Step and need: build 360° Customer View

2 7 © 2014 1BM Corporation
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Instruction 2: What is important to know about a customer?

The “influence” wheel helps frame the problem in terms of what we need to know about a customer

Food Community

Behavior Conscious
Beverage Event

Behavior Dhivels

bydy

External forces may
Transaction data impact the way
allows us to know o ;N customers behave,
what behaviors we F;'::’f:;:: _ L5 Weather so we have to collect
can observe at B - data to simulate local
purchase time conditions that may
affect purchase
behavior

Message

Competitarns
Relevance B

In-Store My Media Channel
Experience Preferences

Not all behaviors can be
observed in a transaction
so we deploy a social
listening strategy in order
to capture some aspects

Employee

MyADEavAPAIE
Influence

of a customers lifestyle My Finances My Need State
and how products & My

services may fit into that Occupation MV Lifestyle/

Iifestyle Demographics

18 © 2014 IBM Corporation
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Which patterns are important? Where do things start & stop;
how much time between events; which forces are active?

AssetAllocation Investment Trade-off

s
advertising
dollars

eeeeee
RRRRR

Economic factors = Gas, milk, employment, housing prices, CPI
Promotions = Upper bound on contacts

Events = Holidays, local events RiiRGERE u

Weather = Apparent temperature “cold”, too wet to shop

-

Employee turnover = decay in service(i;’ e

19 4 1BM Corporation
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....but, which is the next best action?

The value of converting 5% of customers in the cluster to the midpoint of spend for that cluster

20

Cohorts

Cluster1

Clusterz

Cluster3

Clusterd

Clusters

Clusters

Cluster7

Clusters

Cluster9

Cluster10

Cluster11

| cluster12

Cluster13

Enterprise Cluster Name
Moming Coffee Enthusiasts
Weekend Customizers
Rush Hour Warrior
Millennial non-Foodie

Baby Boomers to Die For

Food Buyers in the Dip
Gen X Espresso + Food, All Day!
New Experimenters

Moming Espresso Lovers

New to Enterprise, Afternoon routine

Trving Everything
Creatures of Habit

Employees as Stars

Incremental to
$ 1,321,196
$ 1,062,996
$ 113,204
$ 1,671,383

$ 233,367

$ 1,700,817
$ 895138
$ 150,573
$ 2,890,782
$ 2,326,944
$ 6,429,105
$ 540,970

$ 948,381

tt

Exampe Finding 1: The very best
customers have less room to grow
in our analysis. They need
reminder strategies and are getting
coupons that could be better spent
on other customers with more
upside.

Exampe Finding 2: “Can we find
more customers who buy when we
have excess capacity”, or the dip —
we found them and identified their
characteristics and know where to
look, how to promote, and the value
of doing so. The surprise is that they
were consistent food buyers.

© 2014 1BM Corporation



“How Big Data &
Analytics Is evolving and

scallng down the

underline | T
complexity ...
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Need to cope and satisfy both with technical and business

views

e\

Machine/Senso

Policy

€

Social Media

©

Location

B

Litigation &
Other 3" part

Operational
data zone

Landing,
Exploration
and Archive

data zone

Real-time Data Processing & Analytics

Deep
Analytics
data zone

EDW and
data mart
zone

Information Integration & Governance

What is
happening?

Discovery and
exploration

What actio
should |
take?

Decision
manageme

What did
| learn,

Predictive
analytics and
modeling

IBM Big Data IT Blueprint

Big Data & Analytics Strategy, Integration & Managed Services

Why did it
happen?

Reporting and
analysis

New / Enhanced
Applications

ol

Better and
Individual
Pricing

©

Enhanced 360
Degree View

1
>

Claims Analytics
& Real Time
Fraud Detection

©

Batch or Real
Time Next Best
Action

@ O

Information
Sharing &
Wansparency

© 2014 1BM Corporation
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More important: we need more and more understands the

language of business
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Instruction 3: A new CAMS+
“native” application paradigm is
starting: the case of IBM Watson

Analytics

Put analytics in the hands of everyone
Make access to data easy for refinement and

use
Deliver through the cloud for agility and speed

Visit WatsonAnalytics.com
and get started for free

Marketing Sales Finance
Carnpdign Customer Prioritizing
Retention Accounts

Receivable

Planning and R

® = % &

SEIES Finance  Operations

Marketing

Communication & Collaboration

Visualization & Storytelling

Analytics

Descriptive, Diagnostic, Predictive, Prescriptive, Cognitive

Data Access & Refinement

Watson Analyt|cs

Secure

Cloud Mobile Ready
IT Operations HR
Heipuesk Warianty Identiying and
Case Analysis Retaéﬂiﬁ&'ﬁém Corporation
Analysis Employees
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