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Digital : The Art of the Possible

Digital is the art of the possible. It lets banks do what
they couldn’t dream possible earlier. There’s lots of
technology and technology vendors out there who
claim to provide digital disruption. But most fall short
when it comes to robust and agile banking. The
wiring of the Anatomy of Customer Experience
and Business Kinetics (of the bank), drives the
magic of digital.

‘Digital. The Art of the Possible’ provides insights
into how memorable customer experiences
translate into meaningful customer relationships.
The business outcome is clear : More Customers Per
Product (MCP) ; More Products Per Customer (MPC) ;
More Transactions Per Customer (MTC). Business
Kinetics drive segmentation, products/services apps,
and monetisation through relationship-based pricing.

This work book encapsulates valuable nuggets on
learning frameworks, behavioural psychology,
collaborative innovation, design patterns and UX
grammar, and how to leverage digital enterprise
technology platforms to your best advantage.

Recommended reading for Business, Technology
and Operations heads in financial institutions.
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B Preface

he lights were switched back on. The room stayed silent. The

Operations Head unashamedly wiped away a tear. His eyes welled

with more. The usually fast-talking skeptic at the other corner of the
room was at a loss for words for once. The silence was finally broken. First
with a cough. Then whispered murmurs.

The cross-functional banking group had just finished watching the now
iconic love story of Carl and Ellie from Up (the 2009 animated adventure
produced by Pixar and released by Walt Disney Pictures). Narrated in silence,
at the very beginning of the movie, the section vividly unveils a profoundly
moving relationship between Ellie (8 years) and Carl (9 years), who met
young, became best friends, shared a passion for adventure and a dream to
travel. Through their loving married life, their savings were never enough to
make the long dreamed of trip to far away Paradise Falls, South America,
where the childhood sweethearts had once committed they’d move to and
settle down. Devastated to learn she couldn’t have a child, Carl drew Ellie out
of deep despair with her adventure book in which their childhood dream
destination promise had been captured. The piece moves swiftly to a now
elderly Carl and Ellie at a picnic. Carl had bought air tickets to South America
as a surprise for her, but in a tragic turn of events, Ellie takes ill and passes
away.

*  After the introductory ‘passage of life’ scene in Up, Carl realises Ellie wanted him to embark on his own
new adventure. He does just this through the rest of the movie, all of it making for a very uplifting
experience for the viewer!
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This was part of a projective immersive innovation session, where the
banking team explored products and services that could drive meaningful
experiences for customers. The facilitator probed on products/ services
Ellie and Carl could have used. White boards were filled with ideas. Later
that night, the group honed in on three possible 'winning ideas’, that would
be tested for relevance, return on investment, rapid prototyping
possibilities, and share & size estimation.

Technology is no longer a roadblock to business needs. A superior
digital enterprise technology platform encourages business, technology
and operation to transparently set and achieve business goals. These are
exciting times, with newfound demands of robustness and agility. Where
clarity of thought and purpose will win the day. No more excuses about
technology that can’t keep up, or business ideas that can’t be tested for
efficacy.

Progressive financial institutions around the world are investing more
time than ever before in designing customer experiences that will drive
meaningful relationships. What's markedly different now, is the coming
together of Business, Technology and Operations, and a genuine
appreciation thatthe classical siloed approach weighed down with layers of
legacy in technology and learning frameworks, shackles enterprise
potential.

‘Digital. The Art of the Possible’ had to be written. In the last few years
the output on 'digital’ has been prodigious. Consultants tended to author
white papers and collaborate with select technology vendors with a view to
set the context for hastening selling cycle time. Editorial pieces rushed to
cover new channels and emerging non-banking industry players, while
critiquing the efforts of banks to adapt. Analysts pontificated on the subject,
created their own vocabulary and guides to evaluate solutions. Technology
vendors rushed to re-sort their earlier deployments under the digital
banner, to quickly claim a respectable installed base, and re-arranged
organisation structure for credibility and focus. Suddenly the language used
started sounding very similar, and differentiation increasingly difficult to
discern. Banks grappled with the challenges of an omnipotent,
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omnichannel digital endeavour, that overnight had gathered an
unstoppable momentum. Some seemed to articulate the issues better than
others, but there was unanimity on the criticality of motion. The old adage,
'adaptordie’-had beenreaffirmed.

Customers in theory atleast, were the real beneficiaries of all this digital
drama unfolding. The promise of better products and services, faster,
cheaper, all designed with the customers’ interests at their very core. At a
superficial level, the generic messaging seemed to revolve around
delivering the same experience across all touch points and devices. The
universal obsession with cross-device experience was inevitable. There
was after all a profusion of devices, and the immediate technology riddle
was how to integrate the experience across the complexities of screen size,
location and connectivity. This is where user experience and customer
experience got desperately muddled, and the quality of conversation
around design of an experience was sadly diminished.

The Intellect brand is well established in global financial services.
Across consumer banking, risk & treasury management, global transaction
banking, central banking, and insurance, Intellect products and enterprise
platforms have often led the charge in Run The Business-Change The
Business (RTB-CTB) initiatives. Investments in digital began well before the
designation Chief Digital Officer (CDO) had become de rigueur in financial
institutions. This resulted in a full-fledged Intellect Digital Enterprise
Platform, on which digital-ready products were built and successfully
deployed across the world. As this book is being written, Digital Face, the
differentiated omnichannel, apps-based customer engagement platform is
quickly gaining attention in consumer banking. This is technology at its
best, effortlessly connecting layers of legacy technologies, working silently
in the background, enabling the bank focus on innovation and informed
decision making - allin real time mode.

‘Digital. The Art of the Possible’, first began as a series of interactive
sessions for select customers. Modules for internal audiences, and
customer workshop modules grew into staggered problem-solution and
ideation-through-‘go-to-market’ models, that demanded collaborative
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learning, an understanding of behavioural psychology, exploration of
design patterns, and a distillation of the constant chatter around digital into
usable reference points. This book is recommended reading for Business,
Technology and Operations folks in financial institutions. It is relevant for
technology vendors, and industry analysts alike.

The book has been structured into chapters that take the reader through
a logical journey of digital ambitions: the importance of experiences in
shaping customer relationships; an appreciation of the dimensions of
business kinetics ; the anatomy of customer experience ; creating ‘my bank’
acute personalisation. Woven through the narrative are immersive
innovation techniques, behavioural models, and industry perspectives on
the subject. Carefully curated thought nuggets from published sources have
been referenced to help establish theoretical and practical grounding for
the reader. The appendix lists references for a detailed study of these
valuable input material. The Power of Intellect chapter shares a successful
learning framework, and the benefits of enterprise commitment to Design.
Digital Fact Check, is the final hard hitting chapter of essential checklists,
do’s and don’ts, and a sobering reality check of where the best laid digital
plans can come undone.

This is a reference guide and a workbook. At 8012 FinTech Design
Centers, interactions are centered around ‘digital design’. Reader
contributions to chapters are welcome, and will feature as relevant in future
editions of ‘Digital. The Art of the Possible’ series.
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Digital
Dreams

Digital is the art of the possible.
It lets banks do what they couldn’t dream possible earlier.
From cost reduction to revenue generation.

When ‘customer-centricity’ is evident in practised
business design philosophy.

hen Thomas Jefferson said, “I sincerely believe ... that banking

establishments are more dangerous than standing armies,” he

eerily foretold future tumultuous times that shook the global
economy in a world far more connected than the former US President could
have imagined.

Beginning a chapter on the giddy optimism of Digital Dreams with this
cautionary insight is relevant. Riding furiously on the audacity of hope, and
the now always trending 'digital’ euphoria, dreams are being envisaged on a
grander scale than ever before, with the promise of great wealth at the end
of every spectacular rainbow. The financial services industry is the lifeblood
of an economy. The digital phenomenon today represents an enormous
opportunity to re-engineer the plumbing, while ensuring efficient and
profitable banking under tremendous competitive pressure. The battle for
deep differentiation is going to be fought on the digital design front - from
the conception of services to their delivery, with the increasingly discerning
customer squarely in the centre.
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Digital isthe art of the possible

Digital is everywhere. Everyone wants it! In the recent past, the decibel
levels around the word ‘digital’ have been deafening. From the days of
computer history and the use of ‘digital’ asa counterpointto 'analog’, digital
today has assumed a whole new significance. Companies involved in digital
are perceived as dynamic. Banks and insurance companies are investing
furiously in digital. Governments want digital strategies. Conventional
business, transactions, governance, and even fundamental economic
models are adapting to new customer demands in a more technology-
driven time, where nothing is considered too big a constraint to overcome.

As financial institutions grapple with the challenges of increasing
revenue on one hand, and cost reduction on the other, ‘digital’ provides new
and previously unimaginable solutions through technology. Instant
gratification is a default customer expectation. On-the-fly customisation of
financial products for deep customer segmentation demands agility like
never before. All this, while ensuring operational efficiency and risk
management.

Digital is about delivering the same experience at all touch points. In
governance, digital unifies all governance models. In operations, digital is
lean and agile. Digital has many definitions, but the common recurrent
thread is one of leveraging high performance financial technology better
than ever before. In a manner that ensures superior customer experience,
higher order operational efficiency, and better governance in accordance
with evolving regulatory frameworks.

Digital is the art of the possible. It lets banks do what they couldn’t
dream possible earlier. There are many technologies and technology
vendors out there who claim to provide digital disruption. But most fall
shortwhen it comes to robustand agile banking.

Financial institutions seek safe and skilful navigation through digital
chaos, to successful no-fuss omnichannel digital transformation.
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Complexity reduction

Social media, analytics and cloud (SMAC), and velocity, uncertainty,
complexity, ambiguity (VUCA) are much used acronyms that attempted to
describe a space, a delivery model, a business opportunity, and a confused
state of mind. The start point to understand this better is to get to the root of
the complexity involved.

The complexity in banking and insurance has three dimensions :
globalization ambitions; continuous technology change; and rampant
productinnovation. Fuelling this are four elements of complexity: diversity;
inter-dependence; velocity; and ambiguity. The resultant crippling
complexity has shackled the ability of financial institutions to deliver on
customer experience and operational excellence.

Complexity reduction is best addressed through design thinking,
which connects the dots between business, technology and operations
to unleash unprecedented value for customers. It’s telling that as
financial institutions seek to use technology for greater agility, they have in
fact over time, added layers of complexity with disparate technology, huddled
in silos, kept operational at great expense and at the cost of operational

efficiency.

Technology continues to grapple with the build vs buy dilemma as
complex services are abstracted into apps and must provide a seamless
experience across devices. Business wants more DIY styled independence.
Regulation is increasing and watchful of rampant innovation fuelled by the
possibilities technology provides.

As banks and insurance companies embrace digital for competitive
advantage, they're all focussed on the same goal. To provide their customers
the same experience atevery touch point.

Digital encompasses the everything of all types of banking. Its holistic
adoption covers Digital OUTSIDE, the experience driver; and Digital INSIDE,
the operational excellence enabler. True Digital is Digital 360. Inside and
Out.
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Auniquely customer-centric design philosophy ensures a dramatic shift
from disjointed digital activities to strategically aligned digital outcomes.

Diverse digital journeys

The digital journeys banks are on, can broadly be grouped in three
buckets. Each bucket has its own challenges for each of its stakeholder
constituents (eg. employees, customers, vendors, etc). It is important to
recognise the journey stage a financial institution is at. Each and every
diverse digital journey stage has its own characteristics, needs, and
limitations. In ‘think global, act local’ times, there are patterns in each of
thesejourneys to be found across the world.

Three broad digital journey classifications

1. NoDigital

2. Partial/fragmented digital products

3. Extensive digital using many technologies, but on a single monolithic
enterprise platform

A conventional analysis of the adoption of technology by financial
institutions across time and geo dimensions resulted in a construct of three
worlds - each grappling with its own set of challenges in deploying
technology as a growth driver.

World 1: Highly developed markets. Adopted technology for
optimisation 30-40 years ago. Grappling with the challenge of continuous
migration. Estimated to spend up to 5% of revenues on technology and
upgrades.

World 2: Emerging markets. Embarked on their technology journey in
the '90s. This segment invests close to 2% on technology, and their
requirements are for new products that enable them to acquire new
customers, and increase their speed and scale of operations.

World 3: Small banks in developed and emerging markets.
Local/regional strengths. Unable to compete with global competition.
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Cannot afford dedicated technology infrastructure. These organisations are
looking to pool their resources to create virtual offerings, or cloud
computing solutions.

This construct holds good in the digital era as well, with the added
complexity of the leapfrog effect technology has in regions that have
traditionally suffered from lack of connectivity, large swathes of under or
unbanked populations, and staggering potential in high volume-low value
financial transactions that will potentially be driven by non-banking
players. Much like in the telecom sector where necessity was the proverbial
mother of invention, regional winning ideas will see global adoption.

Digital adoption has seen the classic steps of large buckshot enterprise
scale automation initiatives (under the name of digital) to rapid fire and
staccato digital forays, lacking the outcome-focus and customer-centric
visionrequired for genuine transformation.

Point of View

In the McKinsey & Co. paper ‘Adapting to Digital Consumer
Decision Journeys in Banking’, Edwin van Bommel and
David Edelman write : To keep up with rapid technology
cycles and improve their multiplatform marketing efforts,
banks need to take a different approach to managing the
consumer decision journey—one that embraces the speed
that digitization brings and focuses on capabilities in three
areas:

Discovery

Banks must apply advanced analytics to the large amount of
structured and unstructured data at their disposal to gain a
360-degree view of their customers. Their engagement
strategies should be based on an empirical analysis of
customers’ recent behaviors and past experiences with the
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bank, as well as the signals embedded in customers’ mobile
or social-media data.

Design

Constant product pushes wear thin upon repeated
messaging, and consumers now have much more control
over where they will focus their attention. Banks need to craft
a compelling customer experience where all the interactions
are expressly tailored to a customer’s stage in the decision
journey. The bank should always be able to recommend the
customer’s right nextbestaction.

Delivery

Periodic marketing campaigns will continue to be core to
banks’ customer-outreach programs, but more and more
institutions are shifting their dollars to “always-on”
marketing programs, in which banks engage with customers
in exactly the right way atany contact pointalong the journey.
This approach requires agile teams of experts in analytics
and information technologies, marketing, and experience
design. These cross-functional teams need strong
collaborative and communications skills and a relentless
commitment to iterative testing, learning, and scaling - at a
pace that many banks may find challenging.

Critical chokepoints

Coding Pandemic
Sluggish segmentation and personalisation
Integration Insanity

W e

Quagmire & Queues atthe CIO0’s door

The most cursory look at the technology budgets of large banks over the
last few decades reveals significant year-on-year increases, rather than the
logical lowering of costs one might have expected with enhanced
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automation. Solving a problem from a purely technology paradigm and in a
piecemeal manner has proved counterproductive. For every one problem
solved in this manner, several more have been created, adding to the
rampaging complexity in the financial services industry.

Building, maintaining and extending legacy systems while trying to stay
relevant in changing times has led to a Coding Pandemic. The code bloat
assumes monstrous proportions as new services (apps) are added
constantly and indiscriminately. Look-over-your-shoulder banking
demands a constant game of catch-up as banks rush to offer the newly
introduced apps competition just announced as a differentiator. Long
before each service stands scrutiny as a unique and viable business
proposition, the silo driven system must work with hastily written and
overwritten reams of code and patches.

Industry-speak is peppered liberally with ‘customer journeys’ and
'customer digital decision journeys’, but segmentation efforts are sluggish,
and personalisation, sloppy. For all the talk of leveraging big data and
gaining a predictive appreciation of what the customer wants by tapping
into past and present behaviour, and contextual intelligence across
channels, genuine personalisation is in its infancy. This results in muddled
products and blunt targeting. Clever demonstrations of what Scott, a
customer of the bank for 3 years might be able to do in his time on the tube
between home and work, from choosing the ideal mortgage product to
video-conferencing with his wife Janet, and his relationship manger,
juggling funds between multiple accounts, and smiling at a confirmation
that just pinged on his wearable device (will Android win this war?), as he
gets into that all-important work meeting, is the sort of stuff that has
spawned slick TV commercials on future banking for years, and created
excitement at industry expos. The fact remains that the bank has not
invested enough effort in knowing Scott better, or understanding his needs.
Here lies a huge problem and a gigantic opportunity. Digital energies,
properly harnessed, will revolutionise the ways in which financial services
are created and delivered, with Scott firmly in the centre, and with a steady
eye on thelife-journey return on investment.
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Integration Insanity is a natural consequence, with silos of disparate
technology, high failure rate of integration and devastating delays and
reputational damage. Aggressively built with a 'winner takes it all’
approach, technology vendors do little to ensure interoperability. Locking-
in customers with this foot-firmly-in-the-door technique, results in
technology being an impediment, and repeatedly failing to live up to
promises of transformational agility.

Given the complexity built into systems, the simplest change request
finds its way to the CIO’s door. Financial Institutions have long complained
about being held to ransom by technology vendors, and here arguably lies
the genesis for in-house technology operations that have over time, dwarfed
the core business of the bank in manpower and effort invested. The build vs.
buy dilemma was created by the inability to find common ground on the
urgency for agility, and at what price. The business user needs to
immediately test an innovation. Split-test the innovation by a-priori
segments. Interrogate data in reports that are capable of being structured
on the fly. Conventional turn-around times that were exasperating at the
best of times, are simply unacceptable in digital times. The queues at the
CIO’s door are the making of decades of technology adoption decisions, that
digital reconstruction will do away with. But to enthusiastically herald the
end of IT as a role is premature. Business-enablement is still largely
template-driven. Calls to IT continue. But there is a palpable shift in the
manner of engagement. Business, Technology and Operations have a better
appreciation of their respective priorities and the need to work together to
unleash digital potential.

Banks’ most frequently expressed concerns centre around Risk
Mitigation; Integration; and Change Management. These become the final
barriers to adoption, which adigital solution mustaddress.
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Point of View

Michael Corbat, Citi CEO

Extract from the keynote address at the Mobile World Congress,
Barcelona.

Citi’s strategy is built around what we’ve identified as the

three defining secular global trends of our time:

¢ Globalization—the increasing connectivity of all the
world’s nations, economies and markets;

e Urbanization—the concentration of people and GDP
growthin cities; and

¢ Digitization—the transformative power of technological
innovations, large and small, and the countless
efficiencies they create.

It's easy to see how these trends are interrelated and self-
reinforcing. Digitization enables the “shrinking” of the world
that fuels globalization, which in turn creates wealth that
drives the rise of cities, where an expanding consumer class
buys digital products and invests in technological innovation.
The most pertinent issue for a bank is how digitization is
changing the way everyone — businesses, governments,
consumers — all handle money.

On the one hand digitization promises to change everything —
to make banking more personal, more efficient, more
transparent, and more accessible. But on the other hand,
what’s really new? Hasn’t banking been digital for a long
time?

Yes...and no.

My company, on an average day, moves $3 trillion in business
and institutional financial flows—and $9 trillion on peak days,
or more than half the entire U.S. GDP. Nearly all of that is
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moved electronically. In many ways, we see ourselves as a
technology company with abankinglicense.

But these flows are dwarfed in volume, though notin value, by
consumer flows, which are still mostly paid in cash. In fact,
even today 85% of global consumer transactions are still
paper-based. For all we've achieved in digitizing the financial
sector, we’'ve reached only 15% of the global consumer
economy. That leaves a lot of room for improvement - and
growth.

The projected benefits are tremendous. A study conducted by
Citi and The Imperial College in London found that a mere
10% increase in the adoption of digital money would move $1
trillion in “off the books” transactions into the formal
economy - with a corresponding $100 billion rise in global
tax revenues. In an era when governments are struggling to
meettheir obligations, that’s significant.

Making digital possibilities a reality

Winning Designs for Digital harnesses Business Kinetics for the bank;
the interconnectedness of True Omnichannel drivers; and an innate
understanding of the Anatomy of Customer Experience

Business Kinetics relates to successful business outcomes for the bank.
It demands a deep understanding of the customer, and correlating this with
how the bank can make more money. How to drive more customers per
product (MCP); more products per customer (MPC); and more transactions
per customer (MTC), to steady state industrial-strength optimisation. All of
which has a bearing on choice of products and pricing. Business Kinetics is
about the agility of technology to design products that sharply meet
customer needs in a meaningful and profitable manner. It is about the
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ability to gain ‘primary bank status’ with the customer, and the maturity to
manage the demands of such arelationship.

The Anatomy of Customer Experience explores the manner of
relationship a bank seeks to build with a customer. This relationship is
finally the sum of the many experiences delivered consciously, or
unconsciously across touch points, and time. The plethora of channels and
devices available provide a medium for connect in the manner most
appropriate, where the focus is on building stronger customer relationships
through consistently better experiences. This is where behavioural
psychology will play a pivotal role into the future.

The wiring of the Anatomy of Customer Experience and Business
Kinetics (of the bank), drives the magic of digital.

Business Kinetics

20
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Driving
Relationships

It’s not merely about delivering the same experience at all touch points.
Or that Digital makes possible today, what wasn’t possible before.
On-the-fly innovation is only a means to an end.

The focus is on relationships.

Relationships between brands and their consumers, hold all the
promise and frailty of human relationships.

t all begins with the business outcome goal. There should be no

ambiguity about banks being in the business to run a successful

business. Any talk about the customer being the focal point is only
because it helps set a surer bearing to this goal. Consumer equity must be
built because it drives business. Consumer equity is best looked at, and
measured, in terms of the strength and nature of connections/relationships
between brand and consumer. The digital frenzy changes nothing of this. If
anything, the stakes are higher than ever before, to understand the
interplay of brand and consumer, and to the leverage the role of
relationships.

Consumer behaviour is rooted in real life. Rooted in people. It’s human.
It's intuitive. It's a complex challenge with many moving and often
emotional parts in motion. Building consumer equity requires building
relationships. Therefore building enduring relationships becomes a
strategic goal. There is only one way to do this - by creating and managing

22
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experiences at each and every interface point. Some of which are more
within our control than others. The messages a financial institution
carefully crafts on its website or in its campaigns are examples of controlled
experience transmission. With just one additional layer of employee-
customer interaction thrown in, already the element of ‘control’ is
weakening. By the time we get to word-of-mouth as a channel, the best laid
brand plans are usually thrown completely into disarray.

The master planning comes from a commitment to Design. This is an
ongoing process. This is where innovation comes in. The evaluation of our
innovation efforts should always be on factors that hold back, or facilitate
adoption. The enabler is technology, and in the case of Digital, this must be
driven by a true omnichannel customer engagement platform.

Goal
Business outcome

|

Driver .
Consumer equity
Relationships

l

Building blocks
Experiences

T

Enabler
Digital technology
True Omnichannel
Customer engagement platform

Master plan
Design for Digital

23
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The human metaphor

Brand centricvs. Relationship centric

Experiences shape relationships. And relationships affect how experiences
arereceived Consumers have humanlike relationships with brands

The old school looked at brand core and emotional values. It argued a
case for brand personality, which was essentially manufacturer-led, with
some effort to synch up what the brand chose to stand for, with customer’s
stated/unstated needs. The focus has graduated to Relationships. And
models now close the loop between the brand and the consumer through
thislens.

In July 2012, Jeanette Mulvey, Managing Editor, BusinessNewsDaily,
wrote a prescient piece titled, ‘Consumers Have Humanlike Relationships
with Brands’ Referencing research on the subject, she explained,
“Consumers’ relationships with brands are not all that different than
relationships with people. Some you genuinely care about....others
are in your life because you need them. For marketers, understanding
the difference between the two kinds of relationships is essential to making
sure you know how to deal with customers. Marketers who realize this will
be in a better position to retain customers and improve the perceptions of
customers who are unhappy with abrand’s service or product...”

Behavioural Science

In one kind of consumer/brand relationship, people relate to
the brand based primarily on economic factors. Walmart, for
example, attracts customers based on price and value. In
what the researchers call a “communal relationship,”
consumers relate to the brand based on caring, trust and
partnership. State Farm, for example, sells itself as a “Good
Neighbour”

How consumers react to experiences with the brand, both
positive and negative, depends on how they related to the
brand in the first place, researchers said.

24
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A brand evaluation study after an unfair transaction showed
results depended heavily on whether the consumer was in an
exchange relationship with the brand, or acommunal one.

In the first study, a situation was set up where the consumer
didn’t get what they paid for and wasn’t remunerated for a
mistake made by the brand. When customers were treated
with respect and dignity after the mistake, those who had
communal relationships with the brand responded well,
possibly because it reassured consumers about the caring
nature of their association with the brand. In fact, concern
from the brand acted as a form of compensation in itself.

However, this effect wasn’t found when consumers’
relationship with the brand was based mostly on price and
value. In such cases, if the consumers didn’t think they got
their proverbial money’s worth, good customer service didn't
move them to reconsider their negative evaluation of the
brand.

However, things change when there is no problem that needs
to be addressed with the customer.

Ironically, respectful and fair treatment by a company means
more to those who choose a brand based on value than to
those who have an emotional relationship with a company.
The researchers think this may be because the brand has
already met the expectations of those in an exchange
relationship — the consumer got what they paid for — good
and respectful treatment goes above and beyond. For those in
communal relationships, who were already expecting to be
treated positively, the same treatment doesn’t have as much
ofan effect.

25
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Adverse outcomes happen sometimes. People are treated
badly or a product fails. The ‘right’ response to correct a
brand’s transgression depends on the relationship the brand
tries to build with consumers. For example, a sincere apology
letter may work in a communal relationship, whereas a
refund or discount would be advisable in an exchange
relationship.

Extract from ‘When consumers care about being treated fairly: The
interaction of relationship norms and fairness norms’ Journal of
Consumer Psychology.

It's allaboutthe experience

In his riveting lecture ‘The Experiencing Self and the Remembering Self’,
Daniel Kahneman, Nobel Laurete and founder of Behavioural Economics,
opens with the elusive concept of ‘happiness’. Declaring that it's impossible
to think straight on 'happiness’, he sets out the three associated traps.

Trap 1 - Reluctance to admit complexity, and the problem of too many
mental associations.

Trap 2 - Confusion between actual experience, and memory of the
experience.

Trap 3 - Focussing illusion, which results in the inability to think about any
circumstance affecting wellbeing without distorting its importance.

Any brand rediscovering itself using digital transformation as the
impetus to build richer connections with its customers, needs to reflect on
the fundamental drivers of human desire. At an individual level, as people
struggle to find happiness and peace on a daily basis, through a series of
situations and moments that threaten disruption, brands seek to influence
thought and deed. It’s little wonder then, that brand intentions often meet
with unknown customer reality, and resultin unintended consequences.

26
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If a bank wants its new digital thrust to succeed, it must necessarily
appreciate the importance of 'experiences’ and how the brain processes
them.

At the very end of a profoundly moving symphony, during which the
listener had been transfixed and emotionally overcome at times, there was a
sudden screech from the audio system. When speaking about the concert he
had just attended, the listener said with great feeling that the dreadful
sound at the end, 'ruined the whole experience’. Daniel Kahneman
dispassionately points out the interesting inconsistency in the re-telling of
the experience. It was a concert of over an hour during which beautiful
music had transported the listener. That wonderful experience had
happened. [t was real. And now it counted for nothing, since the listener was
only left with the memory of the nerve jangling screech which accounted for
merely a few seconds.

Behavioural Science

What defines a story? Changes; Significant moments; and
Endings. Endings are very, very important.

The ‘experiencing self’ lives its life continuously. It has one
moment of experience after the other. What happens to all
those moments? The answer is straightforward. They are lost
forever. The psychological presentis said to be 3 seconds long.
Most of the moments in our life don’t leave a trace. Most are
completely ignored by the ‘remembering self’. And somehow
we have the sense they should count.

The biggest difference between the experiencing self and
the remembering self is in the handling of time. For the
experiencing self on a vacation, if the second week was just as
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good as the first week, then the 2 week vacation is twice as
good as a one week vacation. That’s not the way it works for
the remembering self. For the remembering self, the 2 week
vacation is barely better than a one week vacation because no
new memories were added. You have not changed the story.

The remembering self does more than remember and tell
stories. It's the one that makes decisions. We don’t choose
between experiences. We choose between memories of
experiences.

Extract from Daniel Kahneman session on 'The Experiencing Self and
the Remembering Self

The remembering self maintains the story of our life. It keeps score. It is
the eternal storyteller. The fact is, the memory of the experience matters
more than the actual experience. It's the remembering self that makes
choices. Daniel Kahneman calls this the tyranny of the remembering self.
Where the remembering self is dragging the experiencing self through
experiences the experience self doesn’t need. He muses, “How much do we
consume our memories? Why do we put so much weight on memory
relative to the weight that we put on experiences?”

With this insight, consider your last less than happy bank experience.
There is a good chance that it is more top-of-mind than all the good
experiences you've had with the bank, but filed them away as ‘did what they
were supposed to’. If a given procedure during on-boarding or any other
typical engagement stage is going to be inevitably cumbersome, it becomes
all the more important to ensure a ‘happy ending’ The manner in which the
particular interaction ends is all important, and impacts the way the
experience isremembered.
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Designing the experience

In the July-Aug 1998 issue of the Harvard Business Review(HBR), under
the Innovation section was a by now much referenced paper titled
'Welcome to the Experience Economy. Authors Joseph Pine and James
Gilmore related the entire history of economic progress to the four stage
evolution of the birthday cake.

Strapped for time,
parents neither
make the birthday
cake, nor throw the
party. The entire

eventis

Mothers Busy parents order outsourced to a

_make cakes from local business that

birthday bakery, which by stages a

cakes from Mothers buy now costs at least memorable

scratch, pre-mixed 10 times more exPerience - and
mixing farm : ingredients in i than the packaged : often the cake is :

ingredients : branded packs : ingredients i thrown in for free! !

Agrarian Goods-based Service Economy Experience
Economy Industrial Economy Economy

In search of a differentiated proposition and a non-commoditised
market place, ‘experiences’ were cited as the next step in the progression of
economic value. Staging a successful experience involves its meticulous
design, such that it can command an entry fee. This seemingly innocuous
suggestion is a breath-taking challenge. How must a digitally powered
bank re-design itself to be able to charge for admission? How can this
thought be extended in a category crowded with competition, shrinking
margins and hunger for fee-based income?

Since each experience involves an interplay between a staged event and
the recipient's personal state of mind, each experience is necessarily
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unique. This poses a tremendous challenge for the brand that seeks the
convenience of commoditisation with the advantages of personalisation
(real and perceived). Digital design holds out the promise of engineering
and delivering personalisation in a manner that is feasible for business, and
made viable by technology.

Models on the staging of experiences consider alternatives from passive
through active engagement, and which educate, entertain and provide
escapism, or a mix of the three. As we consider the evolution from agrarian
through service economies, the nature of offering transitioned from
fungible; tangible; intangible; to memorable. The key attribute had changed
from natural and then standardised, to personal. The method of supply
changed dramatically from stored in bulk; inventoried after production;
delivered on demand, to revealed over a duration. The seller was no longer
the trader, manufacturer, or provider. The seller was now the ‘stager’. And
the buyer, the ‘guest’, who was making decisions based on ‘sensations’, and
not features and benefits alone.

The digital bank can no longer afford to merely offer an exhaustive array
of products and services that mirrors competition. What efforts are being
invested to theme the experience? To go beyond a logical clustering, to
create an experience? To design experiences that do not cater to multiple
senses is limiting, be it in the branch, in self-service mode, during
interaction with bank staff, or in marketing collateral. What are the positive
cues built into each touch point that have been crafted to create a desired
impression? How many contradictory and negative signals have been
eliminated that detract from the bank’s stated key objective? What would it
take for a customer to want to own and use (and ideally buy) bank
memorabilia? Merely re-packaging the current product/service set does
notcreate the sort of experiences that build relationships.

30



Digital : The Art of the Possible

Point of View

Designing Memorable Experiences

We expect that experience design will become as much a
business art as product design and process design are today.
Indeed, design principles are already apparent from the
practices of and results obtained by companies that have (or
nearly have) advanced into the experience economy. We have
identified five key experience-design principles.

Theme the experience

Engage all five senses

Harmonize impressions with positive cues

Eliminate negative cues

i > Wb

Mix in memorabilia

Extract from ‘Work is Theatre & Every Business a Stage, B. Joseph Pine
Il and James H. Gilmore

Loyalty, commitment and life-long
relationships

There's an old witticism that says: If you want loyalty, buy a dog. For
more on the subject (a recent reprint rather literally features a picture of a
dog on the jacket), it is worth getting familiar with the thoughts of Jan
Hofmeyr in his book Commitment-led Marketing. The book states the key to
a brand’s profits are in the customer’s mind. Just because the customer
might habitually buy a product/service, this apparent loyalty might not
translate to ‘commitment’. Customer satisfaction is a poor predictor of
behaviour. The much acclaimed in its time ‘Conversion Model, enables
segmentation of users by commitment to stay, and non-users, by openness
to adopt the target brand. “After years of using customer satisfaction
measures | was extremely frustrated at the lack of correlation between
satisfaction and subsequent customer defection rates. The measurement of
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commitment, via the Conversion Model provided the vital link I had been
looking for,” said a seemingly committed Alan Gilmour, Brand and
Marketing Director, Lloyds TSB.

Should a Relationship Manager lavish attention just on high-value
customers who are already very committed? Is the bank spending too much
wooing customers who are unavailable? Or trying to have a relationship
with customers who don't want one? Digital demands intellect in brand
strategy and clarity of purpose in marketing. Technology can now blow
away many of the excuses poorly conceived brand decisions could hide
behind in earlier times. Fan blogs summarise Commitment-led Marketing
in a single thought-provoking sentence: The customers that your data says
are your most satisfied, may be the most likely to leave tomorrow, so are you
asking the right questions and measuring the right dimensions?

Google, Apple, Facebook and Amazon (the GAFA four), feel as essential
asthe air we breathe. In their paper, ‘Why Companies Need Their Customers
to ‘Love’ Them’, Barry Libert, Jerry Wind and Megan Beck Fenley, write of the
difference between transacting with other firms versus the profound
relationships we have with these brands. The like vs. love riddle asks
whether brands should expect customer loyalty, or should instead
demonstrate how loyal they are to their customers. If you've been dealing
with your bank for say the last 5 years, what has the bank ever done to
demonstrate they genuinely wantarelationship with you?

An Open Matters construct of customer types maps the Spectrum of
Affinity. Brands must move customers along the spectrum of affinity from
‘transactors’ - who have no relationship beyond the purchase, to
‘supporters’ - who regularly interact with the firm, to ‘promoters’ - who
share their enthusiasm for the brand with friends and family, to ‘co-
creators’ - who actually feel that they are partners with the organization.
The ‘co-creator’ space poses great challenges to conventional
product/service design, and this is where digital comes into its own. The
paper outlines a simple five-step (PIVOT) process to build organisational
capabilities to move from staging compelling experiences to co-creating
them.
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The PIVOT model

Pinpoint: Know your starting place. Gauge customer sentiment and
how well you know your customers, and how well they know you.

Identify: Take inventory of the places, if any, where customers
contribute to your organization. Take inventory of your customer groups
and their characteristics.

Vision: Envision a new future where you partner with your customers
in a new business model, allowing them to participate and share in the
value.

Operate: Begin shifting a small amount of your capital (including time,
talent, and money) to this new business model. Start small, insulate from
the politics of the larger firm, and prepare to iterate.

Track: Putin place new metrics appropriate for this customer-centered,
network effort. Add key performance indicators (KPIs) such as number of
interactions (sales or other), number of customer-partners, and value
returned to customers, to your standard financial measures. Use these to
guiderapid iteration.

Relationship contracts

Relationships are messy and complex, and managing them is hard work.
We know that from our personal lives. The lesson applies to brands as well.
Changing a brand relationship with the customer means changing the
manner of interaction. Change is the proverbial constant, and relationships
are in a continuous state of change. The start point is the contract. Every
relationship has one. If my relationship with the bank is transactional to the
point of cool indifference, it has an impact on how I behave, what I expect,
and what the bank can expect of me. If | seek a buddy, the extentand manner
of interaction I need is different, from what I will look for in a relationship
where [ seek a figure of authority to gently guide and take charge of my
affairs. To not acknowledge or misinterpret the role of the relationship
contract, is the beginning of the end.
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Driving relationships implies steering them towards a desired
destination. As between humans, relationships between brand and
consumer are important. But it's not just about being in a relationship. The
quality of the relationship matters. Toxic relationships are unhealthy and
better ended than allowed to fester and spread the damage. Non Performing
Assets (NPAs), stressed assets, and the precariously poised liquidity
situation based on poor quality transactions stand grim testimony to the
damage bad relationships can wreak on the health of a financial institution
and the economy.

34



Digital : The Art of the Possible

Immersive Innovation

Help! The Poisonis Spreading Fast

1.

Which are the most toxic and draining
customer relationships you deal with?

Forhowlonghas this gone on?

Share a couple of instances, from start
to finish.

How did that experience make you feel
aboutyourself?

Aboutyourbank?

Did it impact how you dealt with other
customers that day, or associated with
thatissue?

Do you think these particular customer
relationships can be turned around?

How do you feel your bank should
decide what relationships are worth
nurturingatany cost?

What exactly is the value of these
difficult customer relationships to
you/and your bank?

Question battery extract from a Relationship
Contracts immersive group session for customer-
facing bankers, exploring the subject of customers
thatdrain energy and resources.
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Immersive Innovation

The Digital Fix! Roll the Experience Cubes

Happy ; Sad (let down/disappointed) ; Angry ; Bewildered/
Frustrated ; Here's how to fix it

Roll the set of 5 experience cubes. Session participants pick
two experience types and take turns to share their story.
Scribe the entire story on the whiteboard/flip charts/
projected screen so participants can see the staccato capture
ofthe experience.

The experience face with a spanner symbol on it cues ‘Here’s
how to fix it. The participant who rolls this face of the cube,
should now attempt to share ways in which the issue could
have been handled differently/fixed/prevented with digital
design.

Warm-up experience sharing immersive group session, ahead of
detailed problem diagnostics and solution design.
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Chapter 3

Business
K ] ]
inetics
o
Monetisation is an outcome of overhauled customer journeys.

A commitment to the Segmentation of One, where relationships for life,
are built to last.

Product and services are crafted for relevance and value.
Apps are judged not by their profusion, but by their utility.
Better digital design makes better business sense.

tanindustry eventin mid 2011, I titled my session Banking 3.0 and

opened with the sobering implications of the reality that customers

wanted to ‘control their destiny’. Banks would increasingly drive
self-service as a means to delivering this clearly expressed customer need.
Competitive pressure, shrinking margins and early indicators of the
changes non-finance/banking institutions would bring to bear, were
already crowding into any conversation on what the future held in store.
With the importance of infrastructure development and maintenance,
speed, safety and security, and interconnected grids, the use of ‘highways’ as
a metaphor seemed appropriate. The criticality of anticipating accidents
and having disaster management systems in place, helped map the
metaphor quite comprehensively with banking imperatives.
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How will banks make money?

Working towards a low cost-to-income ratio is essential to successful
banking business. The business revolves around ensuring more customers
per product (MCP) ; more products per customer (MPC) ; and more
transactions per customer (MTC). Logically, this falls into three buckets :
new sell ; cross sell ; and moving customers from adoption to addiction. If
you extend the argument that banks provide a structured framework and
infrastructure for the movement of money, it stands to reason that banks
represent well designed and robust ‘highway infrastructure for transaction
flows”. There are three core highway grids - Local (country boundary) ;
Regional (Asia, Europe, Americas, and so on) ; and Global. Banks will levy
"toll' for transactions on the highways. Despite their rapid rise as powerful
independent financial channels in their own right, Amazon-like portals
remain in the large part, consumers of the bank infrastructure. The pressing
question that banks around the world ask themselves : What will drive more
traffic on Transaction Highways? This is impacted by highway capacity (8
lanes ; 12 lanes ; 24 lanes), the types of vehicles allowed (functionality), a
drive-at-your-own-pace mandate, and sheer simplicity of design. Bank
revenues and profits are directly related to traffic on the ‘transaction
highways'’.

6 Banking business imperatives

1. Signingup more Customer Segments and Customers
Offering them more Products and Services
Driving more Transactions from these products and services
Creating more Channels for these transactions
Enabling more Users to leverage these channels

o 1k W

Thereby, opening up more Fee points for the bank

The 3 forces of business kinetics

Business Kinetics is driven by the forces of Segmentation,
Products/Services (now rapidly rolled out as apps), and Monetisation.
Customer-centric design ensures the bank has a near permanent feed of
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customer preferences, likes, dislikes and extent of active engagement. This
should ideally feedback into the products/services engineered and
leveraged to build an enduring relationship with the customer. Besides
customer lifetime value that accrues to the primary bank, monetisation
opportunities will grow exponentially with premium relationship-based
pricing,.

Segmentation

A

Feedback

Monetisation Products/Services apps
Relationship-based pricing

In physics, the kinetic energy of an object is the energy that it possesses
due to its motion. It is defined as the work needed to accelerate a body of a
given mass from rest to its stated velocity. Having gained this energy during
its acceleration, the body maintains this kinetic energy unless its speed
changes. Business Kinetics for a bank, once designed and set in motion,
follows the same principle. Success demands Business, Technology and
Operations work closely as a unified team, never losing sight of end-
customer focus. Memorable experiences are the bricks with which
relationships are built. Empathy is the mortar that will cement relevance,
and ensure design is a sensory pleasure and makes better business sense.
The digital age breathes immediacy into possibilities, but business success
remains rooted in age-old first principles.

40



Digital : The Art of the Possible

Relevanceis everything

Segmentation is an age old concept. It had its origins in sociological
research in the 1930s. It entered the general area of consumer behaviour
research in the 1950s. In the November 1966 Journal of Market Research,
William P Wells and George Gubar introduced the nine lifecycle stages
which have since been institutionalised in marketing usage, and much

abused in the absence of their scientific use through sustained tracking and
course correction.

Full Lifecycle Banking
Wells & Gubar Lifecyle Chart 1966

Few financial burdens
Fashion opinion leaders
Recreation oriented

BUY . )

Basic kitchen equipment,
furniture, cars X
Equipment for the mating
game, Vacations

Solitary
Survivor
Retired

Better off financially than they

Solitary will be in the near future

: Bachelor
Survivor stage

Highest purchase rate and
. o still working higghest average purchase of
Eé%?)nﬁo%tem income durables.
BUY
BUY Empty Nest 2 . Cars
Medical related purchases - | Older married couple gguW'lYemﬂmed

White goods, Electronics
Furniture
Vacations

appliances ; care ; products || hgshiarenfiving

em
Head of household
retired

Full Nest 1
Empty Nest 1 Youngest child

Qider married couplg T Home purchasing at its peak
No children living lome p g p

with them Liquid assets low '

And the peak Dissatisfied with financial

of their career position and amount of money

Home ownership at peak

v ) . Older married | Youngest child saved
Most satisfied with financial couple with S0t over
position and money saved dependant

epe BUY
children Eﬂalgf rellated purchases

BUY A edicals

Interested in travel,

recreation, self-education

Financial position better
Some wives working
Less influenced by
advemsm%(

Larger pack purchases

Financial position better
Some wives working
Some children get jobs
Hard to influence with

advertising Multiple unit deals
High average purchase

of%ura esg P Eggdg -
BUY Cleaning materials
More tasteful home Durables for children
improvements Lesson fees
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Afeature article in the July 15, 1972 Bankers Monthly Magazine stressed
the importance of localised research on customer financial needs which he
cannot articulate (unstated needs spotting). It also emphasised the need to
recruit the right people - customer and marketing oriented folks inclined to
serve people and not use them, who can be taught banking procedures. It
was referred to as ‘systems selling’ or ‘packaged selling’ of banking services.
Robert Haas & Leonard Berry adapted the Wells and Gubar lifecycle stages
from a bank offering perspective, suggesting possible products/services

relevantatlifecycle stages.

POSSIBLE PRODUCT / SOLUTION RELEVANCE
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+ Checking account

+ Savings account for emergencies

+ Safe deposit box for valuables

+ Bank credit card

Automated disbursements analysis

against pre-established budgets

* Routinised instalment lending

* Insurance

* Priority standing for mortage loan upon
home purchase decisions

+ Free 'how to' seminars (home / home
maintenance / financial planning / etc)

Sign up for all or some.

Coordinated system of services
designed for life cycle circumstances
so that his financial services

needs, latent or otherwise,

can best be met
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9 basic classifications or segments of retail customers, and 9 basic
service packages spanned bachelor stage ; newly married couple ; full nest 1
- youngest child under 6 ; full nest 2 - youngest child over 6 ; full nest 3 -
older dependent children ; empty nest 1 - head working ; empty nest 2 -
head retired ; solitary survivors - working / retired. Long before apps
entered our daily vocabulary, they had clearly articulated the service
bundles that had the potential to be delivered as apps, providing the banker
the means to build relationships and apply differential pricing for each
product/service used. The graphic representation featured in this chapter
of this prescient article titled 'Systems Selling of Retail Services' in the July,
1972 edition of Bankers Monthly Magazine, faithfully renders the contents
of the nine lifestyle stages, as well the bank relevant package suggested by
Robert Haas & Leonard Berry for the full nest 1 stage. Content has not been
updated for current times, around 44 years later, and it all remains
remarkably relevant.

In a telling reminder of the enduring nature of sound business advice,
the article says, ‘What is really important is not how many individual
products/services are offered, but how many customers those
services satisfy in a profitable manner.’

Segmentation dissects a market into discrete customer groups based on

certain parameters.

e Ithelpsunearthunmet/unstated customer needs.

e [tenablesthe development of differentiated products / services.

e [t encourages customisation and prioritisation of offerings for select
segments for maximum business advantage.

e [tsuggestsresourceallocation for product development, marketing, and
delivery efforts.

The customer Full Lifecycle Value (FLV) metric is an obvious construct,
but rarely seriously considered in designing full spectrum customer
engagement. Whatis the current cumulative value customer x represents to
your bank? What is the y-on-y value read? What is your full lifecycle value
projection for customer x? Have you considered extended family, and other
connecting spokes from the opportunity hub customer xrepresents?
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While the customer segmentation goal is to learn how best to engage
with customers in each segment so that we might maximise business value,
learnings from past segmentation efforts often get buried in masses of
disconnected data points, with hasty and erroneous judgements drawn
from personal bias and the exercise of in-the-moment convenience.

Steve Jobs’ infamous contempt for research won much appreciation
from his devoted flock of decision makers across the world, who promptly
followed suitin the mistaken belief that each of them could dictate what the
consumer needs. Scientifically approached segmentation leverages
research powerfully to take informed decisions vs. high-risk leaps of faith
where the price of failure renders such an approach, a reckless
misadventure.

Segmentationin digital times

Traditionally segmentation involved slicing and dicing by
demographics, geography, psychographics, behaviour, and so on. The four
common types of segmentation used are : a priori (based on assumptions
about group parameters) ; usage (focus on heavy vs. other users) ; attitudinal
(motivating factors) ; and needs-based (of particular relevance in product
development).

The Segment of One is a phenomenon of digital times. Genuine
understanding and personalisation at an individual customer level was not a
scalable ambition earlier. While a grounding in segmentation is essential for
the intellectual rigour to appreciate the business advantage of effective
segmentation strategies, digital design finally provides the power to manage
every touch point, and commandeer every twist and turn in the customer
journey.

The word cloud hammers away at unit level deep understanding and
predictive capabilities of modern day segmentation.
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Data revolution Holistic targeting framework Big Data
Single Customer View Data Deluge Group to
Individual Granular

Real-time everything Omni channel Value

creation at every touch point Behavioural data augmentation
Business goals alignment Investment in the future

Active Collaboration Business-Technology-Operations harmony Enterprise-

wide Customer-centricity ACtive referrals
Feedback conversations Individual-level targeting

For all the customer data a bank possesses, it still remains in the large
part, tucked away into uncommunicative silos. The staggering amount of
rich data involved is intimidating to study, and strongly expressed opinions
about data overload and the cost-benefit of individual level understanding,
ensures the average bank knows too little about its average customer. The
quick fix of forcing all customers into convenient segments based on their
presumed needs, does not do justice to the potential of digital age
segmentation. But even before indulging in utopian fantasies of
intertwining third party and behavioural data streams, multiple and
disparate data sources across the various departments and businesslines of
thebankneed to be integrated.

Business and Technology must necessarily co-own the search for
customer insights. If such an effort is not on the CIO urgent/important
checklist, it’s unlikely to get the IT resources such an initiative will require.
Digital design encourages exploration, innovation, rapid deployment,
agility in course correction, and readying for scale. This is an investment in
the future, and requires a cultural shiftin the enterprise.

DigitalFace featured later in this book, is an omnichannel customer engagement
platform, uniquely designed to power the roll out of extreme segmentation strategies.
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Point of View
3 fundamental shifts in business Kkinetics orientation

1. Marketers will say my job has always been to understand
customer segments. The shift is to go from the segment to
the individual. It spells the death of the average customer.
Take the data and do things like real-time pricing, you're
going to do omnichannel... you're going to bring out the
latency in the data.

2. Evolution from reaching out to customers, to creating a
‘system of engagement’ that keeps track of interactions
between brand and customer, and uses insights to
maximise value creation at every touch point.

3. Cultural alignment and authenticity, as data is used to
personalise and contextualise interactions.

IBM CEO Ginni Rometty, CMO+CIO Leadership Symposium in Sydney
inFeb2013.

Value creation through digital design

InaJan 2015 McKinsey article, Strategic Choices for Banks in the Digital
Age, authors Henk Broeders and Somesh Khanna list four fundamental
ways in which banks can use digital capabilities to create value : Increase a
bank’s connectivity with all stakeholders ; Design truly amazing customer
experiences using advanced analytics - cutting across bank process silos ;
Make straight-through-processing and use of imaging more widespread -
automating and digitising repetitive processes, boosting productivity and
improving work flows ; Fostering innovation across products and business
models - including social marketing and crowdsourced support, as well as
digitally centered business models.
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A thought provoking exhibit in the same McKinsey article spells out the
potential rewards and losses associated with digital innovation. Schemas of
this sort serve as useful prompts in collaborative sessions on digital
strategy. More widespread STP remains the top revenue potential
contributor and reinforces a decades old effort by the industry to use
technology more efficiently. Merely slapping the word ‘digital’ onto any
existing financial technology initiative will not help the velocity and
direction of change. What is different in the ‘digital approach’ is its
unwavering customer-centricity and the focus on design for consistently
superior experience delivery. STP initiatives of old must be revisited in this
context. Innovative new products and services presented as apps, must be
interrogated for their ability to a) Contribute to positive experience in a
quantifiable manner,and b) Demonstrate stand-alone business potential.

Digital innovation in banking offers potential rewards and losses.
Impact from digital, % of net profit for retail bank

Potential threats | Potential opportunities

Innovative new offers Increased revenues from innovative
by competitors new offers and business models
Margin compression 16 [N
Increased revenues from new
. +10 products, distinctive digital sales,
and using data to cross-sell
Lower operational costs
I :0  from automation/ digitization
and transaction migration
Increased operational risk 6 .
Total 2 I s

Source: McKinsey analysis

Forrester uses the acronym SUPER (Next-Generation Digital Financial
Services, Alexander Hesse) to describe the five tenets of fundamentally
improved digital experience.
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Simple. They will make it easy for customers to achieve their goals.
Ubiquitous. They will interact with customers wherever they want to.
Personal. They will make the entire experience relevant to customers’
personal needs. Empowering. They will enable customers to take action by
themselves.

Reassuring. They will provide human help wheneveritadds value.

SUPER is a simple and sure-fire way to keep app design on track as well.
Customer studies around the world repeatedly show that current processes
are cumbersome and often confusing, help is not at hand when it should be,
and cross channel inconsistency is frustrating. For all the chatter about
designing better customer experiences, the focus seems to be more on all
the cool things technology can now do, rather than on truly understanding
the customer - the individual with needs and aspirations, in whose life the
primary banker can be intimately involved to mutual advantage.

Evolution of behavioural models to focus
on emotions and experiences

The emergence of behavioural science as an interest area in financial
services, recognises the importance of understanding the processes
involved in consumer decision making. About 300 years ago early
economists, Nicholas Bernoulli, John von Neumann and Oskar
Morgenstern, examined the basis of consumer decision making from an
economic perspective, and focused solely on the act of purchase. The Utility
Theory proposed consumers make choices based on the expected outcomes
of their decisions. This was the first of five major approaches to the study of
decision making, drawing on differing traditions of psychology,
emphasising the need to examine distinctly different variables.

Rational Economic Man (Persky, 1955) Focused on explaining only
purchases, through Utility Maximisation and Effort Minimisation.

Psychodynamic theory (Freud, Jung) Behaviour explained through
biological influence - instinctive forces and subconscious drives, rather
than individual cognition, or environmental stimuli.
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Behaviourist theory (John B. Watson) Little Albert study (teaching a
child to fear otherwise benign objects through repeated pairing with loud
noises), Ivan Pavalov (classical conditioning). Behaviour is learnt from
external events, with norole for state-of-mind/introspection.

Cognitive theory Drawn from Cognitive Psychology. Behaviour
explained through intrapersonal cognition. The individual is viewed as an
‘information processor’, with consumers actively seeking and receiving
stimuli to aid decision making.

Humanist theory (Nataraajan & Bagozzi, 1999) Concentrated on three
areas - Role of Emotions in consumer decisions ; Role of Volition between
intention-to-buy and actual purchase ; Role of egoism vs. altruism.

“There is a pressing need in the field to balance the rational, cognitive side of

marketing thought and practice with new ideas and research on the emotional facets
of marketing behaviour.”- Nataraajan and Bagozzi

Behavioural Science

4 Behavioural Models that directly impact value
engineering

1. The McCelland Model (Princeton 1961 David C.
McClelland - The Achieving Society) stresses the theory of
achievement motivation. Attributes the strength of a
motivation (ie. the active impulse to engage in some
activity), to the cognitive expectation that the activity will
produce a particular consequence, and also to the
attractiveness or value of that consequence to the
individual. Usually undertaken with the idea that
performance will be judged against some standard of
excellence. Presumably any situation that affords
challenge to achieve, must also pose threat of failure.
Theory of achievement focuses mainly on the resolution of
these two opposing tendencies.

For design exploration : winning opportunities ; contests ;

peer group ranking ; self-rating against pre-set indices ;
distance to achievement of stated goals ; etc.
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2. The Goffman Model (1959 Erving Goffman - The
Presentation of Self in Everyday Life). Role theory views
persons as actors ‘playing a role’. In the presence of
others, the actor is seen to organise his activity in order to
express an impression he wishes to convey. The
expression is known as ‘role enactment. The theory
studies role enactment of individuals in social settings.
Result of independent variables : role expectations ; role
location; role demands ; role skills ; self-role congruence ;
the audience.

For design exploration : customisation of ‘visible’ services
offered; graded service packs based on
financial/technology familiarity;, community
participation vs. leadership opportunities; etc.

3. The Festinger Model (1957 Leon Festinger - A Theory of
Cognitive Dissonance) : Balance Theory ; Congruity
Theory; Theory of Cognitive Dissonance.

Balance Theory: focus on individual’s perception of three
social elements - the person himself; some other person ;
some event/idea/object.

Two types of beliefs - like/dislike ; favourable /
unfavourable. People strive to maintain a state of balance
with no cognitive stress in the system.

Congruity Theory: deals with the direction of attitude
change. Theory centres on communication sources and
objects, or concepts which are related by either an
assertive (likes) or disassociative (dislikes) assertion.

Cognitive Dissonance Theory: deals only with
inconsistency which arises after the decision is made
(impacton brand experience and loyalty).

For design exploration : DIY product build ; attitude-
perception mapping ; post sign-up usage enhancement ;
up-sell/cross sell ; experience ratings ; referral
programmes; etc.
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4. The Riesman Model (1961 David Riesman - The Lonely
Crowd). Three major types of social character and modes
of conformity to culture & society.

Tradition - direction. General slowness of change ;
Dependence on familial ties ; Low social mobility ; Rigid
value structure. Conformity maintained by fear of being
shamed.

Inner - direction. Individual has feeling of control over
his life. While seemingly independent, he is guided by an
internal gyroscope based on values/principles acquired
from his parents. Riches, consumption as a sign of success,
rather than for own pleasure. Conformity maintained
through fear of guilt.

Other - direction. Behaviour according to expectations
and preferences of contemporaries. Peer group rather
than family provides guidance

For design exploration : DIY product/service build for self /
family/community ; guided self-assessment-driven
customisation ; group participation/recognition
opportunities aligned with personal preferences; etc.

Note — Use established constructs as thought prompts for
Immersive Innovation sessions. It's a great way for the
group to gain some familiarity with fundamentals, and use
this as a spring board for idea generation for applications in
the current business challenge context.

From branch banking extensions to
monetisable channels in their own right

Self-service channels were long treated as a path to reduced costs for
banks. With the squeeze on margins it has become important to monetise
these channels and explore innovative ways to use the ATM, internet, social
media, mobile, tablet, and now wearables, to deliver value to customers that
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they are willing to pay for incrementally. Each of these six channels are in
varying stages of maturity, and have distinct imagery, associations and
product/service mix expectations. While digital experience is supposedly
seamless, it is important to consider each channel independently, and treat
each channel as an independent business. This leads to aggressive
exploration of how best to use it to deploy maximum value. The customer
segments or needs each channel might address could vary. The extent of
overlap and continuity expected between channels will vary between
customer types. The opportunities are only limited by our willingness to
suspend disbelief and build all-new customer journeys from scratch,
without as-is constraints. We are now scanning for master keys that will
unlock the mysteries of on-boarding ; loyalty, increased usage, enhanced life
share, and any which way the customer - potential or current - can be
unpeeled to understand motivators and deterrents better.

The mostly commonly cited routes to monetisation across
channels include a mix of the mundane and the esoteric. In many cases
the basic channel/device category related benefit is wrapped in a
product/service offer. First mover banks have proudly published white
papers on their efforts, and are frequently referenced in any conversation in
an industry looking for the reassurance of the tried and tested, while also
wanting to be looked up to as a trail blazing innovator. Banks around the
world are constantly experimenting with the value mix, and incremental
utility each change in variable might bring. In some cases, usage is
widespread, or limited to some lines of business. Just-off-the-design-floor
concepts are in the early field trial stage. And in some areas, non-industry
players have forced banks to quickly imitate innovations, lest they lose
ground and share of wallet (no pun intended).

It's one thing to design a clever feature and throw it into the mix, hoping
it will gain traction. It’'s another matter entirely, to design a relevant feature
that addresses a need, and can be charged. Relationship-based pricing is
just one of many pricing dimensions. More technically comfortable users
might warrant a pricing model different from those who might find self-
navigation cumbersome.
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Internet Banking must-haves most frequently brainstormed
(monetisation opportunities- partial list)

ONE

1.1

1.2
1.3
1.4

1.5
1.6

1.7
1.8

1.9

Personalised website that drives all financial
needs

Pre log-in customisation ; calculators and simulators ;
smart search & compare ; subscription ; non-bank
customer engagement

Postlog-in extreme personalisation

Currentgeo location and device identity

Triggered screen views and related information (news &
offers) feeds

Configurable screens

Engagement conversation threads (cross department
and tagged)

Active alerts & reminders

Networking opportunities ; purchases and reviews ;
perspectives and opinions

Personal experience feedback

TWO
2.1

2.2
2.3
2.4
2.5
2.6

2.7
2.8
2.9

Instant Relationship Views with the level drill downs

All accounts/all family consolidated views (templated
and DIY)

Drill down detailing and instantaction enablement
Configurable statements (templated and DIY)
Entitlements & Authorisation charter

Excel import & export capability

Extent of engagement by number of contact points and
other pre-set metrics

Smartanalysis
Use and save SIMs (templated and DIY)

Multi-channel view of the customer, for the customer
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THREE Rapid Rewards and Lifecycle Commitment

3.1
B2
B
3.4
3.5
3.6

3.7
3.8

39

Recognition

Rewards points counter and clearly stated milestones

All account - all family views

Auto and compulsory redemption

Wins for every new and enhanced engagement point
Wins for milestones - credit or debit side

Empanelled and customer specific vendor on-boarding
on rewards programme for proactive points wins, for
any and all contact points

Feedbackrewards

Mega lifecycle commitment recognition (eg. win a
holiday/car for being our customer for x’years)

Steady Wins for committed Primary Banker relationship
status

FOUR
4.1

4.2

4.3

4.4

4.5

4.6

4.7
4.8

4.9

Pervasive Payments

Payment Exchange (number of entities/transactions/
value) graded plans

SME cross border preferential payments plan (free
collection/low currency conversion/real-time money
transfer)

Payments dashboards and analytics (templated and
DIY)

Multi-tiered enhanced security plans (call-check/facial
recognition)

Cashback slabs for varying transaction values within
specific periods

Peer-to-Peer Payments plans (instruction settings/
immediacy options/statements/analysis/reward
points/ incentives for peer on-boarding)

Group Payments

Social Media payments (enrolment/rewards for usage
and peer on-boarding with possible trail benefits from
ongoing peer engagement)

Travel and forex services graded plans
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5.1
5.2
5.3

5.4

5.5
5.6
5.7
5.8

Digital : The Art of the Possible

Loans
Pre-approved and accelerated approval graded plans
Auto-filling of forms

Add-on benefits (same/complimentary/other
categories)

Document Management service (for loan period/
extended forlife)

Milestones - recognition/rewards

Dynamic and bank-certified Credit Scores

CreditScore account

Peer-to-Peer Lending registration and process
trail/regulation

SIX
6.1

6.2
6.3
6.4

6.5

6.6

6.7
6.8

Virtual RM

IM/chat/video call/phone call/on-site visit - graded
packs

Periodic web conference relationship reviews

Video consultation with specialistadvisors

Screen-share analysis sessions with pre-post read
documentation and reports

Total Primary Banker relationship ownership (within/
extending to liaison with other customer financial
contactpoints)

Digital KYC and process management
Journey photo albums (pre-set themes and DIY)
Family tree (pre-set themesand DIY)
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7.1
7.2

7.3

7.4

7.5

7.6

7.7
7.8

7.9

Business Kinetics

PFM Central
Accesstovertical specialist personal advisors

Goal-based planning SIMs and milestone recognition/
rewards

Cross-industry holdings data aggregation and
compilation

Intelligent cash flow management with in-built alerts
Tax computation and filing

Insurance coverage optimisation and policy
management

Property investments management

Portfolio management (stock market investments,
including commodities and precious metals investment)
Financial Health dashboards and analytics (templated
and DIY)

EIGHT
8.1
8.2

8.3
8.4

8.5

8.6

8.7

8.8

8.9

Digital Vault

Digital KYC and periodic refreshes

Assisted/on-site document scanning and uploading
services

Attestation/Certification/Notarisation services

Third party document presentation for verification
services

Bank-certified list of important documents held in the
locker (by specified classification)

Multiple plans based on holding period ; value-added
services; storage capacity

Access control and document e-mail/print copy/ deliver
services

Third party single/multiple/always-on integration
services

Disaster mitigation true copies service
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NINE Estate Management
9.1 POA/DNR orders/Wills - preparation and execution
within pre-setboundaries
9.2 Escrow account management till settlement of stated
financial affairs
9.3 Legaladvisoryservice

9.4 Regulatoryauditand compliance service

This was a limited list of ways in which incremental monetisation can be
leveraged from internet banking. The grouping is indicative of the output of
a particular session, and can be re-set based on other parameters. Similar
sessions run for other channels will typically focus on the services tied to
the specific channel attributes/functions.

Global studies show distinct patterns in the channel and usage mix.
More 'serious’ (higher value) banking transactions tend to happen on the
desktop/laptop. Users in western economies are more wary of security
risks and conscious of possible exposure in mobile banking. For developing
economies, where rapidly mushrooming mobile penetration compensates
for historically limited telecom infrastructure, the mobile as a channel in its
sheer volume x limited value transactions, adds up to a formidable total
transaction value. Speaking at the recent World Economic Forum in Davos,
CEO Chanda Kochhar (ICICI Bank - leading Indian private sector bank)
revealed “Mobile banking has overtaken branch transactions in the current
year, while digital solutions have made the branch experience much faster
and more resource-efficient.” The bank is targeting transactions worth
Rs.80,000 crores (USD 12 billion) through mobile by end March 2016.

Any meaningful omnichannel discussion will consider the Gartner Hype
Cycle (2010), more so as we contend with new channels, and where they fit
in our search to identify the next big opportunity. The Gartner Hype Cycle
plots the hype and subsequent disappointment associated with new
technologies.
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The five phases of the Gartner Hype Cycle:

1. Technology trigger : It's in the market. It's been spoken about
everywhere. Have your tried ityet?

2. Peak of inflated expectations : Hype is at its peak. Mistakes are
being called out. But whatabout ...?

3. Trough of disillusionment : Fails to meet expectations. Its usage is
now beyond early adopters. It's old. It's dated.

4. Slope of enlightenment : Media coverage has ebbed. Hype is done.
In some cases new versions are introduced, or new uses become
apparent. [ never thought of it like this before.

5. Plateau of productivity : Benefits are widely demonstrated and
accepted. The 3.0 version moves from experiment to experienced
success. No hype. In common usage.

The Diffusion Model tracking phases of new products (innovators ; early
adopters), and established products (early majority ; late majority ;
skeptics), takes the form of a curve that rises gradually at first. The critical
point for any innovation is the transition from the early adaptors to the
skeptics. Early adopters are seen to turn away from the product as soon as
critical masses accept it, in search of the next new thing. The Decision Book
(Mikael Krogerus and Roman Tschappeler) outlines fifty models for strategic
thinking, many of which should go into your enterprise tool kit for
Immersive Innovation sessions.

Since many of the newer channels are in the early stages of adoption, it’s
early days yet to take a view on how they will fare. As banks leverage digital
for innovation, they are increasingly looking to seize the high ground.
Financial institutions associated more with wary and risk-averse
acceptance of new concepts and technologies, are now experimenting with
new found fearlessness. In the case of social media, early bank attempts to
establish a meaningful presence have met with mixed responses, but the
channel is too large, and too important a source of customer insight
breadcrumbs to not successfully navigate. Wearables, and the importance
of not getting left behind in the rush to have something/anything to offer on
this channel is a sign of our times - the speed of technology innovation ; the
non-industry squeeze into traditional banking space ; the constant worry
aboutappearing dated, or getting left behind.
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ATM Banking must-haves most frequently brainstormed
(monetisation opportunities - partial list of headers without
next level abstraction)

ONE Cross-sell/up-sell marketing environment
TWO Customised screens and last usage contextsetting
THREE Accountopening/new transaction enablement
FOUR Video Banking with anytime tutorials and specific period live
RM assist (own bank ATMs)
FIVE Incentivised cash deposit (cashback/reward points/freebies
-toboostspecificunderused ATM services)
SIX Mobile passkey facility for card-less ATM operations
SEVEN Fun photo booth (using in-built camera) with print copies
instruction to assigned digital labs
EIGHT Bill Paymentand Money Transfer services
NINE Passbookupdation
TEN Statement print-out with special offers of the day at local
empanelled vendorsacross categories
Mobile Banking must-haves most frequently
brainstormed
(monetisation opportunities - partial list of headers without
next level abstraction)
ONE Wallets (open ; capped to load amount ; gift ; select vendor
access)
TWO P2P payments/Group payments/Bill payments
THREE Location-specific offers
FOUR Travel notifications/ATM locator
FIVE Video Banking - tutorials
SIX Virtual RM - call/IM /video call
SEVEN Balance checkand alerts (pre-set modes and DIY)
EIGHT ATM activation passkey enrolment/SMS code cash access
NINE Proxy digital identity enrolment/device lock and locator
enablement
TEN Contactless payment at NFC-enabled merchant terminal

(Multiple payment cards in a single app)
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Tablet Banking must-haves most frequently
brainstormed

(monetisation opportunities - partial list of headers without
nextlevel abstraction)

ONE Drag&drop paymentsand transactions
TWO Infographicstyled reports (templated and DIY)
THREE Tutorials and step-by-step guides to action (rewards for usage
progression)
FOUR Location-specific offers
FIVE Bank-on-a-tabletfull process functionality
SIX Virtual RM - call/IM /video call
SEVEN Goal-based planning through transaction, with rich graphic
interfaces
EIGHT In-branchtabletusage guided familiarisation
NINE Apps clusters graded plans (additional features based on
selected plans)
TEN Visual/virtual tour-led selling across lines of business (own
and third party)
Social Media Banking must-haves most frequently
brainstormed
(monetisation opportunities — partial list of headers without
next level abstraction)
ONE Account opening and transactions through facebook and
twitter
TWO Referral rewards programmes
THREE Point of View/feedback for third party platforms
(empanelled reviewers)
FOUR Customer Journey (lifetime ; transaction cycle ; point in
time) conversations
FIVE Citizen reporting - self loaded videos

(commentary/experiences/tutorials)
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SIX RM connect
SEVEN Payments (P2P)
EIGHT Charities and events engagement
NINE New product development (co-ownership of the process)
and goal-oriented challenges
TEN Co-ordinated group funding for select causes (transparency
and earnest community initiatives)
Wearables Banking must-haves most frequently
brainstormed
(monetisation opportunities - partial list of headers without
next level abstraction)
ONE Balances/recent transactions at a glance (configurable data
points)
TWO Alerts (configurable)
THREE Payments (P2P, group and by wallet types)
FOUR Bill payments
FIVE Rewards alerts
SIX Virtual RM - connect
SEVEN Location-specific promotions
EIGHT Bio-metric authentication
NINE Contactless payment at NFC-enabled merchant terminal
TEN Mobile banking core functionality re-engineered for

wearables
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Point of View

Ten strategies from non-banking industries to meet the
needs of the increasingly digital consumer. Innovations
already commonplace in other industries that will improve
sales, service and productivity atbank branches:

Beacon Technology

Facial Recognition Software
Heat Map Technology

3D Augmented Reality

Business Process Management
Recommended Product Engines
Highly Trained Staff Deployment
Tabletop Tablet Solutions

O 0NN

Preferred Customer Programs
10. Appointment Setting Technology
Chad Davis, FMSI, The Financial Brand
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Point of View

Tworesponses to digital disruption today

One. Shut one’s eyes and hope the problem goes away, or at
least materialises on someone else’s watch.

Two. Blindly mimic what start-ups are doing. Witness the
number of banks offering mobile wallets, apps and building
conceptdigital branches.

More successful three-pronged approach

First. Use technology to radically simplify the customer
experience. Think Uber and Amazon, and use them as
benchmarks for simplicity.

Second. Get teams working on radically simplifying and
speeding up internal processes. Think about a 95% reduction
inthe time toapprove aloan or openanew account.

Third. Get into strategic partnerships with promising
start-ups.
Ravi Venkatesan, Chairman, Bank of Baroda
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Immersive Innovation

New ‘neighbour rating’ feature from Airbnb

“A new tool will let neighbours weigh in with feedback on

Airbnb properties nearby. The feature will let neighbours

enter comments in an online form. Feedback will be reviewed

by Airbnb’s customer support team, who will then take action

asnecessary.’

Yasuyuki Tanabe, Airbnb, Japan

1.

Let the group read the published write-up on the new
development from Airbnb.

Consider ALL the reasons why this feature might have
been considered.

Whiteboard the various segments for whom this new
feature might have appeal.

For each segment, list the current pain point this new
feature mightaddress.

For each segment, list how this new feature will actually
addressthe pain point.

Debate what aspects of the new feature are ‘nice to have’
and which, ifany, present opportunities for value creation.

And only now, consider the bank environment. How can
this new Airbnb feature be extended to banking? Or, what
ideas does this trigger for business value creation for a
bank?

Consider multiple stakeholder segments, current pain
points, and bank business goals.

Discussion points from a non-industry ‘new feature’ immersive group
session for bankers, focused on innovation in business value creation.
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Chapter 4

Anatomy of
Customer
Experience

From many disconnected Touch points, to several staccato Journeys.

The seamless Journey through time of a Customer for Life.
From user experience to customer experience

elivering the same experience across touch points, became the off-

the-cuff stated outcome for digital efforts across channels. The

problem with this approach was its tendency to continue to focus
on each touch point as a silo. To then improve the experience associated
around each touch point. And after that, attempt to stitch it together with
the experience delivered at the next touch point. This daisy chain approach
was not optimal. The results, inadequate. The overall experience remained
disconnected. ‘Customer Journeys’ suddenly hit the top of the charts in
vocabulary usage as the focus shifted from the product functionality-
delivery at a touch point, to the process stages benefit payoff for the
customer, from initiation-through-fulfilment. When the goal is to be
Primary Banker to the customer, the playing field broadens to ‘life
journeys’ Channels become incidental. Omnichannel experiential
consistency is merely a means to an end. The emphasis is on designing a
string of memorable experiences over time, each of which plays a role in
cementing the relationship.
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With so much of digital design emphasis on how screenslook on devices,
and how interactions are managed across them, it's only natural the UX
(user experience) conversations have been defined by what might appeal to
the user, within technology and operational constraints. In his article, Great
UX Doesn’t Guarantee a Great Customer Experience, Adam Richardson
writes, ‘It’s one thing to create a greatlooking product that's easy to use. It’s
another to create a great experience that continues to improve, delight, and
expand in scope over time. The first is user experience. The second is
customer experience. He describes a 5 point plan to jump from user to
customer experience:

1. Integrate across touch points (customers expect this. It's hard to do
consistently. Cross-team design collaboration)

2. Don’t ignore the plumbing (behind-the-scenes infrastructure that
passes customer data around so that it can be employed at each
touch point)

3. Make the experience personal (acknowledge individual customer's
situation and demonstrate understanding of their specific needs)

4. Make feedback part of the customer experience (make gathering
feedback anintegral part of the experience itself)

5. Iteration of the user experience is essential (to improve usefulness
and usability.)

Agile technology design platforms are expected to support nimble
innovation, from which products can be built literally on-the-fly. With an
omnichannel platform like Digital Face, there are no technology constraints.
It comes down to an honest appreciation of UX design in the context of CX
(customer experience).

The inevitable start point

Web, portal, individual screen design tends to be rather subjective.
There are highly rated designs that are envied most by those least likely to
ever adopt them for their own enterprise. There are references from other
industries that captivate, but seem irrelevant in financial services, where
regulation suddenly becomes a design constraint. Within the industry, and
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from the burgeoning non-industry innovators, there are aesthetic
flourishes, and an undeniable raising of the bar in usability, engagement and
appeal. If imitation is the sincerest form of flattery (Charles Caleb Cotton),
thereislotofitgoing around in the treatment of pre log-in, landing, enquiry,
transaction, investments pages, and messages & alerts. There are distinct
design patterns to be seen across bank portals and in screen designs.
Studied with an open mind, this provides a rich start point for exploration.
Before which, the Tower of UX Babble mustbe scaled. Add to this list of often
contradictory opinion on UX design. There seems to be a high level of
consistency of this babble across geographies, and financial institution
profile.
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Tower of UX Babble

| | like that element of what abc bank has done.

L Look at what xyz bank has done.

Take this from here, that from there,
and make it look different.

| Make it more intuitive.
‘ Spell it out more clearly.

Let's do something cool. J
r Banking is a serious business. l

Foo dated.

r More contemporary. J
l More alive. J
rWiII put off more conservative customers.J
\ My customers won't like this. J

This will appeal to their
customers, not ours.

| This is what | lke. |
r That won't work in our market. J
| Too abstract. l
l Too obviomﬂ
| Gamification! That's what we need. |
rThis is more fad than phenomenon. \
rlnfographics! That will change the look completely.J
r This is how customers are used to seeing data.
| This won't work on mobile. J_\
Is this required on mobile at all?
\ Is it aligned with my brand personality?J

Are other banks looking
at us for inspiration?

Let's not re-invent the wheel.
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Design patterns

Set aside your bank for a moment and embark on a voyage of discovery,
where all judgement is suspended. As you consider what others are doing
with their websites/portals and UX, design patterns emerge. Each of these
brands basically face similar challenges, no matter their size, number of
products, or scale of their ambitions. It's instructive to observe how they
engage atthe prelog-in stage, and then what they do postlog-in.

The design discovery adventure must include non-category brands as
well. There is an exciting world out there that provides thought provoking
stimulus. Much restraint will need to be applied to prioritise the rush of
ideas you will generate, as you begin the process of adaptation for your
needs, and begin piloting engagement drivers to test for incremental
customer experience delivered.

The limited selection of banking related screens curated for this chapter,
serve as a lamp post for illumination. This is not a best practise listing.
Everyone has done their bit of personal exploration and has at least a few
references they cite in conversation. Use this collection as a start point and
build your library of design patterns. Group them as you think fit. Commit
your observations on each pattern to a short note. Refresh your library
periodically. Check when was the last time you used your library to move an
idea from ‘something interesting others have done’, to ‘something we're
proud we've done in design, that's made a genuine difference’.

Some of the design patterns the following screens reflect, and arranged
inno particularorder:

¢ Prelog-in drama (messaging; product sell; themes; personalisation ;

subscription)

¢ Memorablevideos -relationships; education; sell

e Simulations, calculators, planners and more

e Strongcustomer segmentation orientation

¢ Trusted,and pridein heritage

¢ Comprehensive productslisting
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¢ Productdetailing and descriptor charts

¢ Local community connect

e Featureslistingacross devices

¢ Advisor Connectby specialisation

¢ Catchthemyoung!

¢ Rationalised navigation around fewer key paths

¢ C(lassicpagelayout conventions

¢ Relevantdatastreams

e Synergiesbetween site & transaction workspaces

The Intellect design construct recognises users were unhappy with
traditional portal solutions, where they would get lost in a complex menu-
driven navigation process. The bank website would classically be distinct
from the post log-in experience, rendering the former virtually irrelevant
for an existing customer. Education - On-boarding - Retention and Growth -
Referrals - Feedback - Contributions to product/services development -
Participation in communities and ongoing conversations - are gradually
going to become a single Mobius strip-like seamless continuous
engagement loop. This requires singular commitment to design from the
get-go, and a digital technology platform capable of moving design vision to
experiential reality.

As you turn the pages on screens from Salem Five, Johnson Bank, Frost,
ASB, Silicon Valley Bank, Virtual Wallet (PNC Bank), Simple, Customs Bank,
ING and Axis Bank, it's important to not get drawn into immediate
comparisons with your bank or others you admire. Let the thought prompts
these screens evoke, wash over you. The brief narrative with each screen is
an opinion expressed. It's a reminder that you need to invest time in a
similar exercise of your own, complete with images and corresponding
points of view, which you can use in your design review sessions.
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Less is more, and a word on time-tested
column design frameworks

Great design strategy is as much about saying ‘no’, as it is about trying to
beall thingstoall people.

To achieve a unique and valuable market proposition, clear trade-offs
need to be made. If we want to achieve the highest possible value, we must
provide customers meaningful experiences, not just a collection of
functions.

In the Creation of Value pyramid, Paul Noble-Campbell (How to Create
Compelling Brand Experiences) places ‘Functional’ (performs basic tasks as
expected) at the base. The next layer is ‘Contextual’ (makes life easier with
new features), and then ‘Emotional’ (creates emotional connection by
exceeding expectations). Building up to the apex ‘Meaningful’ (leaves the
user craving for more by creating compelling and transformative
experience).

Since rapid innovation is synonymous with digital, there is a reckless
rush to tinker with, and often dramatically alter UX. This frenetically paced
activity is often a convenient excuse to avoid the urgent, important, and
frankly more difficult task of overhauling the many dimensions of Customer
Experience (CX). Banks will do well to carefully design UX that helps deliver
first rate experience, and leave it well alone so customers may enjoy the
comfortofthe familiar.

The evolutionary UX design journey will take onboard own, industry
and non-industry innovation. Aesthetic sensibilities will change over time,
sometimes influenced strongly by decision makers of the moment. Some
basic frameworks related to column design have endured over time. These
are more robust, and work better.

¢ The three column design desktop framework is optimised for
multi device adaptation and ease of navigation

¢ The single column mobile scroll down design framework is
most efficient with slide in panels from left and right, and accordion
drilldowns
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3D design in UX grammar

UX grammar encompasses the Visual ; Content ; and Placement dimensions.

16.8.3 Design Dynamics

1.1 Setup band

1.2 Product band

1.3 Services band

1.4 Current transactions
1.5  Contextual menu
1.6 Instant Action

1.6.1  Alerts
1.6.2  Instant
Transfer

1.6.3  Next Payment

1.6.4  Rewards Points
Redemption

1.7 Instant View
1.7.1  Graphical
representations
1.7.2  Flow bands
1.7.3  Milestones
1.8  Contextual offers
1.8.1  Transaction

related
1.8.2  Customer/
segment
related
1.8.3  Location
184  Time
1.8.5  Channel (social
media)

1.9  Customer
Communication box

Elements for | (chat; audio-video)
Screen Layout 1.10 Messaging (content ;
videos)
o 117 Simulations

1.12  Social media interface

1.13  Advisory Assist
1.13.1 Active help
1.13.2  Error navigation

1.4 Locator (and contact
options

1.15 Advertising space
(panels, ticker)

1.16  Search

Plumbing &

Wiring
Colour
Shape
Font
Size
Placement
Navigation
steps
Pop ups
Data layout

e e Aesthetics

Integration
of all touch
points

[t et et nh ot st odat
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Anatomy of Customer Experience

The infinite design possibilities reside within a finite three-pronged
approach to UX.

1. Elements for Screen Layout

2. Integration of all touch points

3. Aesthetics

The 16 suggested elements of screen layout (refer Design Dynamics
schema) are intentionally finite. You will find most design elements most
commonly used by banks anywhere in the world, will figure on this list, or
will find their place in a sub grouping. Sometimes there is reassurance in
realising the scope of the design task athand, and thata structure in factaids
and does notdetract from creativity.

Point of View

On structure and discipline not hindering creativity and
innovation

“Shakespeare wrote his sonnets within a strict discipline,
fourteen lines of iambic pentameter, rhyming in three
quatrains and a couplet. Were his sonnets dull? Mozart wrote
his sonatas within an equally rigid discipline - exposition,
development,and recap.”

David Ogilvy

The indicative 8 aesthetic dimensions again point to a finite set of areas
within which creativity can be explored, with a clear view on desired
outcomes of usability,and arole in overall experience delivery.

In ‘7 Secrets for enhancing UX with micro-interactions’, Dmytro
Svarytsevych speaks of human-centred design, where the application
adopts everyday language, emotions, colloquialisms, with ‘come hither’
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appeal, always ready to give advice to enhance your experience, and
sometimes even make you chuckle. Micro-interactions provide users with
needed feedback and an understanding of the ongoing processes, making
an interface approachable no matter how complicated the logic behind it
may be. You'll find the 8 great tips in his paper on micro-interactions
detailing add another valuable design layer to the 16.8.3 Design Dynamics
construct, urging the careful crafting of the little things that will make a
dramatic difference across the userjourney.

1. Show System Status - Keep your user informed about what's going on
inanengaging manner.
2. Keep Context - Device screen size is not an excuse for confusing

navigation. Provide steer.
3. Guided Tour of Non-standard Layouts - Use flips, scrolls, tumbling

and rotating characters and more, to ensure no interaction road blocks.

4. Calltoaction - Encourage engagement and desired action outcome. Aid
addiction.

5. Visualise input - Making data input evocative enhances quality of
results, and lifts the entire process experience.

6. Make tutorials come alive - Post application launch tutorials
(animated or otherwise) can help highlight basic features and usage
steps to minimise friction and frustration.

As you design Ul for specific customer personas and short customer
journey cycles, in small tightly knit collaborative teams, constructs like
16.8.3 Design Dynamics will prove to be liberating. This holds good for
review sessions as well. The construct allows a critical study of own and
others' innovations and a dispassionate sorting of ideas into easily
understood buckets. Take the ‘contextual offers’ bucket for example. The
construct suggests five possible heads. You could perhaps add another four
if you like. But stop with that. You now have a finite set of ways in which
contextual offers can be delivered. Now focus your design energies on
exploring approaches within each route, and how to test each alternate
design for messaging delivery, and against pre-stated outcome measures.
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Anatomy of Customer Experience

Screen layoutvocabulary

The real estate space on a desktop screen has been carved up into five
broad segments. Applied with the Design Dynamics construct, this
seemingly obvious schema maps out configuration blocks we know
intuitively. Once again, the structure this provides is liberating. All the
engagement innovation we conceive, and all the design paths adopted to
create experiences, must ultimately feature somewhere in this grid. There is
by now, a certain familiarity with what goes where across the screen. But the
calls are most often taken intuitively, or based on what seems to be the
trend. A canny designer will rely on analytics to test and fine tune alternate
message-layout combinations and fine-tune for maximum impact.
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Anatomy of Customer Experience

It's not really important whether your design approach is desktop-first
or mobile-first. What is important is an appreciation that engagement is
how people choose to get value from the user experiences their devices
enable. The onus is on you to ensure engagement drives your design
philosophy, and is suitably interpreted to best take advantage of the
features of a device or channel, and to work around its constraints. In
general, conversion drops off sharply the more the scrolling and click-
throughs that are required. Above the fold messaging seems to fare better,
which makes one wonder about the endless one-page scroll down designs
that spread like wildfire a few years ago. Ask yourself how best the
particular device functionality is beingleveraged in your design.

In an Harvard Business Review(HBR) paper (Don’t Confuse
Engagement with User Experience), Michael Schrage of MIT Sloan School’s
Center for Digital Business, strongly urges as much creativity and ingenuity
around engagement design, as for user experience. Reflecting on Apple and
Android UX designs, he sees the former driven by engagement, and the
latter merely enabling engagement. This builds his hypothesis that Apple’s
UX metric encourages Return on Engagement (ROE), while Android
emphasises ease of use and opportunity. “A decade ago, companies hurt
themselves by treating ‘interface design’ as what you slapped on to your
finished product. Today, innovators hurt themselves by treating
‘engagement’ as a subset of the total UX. Don’t make that mistake. Re-engage
with engagement.”
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Immersive Innovation

Ihaveanldea,and hereitis.

Ahead of the session, bind tracing sheets into pads cut to device
form factor dimensions. A basic kit will contain one pad each for
desktop ; tablet, mobile (large and medium screen), and a
watch. You will need drawings pencils, erasers and sketch pens.
1. Designtheideal prelog-inscreen.

2. You've always felt that the postlog-in landing page needs a

total overhaul. Show me how.

Extract from an immersive group session on UX design. Get
participants to choose at least two devices so they can extend / re-
interprettheir designs accordingly.

Designinsights

1. Create a journey map of the problem/opportunity area you
want to design afresh.
Trace the customer journey from start to finish, capturing every high
point, low point and every step of the experience. For this experience
audit, use images, quotes, anecdotes, stories, anything that will help
reveal the twists and turns of the journey. The more vividly told the

story, the more insights they will uncover.
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2. Decide on the minimum viable product and the feature set that
mustbe exemplary.
Clarity on what is essential is often lost in the fear that the offering
set will seem limited in comparison to a competitor that highlights
width. The best designs single-mindedly address needs
(stated /unstated) brilliantly, and abhor clutter.

3. Design colour-blind mode and test in monochrome and grey
scale.
An estimated one-in-ten people are colour blind to some extent.
Evolved UX design features a colour blind mode. Smart design factors
in best principles to minimise usage of hues that are too close. Factor
in groupings of colours, temperatures, and additional visual aids that
help differentiation.

4. Eachinteraction and transaction type has a mood which design
needs to consider.
'Requests’ tend to evoke more passive mood temperature, than the
more active and alert temperature related to transactions. The
passive mood of a change password-like security process, can
quickly deteriorate to an irritable and hostile mood swing when
faced with unexpected difficulty or delay in journey fulfilment.
Design for the many moods of transactions.

5. Customers will make mistakes and design must necessarily
anticipate this.
There are predictable errors. There are circumstantial errors caused
by events in the customer’s life at the point in time. Errors are a
design opportunity to demonstrate empathy, and earn trustat a time
when the customer is emotionally vulnerable and needs help most.
Intelligent error design wins hearts and minds.

This is a random list of 5 thought prompts from the Design Patterns - Insights
to Action modules conducted at 8012 FinTech Design Center. Book a workshop
to explore actionable design insights. Refer resources like GV Design Sprints to
get a feel for how you can run your own workshops. Develop your dynamic list
of design insights and keep track of how they are reflected in your UX design.
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Point of View

Recognition and application of patternsin design

People's goals fall into one of three categories:

Give meinformation = ... Information Pattern
Ineedto complete thistask .......... Process Pattern
Letmecreate @ ... Creation Pattern

The right pattern to use when people need to browse,
compare, comprehend, or analyse information - Maps;
Newsreaders; Online Stores; Media Players; Dashboards; etc.

The right pattern to use when people need to provide
information in a structured manner - Product
configuration; Set-up/installation; Book; Fill out forms;
Checkout; etc.

Application pattern process steps - for complex or infrequent
workflows; show the steps; provide clear navigation; let
people skip ahead; keep the goal visible; etc.

The right pattern to use when people need to create new
content or modify existing content - Illustrate; code;
diagram; photo editing; document/write; etc.

Application pattern - creation: allocate the most real estate
for the workspace; utilize contextual tools - show them only
when they are needed; undo and redo are mandatory

Ofthe 100 patterns identified for rich interactions, the author
whittles them down to 6 principles: Make it Direct; Keep it
lightweight; Stay on the page; Provide invitations; Use
transitions; Reactimmediately.

Designing Rich Applications, Theresa Neil
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Point of View

“The future of banking is digital. A downloadable bank that
gives customers real-time updates on spending partners.

The premise behind Moven - when a millennial opens a bank
account, they aren’t going to sign a piece of paper. They’ll
downloaditon the phone.

There are maybe a dozen banks around the world that can
cope with this (tech disruption taking place in the world of
financial services), and embrace it culturally as a bank. The
restarereally struggling with this.”

BrettKing, Founder, Moven
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Chapter 5

B Digital Face

True Omnichannel apps-based customer engagement platform

The best design is invisible.
It's all pervasive and intuitive, never intrusive.

An engagement platform that equally empowers Business,
Technology and Operations.

Where compelling customer journeys can be imagined,
confident in their delivery.

he Servant, by Alistair McAlpine is a profound reading of

relationships and the interplay between the Prince, the Servant,

and the Idea. ‘The Idea is unique to the Prince. The Idea is the
philosophy on which the Prince will base all of his actions. The Idea
incorporates the Prince’s aims and ambitions for his people. The Idea
explains how the Prince’s kingdom will grow and how it will compete with
the kingdoms of other leaders. The Idea will become the touchstone for the
morals of his people. It is from the Idea that the Prince draws his strength.
Withoutthe Ideathismanisnothing

Using this as an analogy, the Prince is the DigitalFACE brand, and the
Idea is the very essence of its design philosophy - to be the only true omni-
channel apps-based customer engagement platform. The Servant then, is
the platform and the enabling technology. Back to the original book - ‘An
Idea increases in strength by staying the same, while an organisation
increases in strength by changing opportunistically. Experience is of great
advantage to an organisation, of no advantage to an Idea. Only if the idea is
notadulterated will it come to dominate.
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There is nothing as powerful as an idea
whenitstime has come

To provide banking services on apps across lines of business, much like
music was being made easily accessible, seemed like a distant possibility in
2006 (when Intellect began focused digital initiatives), more so when SOA
was still not all pervasive. Banking is complex, and the many applications
involved need robust wiring and under-the-hood engineering to work as
intended. Intellect Digital Enterprise technology recognised that users
were unhappy with traditional portal solutions, where they would get lost
inacomplex menu-driven navigation process.

We placed the end user firmly in the centre, and then considered
three basicprinciples which fundamentally altered the paradigm :

Principle #1

Information; Analysis; Decisions; leading to Transaction action (IADT),
must all be brought into a single space. And the cycle time from decision to
action mustbe significantly reduced.

Principle #2

The staggering array of devices and fragmented application or device-
specific nature of solutions available was making content distribution a
nightmare. Seamless experience delivery across channels was a hygiene
condition.

Principle #3

A conscious move from an apps-based system, to individual canvases
which respected the personal needs of the end user, enabling creation of
apps on-the-fly, that draw on multiple back end systems.

DigitalFACE models business by customers, users, transactions, work
flows and analytics. Apps can be built rapidly through configuration, and are
wired to data services. Functionality is driven by segmentation and
canvases are aligned around personal preferences and productivity. The
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enabling technology platform is finally available that allows the brand
owner to architect meaningful customer journeys and a sigma of positive
experiences seamlessly across touch points, that results in strong
relationships. This is the Idea that DigitalFACE can deliver in real time.
Exploring the many facets of this engagement platform, provides the
financial institution a battery of paths they might consider in moving
from silo-driven digital efforts, to an orchestrated outcome-driven digital
roll out.
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Seven essential ingredients of an omni
channel engagement platform

APPS VAULT

DIGITAL
ENTERPRISE
PLATFROM

COEXISTENCE

Abstraction of banking processes into finite
setofapps
Exitmenus

Change management (no regression
testing)

Designyour own apps
3rd party apps

Extreme segmentation
Absolute personalisation (role based)
Personal work management

Single canvas for customer across multiple
backends

Responsive & adaptive across form factors
Save and resume

Same app across all channels

90% banking tech language

123 dashboards

Excel-like convenience & comfort
Designed by business managers
Roll outon productionreal time

Ready cartridges
Configurable integration

Deliver in 2 weeks

Integrated search
Performance
Security

Scalable

Offline capabilities
Auditable

Risk & fraud alerts

Low risk

Implementation in phased manner - branch
by branch or segmentby segment
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ONE Apps Vault

The enterprise Apps Vault is an advanced ecosystem with the most
comprehensive repository of financial industry apps, engineered for co-
existence,and wired for complete front, mid and back end delivery.

The abstraction of all core banking processes into apps allows genuine
banking on demand service. Bringing IADT (Information; Analysis;
Decision; Transaction) onto the same workspace, ensures informed
decisions and swiftly executed transactions.

With a pre-built array of over 400 rich functionality apps, the Apps Vault
provides ready-to-deploy capability, financial institutions can leverage
based on their digital strategy.

TWO Canvas Technology

Extreme customer segmentation for full lifecycle relationships.
Personalisation, customisation of work spaces for your customer segments in
an app-based environment where legacy, custom-build and third party apps
coexist seamlessly. Banks can provide a differentiated experience for each of
their customer segments, moving from ‘Mass’ bank to ‘My’ bank experience for
each of their customer segments.

Absolute Personalisation. Create a unique ‘My’ bank experience for
every customer. Allow your customers to personalise their experience with
your bank, and engage with your bank the way they want to. Drive acute
personalisation to drive meaningful relationships by respecting the
individual needs of your customers.

Workspace Management. Role-based canvases for your bank staff.
Personalisation, customisation of work spaces to drive operational
efficiency. Transition to productivity-enhancing individual canvases for
your staff, based on their roles and work schedules.

THREE Configure Once Run Anywhere (CORA)

The entire technology is built on CORA (Configure Once Run Anywhere)
language, which ensures design elegance and simplicity. A single code base
for the Customer Engagement Platform slashes Total Cost of Ownership
(TCO), and powers cost efficiencies for the bank. The CORA framework
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enables the seamless launch of new products and services across all
channels, in a single instance. This is the engine that delivers customers a
consistent experience across devices and interaction journeys.

Browse, log in and begin a transaction on one device. You've been
interrupted midway. Signal drop while travelling. You've reached your
destination. Resume the transaction from where you left off, on the same
device, or another connected device. CORA drives the seamless experience
you expect with the Save and Resume function.

The adaptive and responsive design across form factors, makes content
available in the best possible manner across devices. Business user-ready
app design lets the business user focus on enabling the end user.

FOUR My Data My Way

Publish Dashboards in real time. Business users can finally generate
the dashboards they require in a snap. My Data My Way connects business
users to authorised data sources (based on entitlements), who can choose
from ready templates across customer acquisition, service, relationship
development, and customer retention. Publish your dashboards in real
time, across devices on assisted or self-service channels.

Templates and Excel-like comfort. Choose from a ready library of
dashboard templates, or construct your own, from familiar and easy-to-
build excel-like frames that provide you reports exactly how you like them.
No codingrequired. NorequeststoIT.

Point of View

Reports canbe a quite arevelation

Banks possess a more intimate knowledge of their customers
than they realise, or can practically do anything about.
Collected in fragments, lost in silos, and hopelessly unwired,
this is where the science of knowledge shelving and wiring is
most needed. Business Intelligence is great to slice and dice
data of what happened in the past, and to set up key
performance indicators. Analytics is more forward looking,
with an eye on predicting future behaviour/actions and
arriving at true insights that have the potential to transform
business value.
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acquisition 1. Customer profitability
1. Historical prospect 2. Segmentation track
economics 3. Service channel preference
2. Segment track 4. Loss mitigation
3. Campaign effectiveness 5. Default likelihood & severity
4. Potential estimate 6. Transaction fraud likelihood
5. Fraud likelihood 7. Service channel optimisation
6. Price sensitivity 8. Default management

Customer 4| Service

7. Response rate optimisation
8. Offer mix
Relationship
mer
Development ggtsetgtioen
1. Estimated wallet share 1. Voice of customer
2. Campaign effecﬂyeness 2. Historical attrition
3. Cross-sell / win-loss 3. Campaign effectiveness
4. Lifetime value 4. Attrition likelihood

5. Fraud likelihood

6. Price sensitivity

7. Offer response rate
estimation

It's the thinking that goes under the hood, which makes the
difference between actionable reports and reports that
drown the bank in fathoms deep data, too muddled to
interpret. Three papers are a must-read in this context. The
Cornerstone Scorecard details banking benchmarks and best
practises for mid-sized banks. Each suggested data field that
would find its way into reports, is a reminder of the
importance of outcome-based banking, where business value
is firmly in the centre, with clear direction on tracking of value
by product, service, segment, and the individual - whether
bank employee or customer. The Metrics Catalog from The
Lab lists over 350 comparative metrics for banking including
benchmarking set up for identification of peers, and
functional and business process metrics. The Deloitte paper
titled, Finally : Customer Analytics for Banks, suggests four
areas that are prime targets for an analytics approach —
Customer acquisition ; Service ; Relationship Development ;
and Customer Retention.

DigitalFACE recognises the importance of business-friendly
dashboards, and the ready-to-use templates reflect this business logic.
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FIVE 8 Pin Integration

Ready Integration Cartridges. Digital docking station with 8 PIN ready
integration cartridges available for all standard core banking applications.
DigitalFace fully addresses the needs of your System of Engagement,
mapping perfectly with your System of Records, across whatever legacy
systems you might be running. Out-of-the-box, full-functionality apps will
be totally integrated within your UAT environment within 2 weeks.
Experience seamless running of apps on your production line and across
channels within 6 weeks, offering a consistent experience across devices
and interaction journeys.

THE ULTIMATE OMNICHANNEL INTEGRATION CHALLENGE
Sign up for the ultimate skin-in-the-game integration challenge!
¢ Readycartridges

¢ Configurable integration

e Deliveryin 2 weeks

Digital evangelism in banking requires more than blind leaps of faith. We
encourage banks to test drive omnichannel banking. DigitalFACE has
delivered each time, astounding with its ability to rapidly integrate with
bank’s legacy systems, and sandbox in the bank's UAT environment within
14 days.

Point of View

Integrating the front-end into the backbone of the bank is
adigital challenge

What a comprehensive digital solution requires is the bank
putting in place and maintaining a better coordinated back-
end system. The challenge is how to integrate the front-end
into the backbone of the bank.

This is needed to create, for instance, straight-through
processing for transactions, the automatic maintenance of
client profiles both upstream and downstream, or a credit
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system that enables a client to invest online, especially when
these systems were never meant to be connected to any kind
of clientview.

Yet while banks typically have vast amounts of structured and
unstructured data, their databases and other systems within
which the information sits often aren’t set up in order to
communicate with each other. Digital is all about data. Banks
typically don’t have the infrastructure to ensure the data
[which is needed] is in the right place. This affects the
execution.

Francois Monnet,

Credit Suisse

SIX Intellect Digital Enterprise Platform (iDEP)

When banks go digital, their biggest challenge is in acquiring a robust
technology equipped with market-ready capabilities, and the ability to
evolve as they grow their relationships with their customers. The Intellect
Digital Enterprise Platform (iDEP) makes digital a reality. iDEP powers your
bank with a true omnichannel experience across all the products and
services you provide to your customers, channels that you choose to deploy
these through and, all the devices through which they access your bank. All
of this backed by the robustness and agility any bank needs to stand the test
oftime and scale.

Digital OUT Technologies. Digital OUT is not merely about mobile. It’s
about the transition from customer push to customer addiction for the
services of a financial institution. Committing to the same experience at all
touch points (branch, advisor, online, devices and call centers). It’s about
authentication, entitlements and security, delivered in a customer friendly
manner. It'sabout 'one technology’ deliveringall applications for your bank.

Security. Security is of prime importance. For your bank and your
customers. The Intellect Digital Enterprise Platform brings you robust
enterprise security. Empower your business users to launch initiatives
effectively and seamlessly. Win the trustand confidence of your customers.
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Scalability. Financial Institutions rely on scalability of offerings to their
customers. This puts a tremendous ask on scalability of technology, that will
provide continuous return on investments. Leveraging your existing
technology landscape, the Digital Enterprise Platform assures your bank
‘on demand’ scalability to ensure your customers get the experiences you
intended for them. With its loosely-coupled architecture that seamlessly
integrates with new technology and third party apps to ensure you
continuously provide more than you promise.

Performance. Tested for extreme performance with the most gruelling
constraints and variables at play. Power your ‘always on’ and ‘on demand’
banking promise with Digital Enterprise Platform guarantee on high
performance financial technology.

Intellect is positioned at the forefront of the digital transformation that
global banks and insurance companies are looking for in a connected world.
Our Customer Engagement Platform is anchored around providing the
same experience at all touch points through powerful Channel Renovation
initiatives. Rated the world’s best in functionality for Digital OUT, the
Corporate Business Exchange (CBX), is transforming how corporate
banking is delivered. In consumer banking, we set new standards in
omnichannel delivery across functional lines. The Intellect Digital
Enterprise Platform is being used globally to power banks and is being used
for Equity Research Portal, and full-fledged e-commerce portal
applications.
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Point of View

Digital Outside and Inside : Both are required in full

measure

Digital Banking combines the benefits of two worlds : a new

customer experience on the outside, and an efficient, effective

operating model on the inside - both enabled by digitisation

and the underlying technologies, processes and structures.

Immediate, Fast and secure
high-quality processing
interaction
tramsparency and e
K New Customer of products
comparability Experience and services
Outside
Inside

Efficient and Effective
Operating Model Enhanced
revenue model

Integrated
IT infrastructure

While there is attention on the customer-facing ‘outside’,

there is not enough fundamental change on the inside - in the

internal organisation and governance principles. The back

office is not geared for customer-centric models, and the
digital challenge where the customer has never-before access
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to banking operations. So far, change has been limited to
smaller initiatives like apps suites, video advisory and PFM
tools. Completely remodelled organisations and work
cultures will need to be tackled next, where customers will no
longer belong to branches, IT will drive business, and new
structures will be created for revenue and pricing. The digital
banking experience will be more enjoyable, and banks will
design to delight their customers.

Banking in a Digital World, AT Kearney

SEVEN Co-existence Design Philosophy

The Intellect design philosophy emphasises co-existence. The
DigitalFace platform allows quick build and integration of apps that co-exist
with legacy, custom build and third party apps. The entire customer
engagement platform interlocks with existing legacy systems with 8 pin
integration cartridges. Further app build-out is possible directly on the
productionline.

Risk Mitigation. Co-existence allows banks to mitigate the risk of
adopting technology innovations. With existing investments in multiple
systems that build the complex landscape, this is a primary criterion for
technology adoption. The co-existence approach protects banks’ legacy
investments by easily plugging into the existing technology landscape.
DigitalFACE enables multiple roll-out paths that compliment business goals
- by branch, by segment, by product set, and so on, that tie in with go-to-
market strategies.

141



Digital Face

Point of View

Early steps in the digital journey have primarily

focussed on adding to the existing offering using

new technology-enabled services to increase

convenience and value for customers. The next
level of enhancements to product and service portfolio will
use insights from across sources - social networks, mobile
devices, apps, and harmonised internal data. Advisory
services will see fundamental change as the customer
decision making process changes, with less sole dependence
on bank advice, and more influence exerted by inputs from
peers, social networks, public forums, internet search,
simulators, and external financial experts other than
designated bank advisors. Banking hours and the times of day
or night when customers search online are not aligned,
quickly making a case for digital intervention, more so when
earlier wariness of digital has been replaced by overwhelming
trust (as evidenced by volume and value of digital financial
transactions now commonplace across the world, even with
non-bank parties).

New digital banks are adopting the integrated system and
agile organisation route, promising more speed, convenience,
and anywhere-anytime availability. Legacy banks are fighting
back with attempts to make STP more prevalent, while
aligning Business, Technology and Operations, and cutting
through silos to glean rich insights from all the customer data
they have in their possession. There is recognition of the need
to improve value-added services. There is widespread effort
underway to dramatically rationalise existing complex
product groups, into relatable targeted offerings. All this
change in a running business requires co-existence to be a sure
shot reality in the bank omnichannel customer engagement
platform. This is where DigitalFACE truly comes into its own -
creating an ecosystem where legacy, third party, and custom-
build harmonise with the DigitalFACE Apps Vault, and wire to
all known back end banking systems.
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Four products for accelerated digital
adoption

DigitalFACE extends across four distinct and interrelated products that

are relevant for banks, no matter where they are in their digital adoption

journey.

Mobile; SMS; e-Wallet

Netbanking; PFM; Social

3. C2B(Contentto Business) Portal

4. Digital StoreFront; Lead Management

D

As nimble non-industry challengers pose a serious menace to banks

weighed down by layers of legacy, the advice to companies to survive in the

digital economy is relevant for banks. The December 2015 McKinsey Global

Institute paper tiled, ‘Digital America: A Tale of the Haves and Have-More’

suggestsa 7 pointsurvival guide.

1.

Prepare for tougher, 360-degree competition. Some newbies are
born digital, and notburdened by legacy systems, are not tied down with
retrofitting into existing systems, working with generational and
integration constraints.

Build new assets and revenue streams. Digital disruptors can wreak
havoc on incumbent value chains. Single revenue streams and
intermediary roles are vulnerable. Sustainable business models are vital
and customer relationships must be monetised, with a strong digital
balance sheet.

Build - or buy - the capabilities of the future. Banks have long
grappled with this dilemma, and anecdotal evidence suggests given the
size of in-house technology teams, their core business is now IT.
Whatever the model, speed is of the essence in talent and business
building.

Redefine customer engagement. Design is central in business
strategy and product development, with strategic implications on
ecosystem engagement, pricing, value retention, and brand integrity.

143



Digital Face

5. Take advantage of new innovation models. Collaboration is the new
world order, acknowledging that creative partnerships can accelerate
design, deployment and adoption. Co-creation with customers,
cooperation with competitors, and cross functional teams within the
organisationare already upon us.

6. Emphasize agility and learning over forecasting and planning.
Agility trumps inertia and paralysis by analysis. The focus must be on
learning - experimenting - iterating.

7. Thinkdifferently about your workforce. On-boarding the latest skills,
investment in learning programmes to grow proven employees, ring-
fencing top talent from poachers, productivity enhancing tools, and
more, bring the HRrole frontand centre in digital times.

Digital presents an incredible duality. On one hand, it offers the promise
of never-before agility and customer engagement. On the other, it throws
into sharp relief the opaque and sluggish old order, unprepared and
sometimes seemingly unwilling to adapt quickly enough to seize the digital
opportunity. Physical infrastructure and regulatory policy is constantly
evolving. The benefits of digital in governance are now well established. The
impact on developed, less developed and marginalised sections of society
have been witnessed in quick time. The digital divide is best bridged
through digital literacy, and this is where bank digital products must ensure
relevance to their customers, no matter how digitally inclined they are.

Mobile

By 2019, 32% of the global adult population, that's 1.75 billion
consumers, will use mobile banking (Juniper Research : "Digital Banking ~
Mobile and Beyond). Even after discounting for an optimism bias, clearly a
mobile strategy is something no bank canignore.

The March 2016 report of the annual Consumers and Mobile Financial
Services study by the Federal Reserve Board, Division of Consumer and
Community Affairs (DCCA), shows that consistent with previous years, the
three most common mobile banking activities among mobile banking users
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were checking account balances or recent transactions; transferring money
between an individual's own accounts; and receiving an alert (e.g., a text
message, push notification, or e-mail) from their bank. Depositinga check to
an account electronically using a mobile phone camera (known as remote
deposit capture) and making an online bill payment from a bank account
using a mobile phone were the next most common activities. Use of mobile
payments continues to be less common than use of mobile banking. Security
is a clearly expressed concern, and influences behaviour. With its inherent
ability to empower the unbanked, mobile presents enormous opportunity
forthe bank, asitdoes for society.

The DigitalFACE mobile product suite spans mobile, SMS and e-
Wallet with full functionality that integrates with your existing and
evolving technology landscape. The Zolog search leverages data on the
smartphone to intelligently suggest actions. Time-based activity triggered
by the calendar is a good way to gain an early entry into a customer journey.
Basic current location tracking is enhanced by serving relevant data based
onstated needs and derived from profiling data. The customer’s mobile tells
a vivid story filled with financial implications. DigitalFACE helps connect
these dots, and banks can astonish customers in genuinely useful ways.

In the area of account monitoring and decision making, mobile alerts
traditionally, include:
¢ Lowbalance
e Paymentdue
¢ Depositorwithdrawal
e Statementavailable notification
e Fraud
¢ C(Creditcard balance

e Savingreminders

Other mobile applications most commonly sought, include:
e Trackfinances, purchases, or expenses

e Compare prices when shopping

¢ Receive and manage discount offers and coupons

e Receive offersand promotions based on yourlocation
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e Organize, track, and store gift cards, memberships, loyalty and
reward points

The ‘marketing message’ (though just a click away), ‘branch locator’ and
'contact us' apps remain the least used in a recent mobile banking apps
study. In the race to offer all the features and functionality competition does,
and then some, the apps continue to pile up, as bankers fear a little-used
feature’s absence might suddenly getnoticed.

From the earliest form of mobile banking, SMS/text (push and pull
message) banking matured rapidly, and has markedly different penetration,
potential and relevance priorities in developed and underbanked markets.
Used across the world for mobile based money transfer and banking
services, PIN-protected texts navigate an environment without net access
and with rudimentary handsets.

Application-to-Person (A2P) SMS now more easily deployed with new
technologies that eliminate traditional aggregators and middlemen, make
this medium better equipped for targeted messaging, payment
confirmations, updates, and reminders at a low operational cost. The use of
the One Time Password (OTP) as a widely prevalent 2-factor authentication
protocol, makes SMS the preferred authentication method, further
cementing the importance of SMSin the digital enablement pantheon.

Some of the most significant digital disruption has been in the area of
payments and driven by non-traditional industry players, who have deftly
dealt within regulatory boundaries, while providing customers experience
standards that had established banks cry ‘foul’ and ‘fad’, before they found
themselves following suit. Way back in 2013, IDC Financial Insights opined
that as mobile payments and wallets continued to be refined, they would
likely become a distinctly separate solution from mobile banking.

Now, as banks strike back with their own e-wallets loaded with all the
bells and whistles that newcomers unburdened by legacy constraints
conjured up seemingly at will, the battle for hearts, minds and share of
wallet, will truly be joined.
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Netbanking

From an initial focus on customers being able to view recent transaction
information, and carrying out basic transactions, online banking
transitioned to enhanced self-service functionality with an emphasis on
simplifying processes, increased cross channel automation, and enriched
functionality with more self-service mode capabilities. A Jan 2013 Ovum
report on Online and Mobile Banking described the vision of internet
banking at the time - ‘In which the user is presented with the ability to build
their own services (eg. via widgets), combining information from the bank
with relevant information from external sources. Online portals may
essentially become personal financial management tools, from which
customers can initiate payments and tax returns, make and manage
investments, purchase retail products at a discount (eg. via targeted
coupons),and others.

Personal Financial Management provides an enormous opportunity to
gain traction in the life of a customer. To enable financial planning, tracking
of all accounts, goal setting and budgeting, is to play an active part in
everyday life as it unfolds, strengthening relationships and customer value.
This is more likely to build ‘customers for life’, and result in active referrals.
Asingle view of one’s personal financial landscape is usually limited not just
by bank silos, but also by the inability to fully integrate with data points
outside the bank. Customers are naturally inclined to trust their banks more
than third parties, and banks appreciate PFM is a goldmine of behavioural
data streams, waiting to be harnessed with analytics for targeted revenue
maximisation opportunities. Always-On Analytics that builds on a
foundation of constantly updated robust customer data, dissects by multi-
slice dynamic and micro-segmentation possibilities, and deploys predictive
modelling to test the incremental value of product-value offering mixes, lies
atthe heartofthe digitally aware bank.

Socially engaged banks go to where the customer is. Engagement is
planned and aligned to customer interests. Influencers are roped in. Co-
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creation is actively encouraged. Social media tracking helps identify issues
and activate quick responses. This also presents a useful trendspotting
vantage point. Social digital marketing personalises communication based
on interest/liked parameters, and helps refine messaging and offers ahead
oflarger scale roll outs. Social media CRM extends current understanding of
the customer with insights derived from social media data. Social
engagement has quickly extended from search, share, discovery, to brand
evaluation, connect, chat, comment, and transaction. Facilitating account
views and transactions directly off the customer’s Facebook page with a
quick captcha filter and a one-time validity SMS password, provides banks
access to customers’ contacts and a literal worldwide web of business
opportunity. Regulatory challenges are plentiful, and digital channels are
ideally placed for agile exploration and rebuilding to suit evolving
circumstances.

Point of View
Theirony of satisfactionlevels being inreverse

Ofall the channels surveyed, social had the least percentage of
active customers providing a positive (excellent or very good)
rating of the channel. 59.4% of social users are highly satisfied
; this compares with 65% of call center users ; 66% of mobile
banking users; 83% of online users; and 86% of branch users.

The irony of satisfaction being in reverse is not lost. Over time
banks will figure out how to create more rewarding
experiences and reset customer expectations.

IDC Financial Insights - US Consumer Channel Preference Survey -
Social Isn't Satisfying, Not Yet, August 2013
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A PwC report, Digital Tipping Point Survey 2011 rated customer
willingness to pay for digital capabilities across the geographies at the time.
The fact that customers were prepared to pay for digital services that
offered new value propositions was significant, more so at a time when
banks were finding it difficult to sustain revenue and margin growth.

I can be notified by Twitter/Facebook for a transaction occurring
My bank will store loyalty cards and convert points to cash
My bank can offer spending analysis tools

My bank can offer me relevant third-party offers

Ut o W

My bank would store key documents in a virtual vault

While the specific capabilities have matured since this 2011 study on
expectations of banking in the digital age across emerging and developed
markets, the five key aspects of changing behaviour remain relevant and
have significantimplicationsin digital design.

1. Customers expect more, and expectations are shaped by experiences
outside the banking industry.

2. Customers trust peers and independent influencers, who are
increasingly turned to for information and advice, often instead of
financial experts at the bank.

3. Customers are informed with easy access to ‘expert’ views, exposing
lack of differentiation between banking products.

4. Customers have choices, and online comparisons present new options
within the industry and without.

5. Customers have a voice, and social media amplifies its expression and
thereach ofitsinfluence.

The DigitalFACE Netbanking product suite includes PFM and Social
and is fully equipped to meet the voracious appetite for innovative
digital services. A design philosophy that emphasises integrated customer
journeys, pervasive strong self-service, and maximised straight-through-
processing (STP), makes this the superior omnichannel customer
engagement platform.
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C2B (Content to Business) PORTAL

The paper Ovum Decision Matrix: Selecting a Next-Generation Banking
Digital Channel Platform, speaks of online banking development mirroring
internet growth, and the broader trend of the internet playing a greater role
in every aspect of human life. With a cautious eye on costs and a desire to
increase the level of self-service, banks realise that digital banking is the
centre of multichannel distribution. The traditional bank website was a
primitive effort at creating a portal that connected customer and bank,
encompassing all milestones in the customer’s life (especially those with
financial implications), and cementing a relationship from which both
parties would gain value. The bank website (information push and
statutory boxes checked) was disconnected from the customer account
related section. This was immediately reflected in the difference between
slick marketing driven website pages, and clumsy transaction pages that
were accessed post log-in. E-commerce portals and other digital-led
initiatives have brightly lit the direction in which banking portals should be
headed. Messaging, browsing, buying, education, sharing, rating, venting ...
it's all to happen on a single portal, and the experience is then extended
across devices and channels asrelevant.

The transition happened swiftly. Banks mired in legacy and adopting a
wait-and-watch policy, moved slowly, and it showed in the different (and
conflicted) faces the bank presented to its customers. Three models
emerged as described in 'Phygital and other digital challenges for retail
banks’, the Efma and Kurt Salmon report:

1. Bricks-and-mortar banks with banking functionality on the
internet. This model corresponds with the most traditional banks, with
an increasing number of operations accessible online and remotely on
self-service devices.

2. Remote branches of bricks-and-mortar banks. This model is the
extension of the first model and offers clients enhanced remote
accessibility, with an emphasis on remote channels (telephone,
internet). The client is not attached to a physical branch and interacts
with advisors remotely during extended hours. The client can also
benefit from the physical network of the bankif needed.
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3. Full online banks. With this model, interactions with clients are only
delivered online (via the internet or mobile). The client subscribes
online to all products offered by the bank; they also receive advice and
manage theiraccountonline.

No matter the model, the digital portal is a necessary condition.
Sophisticated customer engagement platforms like DigitalFACE use
technologies that combine data, presentation and functionality from
multiple sources. This lean portal engineering design gets customers
(existing and prospective) closer to the information and action they seek
than ever before. The integration of messaging and spaces where
transactions will occur, blur bank messaging and customer action silos into
a cohesive portal where usage, attitude and behaviour are brought closer
together.

The Efma and Kurt Salmon report suggested three fundamental digital
behaviours/customer profiles: The Rational - who seeks and prefers
human/expert advise in the banking relationship. Digital is not key here ;
The Down-to-Earth - who is looking for simplicity, transparency and ease
of use. Here digital is merely an enabler. The Self-Directed - who wants to
sees digital as a means of empowerment. Where financial decisions and
actions will be self-managed, anytime and anywhere, without
dependencies. Portal design must deliver on customer expectations of
relationships shaped by their experiences with other digital industries.
While customer acceptance of digital banking might vary, there is no getting
away from the fact that customer expectations have evolved.

Point of View

Changing client expectations

This digital momentum is not only here to stay but it will also
only accelerate. So, what does this mean for banking?

First, because of their extensive and varied online experience,
clients today expect more from their bank. They are tech-
savvy, and they have seen technology simplify transactions
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that used to be complex and time-consuming in other parts of
theirlives.

Second, clients are prepared to embrace new technologies
only if they seamlessly integrate into their lives, fulfill real
needs and deliver additional value. In other words, banking
that is easy, flexible and personalized—banking that fits your
life.

Third, we have learned that the take-up of online innovation
works best when it is supported by real people. We need to
ensure that clients can access human assistance quickly and
easily.

Victor G. Dodig President and Chief Executive Officer, CIBC, speaking on
The Future of Banking, at the Empire Club of Canada

Digital Face C2B Portal transforms passive content portals into
active business portals, designed around customers and makes an
immediate impact on acquisition and engagement strategies. As efforts to
provide a single customer view begin to bear fruit, the C2B Portal will serve
as a competitive edge, ideally placed to address full customer life-cycle
needs, educating when necessary, pre-empting action based on past and
correlated data points, evaluating options, and influencing behaviour.

Digital storefront

The demise of the branch has been prophesised for decades, and yet it
refused to die - and for good reason. Ina May 2012 feature in The Economist
onthe future of banking, the piece Retail Renaissance quoted an old truism -
the bank with the greatest branch density in a given market will win the most
custom. Despite the expenses (rental, fit-out, staffing, computer systems,
etc) involved in branch operations, branches flourished, and the customer
desire for a conveniently located branch with a comforting human presence,
ensured innovations and technology did nothing to hold back the growth of
bankbranches.
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The shift is finally happening and as branches re-engineer themselves,

there are three fundamental forces at play :

1. Economics of plummeting profitability and the need to hold higher
reserves.

2. Widespread adoption of smartphones for banking applications
dramatically reduces branch visits.

3. Doing once complicated things (buying airline tickets, booking
accommodation, filing tax returns) is getting more common, and
customersare more comfortable online.

The branch of tomorrow is not as ubiquitous. It's smaller. It's staff is
more likely to play multiple roles, during different times of day and days of
week. Digital interfaces will tend to dominate the sweeping front space,
with a host/hostess to assist customers on a self-discovery tour. Experts
will be available on tap and often on video conference mode. Meeting
rooms, relationship managers and basic financial services are located away
from initial view. Approaches vary. Concept stores in the heart of a city are
modelled along the iconic Apple Store in New York. Flagship branches with
Doric columns invoke reassuring emotions of stability and trust. Friendly
neighbourhood branches with staff who engage with genuine familiarity
that comes from intimate knowledge about the customer, beyond what's on
the bank's KYC database. Cookie-cutter branches that serve as brand
billboards and are strategically distributed to maximise geographical
coverage. What's common is the need to maximise the opportunity from
each engagement.

When every conversation is a potential sales opportunity, what is the
ideal mix between self-service discovery and active relationship manager
engagement?

Studies show that customers want the flexibility to use different
channels for different transactions. They prefer to walk into branches when
it comes to complex transactions or advice on specific products or services.
For customers more comfortable with personal interaction (attitudinally
and/or from areluctance to adopt mobile/netbanking), the branch remains
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the primary channel. Theoretically, the branch is the prime channel where
the bank should be able to showcase its domain authority, advisory
capabilities, and customised products and services, all delivered with
empathy and a surprising level of familiarity with the customer’s life and all
associated financial touch points. This is where all basic banking
requirements should be fulfilled effortlessly, and customer-for-life
ambitions are backed up with processes, technology platforms,
organisation structures, and staff attitudes, that bring alive all the bank
stands for. Scaling this ideal state of Business, Technology, Operations and
human interaction, all aligned to build strong customer relationships is the
ultimate challenge. That's where digital comes in. But the branch remains
the proof point of a bank'’s intentions. Where emotional connect can be
broughtto bear. And brand differentiation powerfully established.

While studies like the PwC’s Global Digital Banking Survey, 2013, state,
'Complex and core legacy banking systems are the number one barrier to
the success of a digital channel strategy in all regions’, digital branches must
focus on customer education. Lost in triumphant data about rapid online
and mobile banking adoption is the sobering reality that banks are not
investing enough to hand-hold customers through their financial journey of
life, and demonstrate where the bank can play a meaningful role. Branches
serve as useful laboratories, to study motivators and deterrents to
attitudinal and behavioural change.

The Disney MagicBand story is instructional for banks. The
MagicBand slipped onto your wrist as you enter Disneyland, Orlando is all
about creating magical customer experiences, leveraging context-aware
technology. The RFID chip and radio in the wristband connects to a grid of
powerful sensors in the park. Ahead of your visit, the MagicBands with user
names etched on them, arrive in the mail. The host at the drawbridge
cheerfully greets you by name. At the busy dining hall your family is asked to
sit anywhere you like, and food you ordered magically ‘finds’ you. Behind
the scenes and from your wrist, the long range radio that transmits 40 feet
in any direction, alerted the hostess and the kitchen, of your current
location and food order as you approached the restaurant. The radio
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receiver in the table of your choice, picked up signals from your
MagicBands, and triangulated your exact location using another receiver in
the ceiling. It’s all delightful and customers always ask : How did they find
our table? The famous $1billion Disney bet on the MagicBands creates a
frictionless, magical experience through invisible design, crafted to
generate business value:

Bookyour tickets online

Pickyour favouriterides

Follow packaged itineraries (calculated based on your rides choice and to
optimise routes)

Value-added sign up enables paperless shuttle service, hotel check-in, and
parkentry

Swipeaccesstorides

Link to credit card removes the friction in incremental spend decisions

“The integrated system turns the park into a giant computer — streaming real-time
data about where guests are, what they 're doing, and what they want. It's designed to
anticipateyour desires.”

Point of View
Branches must create incremental value, or else

By 2020, all banks will be direct banks, and branch banking
will be changing fast. Leaders will offer an anytime, anywhere
service, fully utilising all banking channels in an integrated
fashion. They will be reimagining their physical footprints,
introducing new branch formats, expanding physical points of
presence through third party partnerships, driving sales, and
cutting costs. As transactions and sales shift to digital
channels, branches that cannot create incremental value will
need to close, or be transformed.
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Retail Banking 2020 findings: 59% of respondents expect the
importance of branch banking to diminish significantly as
customers migrate to digital channels, and 48% expectbranch
banking to change significantly by 2020. Yet only 16% of
respondents view themselves as 'very prepared’ for this shift.
PwC, Retail Banking 2020: Evolution or Revolution?

In the run up to the Digital Banking Summit, (presented by American
Banker and Bank Technology News), June 2014, the bank branch was
described as morphing into a collection of self-service centres, or stores,
stocked with advanced devices designed to enhance customer experience
and process efficiency. In a question & answer piece in Banking Technology
News, The CDO of Westpac, New Zealand spoke of the rationale behind
investments in pilots on wearable technologies. “We’ve got a philosophy
that what we're trying to do is ultimately drive customer value, improve
service for customers, making it easier, giving more capability to customers
to do more of their banking with us. We're looking at the customer and
saying, what would this do for a customer if we adopted it? Then we start
listening to customers about what they want, how they want to access it,
what devices they want to be using. And we look at international
development. The smart watch, Google Glass, and iBeacon are good
examples where we're seeing international media and business attention
onthese things”.

Digital Storefront and the Lead Management module from
DigitalFACE delivers customer experience and business kinetics. Role-
based canvases ensure branch efficiency. Dashboards track branch, staff
and customer metrics, with exception reporting and escalation
mechanisms. CORA technology makes it possible to walk customers
through digital banking across devices, secure in the knowledge that
seamless transaction journeys will be travelled, at self-service devices at
the bank and when the customer leaves the premises. The co-existence
design philosophy and 8-Pin Integration connects with wearables, near
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field communication devices and technologies that accelerate customer
recognition in the vicinity of the branch.

DigitalFACE allows banks to build their unique digital strategies.
Customer education is key to digital banking success. The often cited
intuitive Apple design approach that expects customers to figure out
operations for themselves, is vanity banks will exercise at their peril. The
Disney MagicBank reference earlier in this chapter is a compelling
demonstration of how customers were educated every step of the way to
ensure there was no disconnect between design vision and usage, which
would affectbusiness outcome.

Bank CIOs / CDOs consistently choose DigitalFACE in a pressure
testagainsttheir 8 mostfrequently asked questions.
1. Howcanlensure my ownunique solution?

2. How can I provide headroom for the future possibilities (Business,
Technology, Operations)?

3. Howcanlprotect myinvestments made over the years?
How can I ensure flexibility with minimal vendor intervention?

5. How can I know it will all (current and evolving ecosystem) come
together?

6. How can I avoid different technology platforms for branch, internet,
mobile and other channels?

7. How canImaximise security without hindering customer experience?

How can I pilot my digital strategy before full deployment?

DigitalFACE is also distributed on hosted and hybrid models on the
FT Grid. Banks and Financial institutions already access our platforms on a
robustinfrastructure, using services on per account, per branch, per month,
or equivalent usage-based charges. The assurance of no more license
procurement; no maintenance bother; and significant cost reductions, has
particular appeal to certain banks based on their stage of financial
technology adoption. The FT Grid is trusted by leading private, nationalised,
and cooperative banks for critical core applications, with an emphasis on
very large customer and branch base; aggressive cost per account; and
rapid single instance multi-entity deployment.
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Immersive Innovation

Operations
Management

Business

Architectures beliiles

Customer
Relationship

Enabling

Architectures Risk

Performance Security

Integration

Digital Interrogation on 7 Dimensions

The seven COPARIS dimensions are a powerful digital design
construct. Arrange your queries in these 7 buckets. Getinputs
from your business, technology and operations teams. Initial
brainstorming rounds should create up to 75 questions in
each bucket. Cluster and prioritise the initial set, and work
this down to not more than 48 direct questions, to which you
need straightanswers.

1. Customer Relationship (omnichannel customer-centricity)
2. Operations Management (aligned; more STP; build apps on
production line)

Performance (speed, scale, accuracy)

Analytics (betterinformed decision making)

Risk (absolute understanding of risk)

Integration (seamless connect with legacy)

No s w

Security (multi channel entitlements & authentication)

Immersive group session on digital platform choice levers.
Brainstorming in 7 dimensions, followed by crystallisation of a battery
of questions that will be addressed to all vendors. At the 8012 FinTech
Design Center, specialists will address your queries and clearly
establish DigitalFACE as the winning true omnichannel customer
engagement platform.
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Chapter 6

A Mirror to my

soul. The Face of

My Digital Bank

[ am your customer. Show me you care.

You know my needs. You have my records.

['ve chosen to bank with you. Whatever my reasons.

[ trust your operations are stable and secure, and my money is safe.
Don't sell me stuff I don't need.

Money matters are confusing. Life's complex as it is.

Don't make things worse. Make things simpler, smoother.

Advise me and be there for me, if you can.

Else, I'll bank with you till [ don't.

Surprise me. Delight me, if you can!

n a charming reference to the solid good sense preached in blockbuster
musicals, in a May 2013 piece, The Economist opined that the then
financial crisis might have been avoided if bankers had paid closer
attention to the lyrics of Mary Poppins:
A British Bank is run with precision | A British home requires nothing less |
Tradition, discipline and rules must be the tools | Without them - disorder!
Chaos! [ Moral disintegration [ In short, we have a ghastly mess!
The author goes on to point out the lyricist’s view on capital-adequacy
ratios expressed in song, and wonders what might have been, if bankers had
bought tickets to the show.

Years later and in the recent tremendous rush to hurtle into all things
‘digital’ it's worth reflecting on the lyrics of Simon & Garfunkel classic, The
59th Bridge Song:

Slow down, you move too fast | You got to make the morning last ...
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Pause here a moment. This is not intended to be a 'stop to smell the roses’
advisory. There is enough evidence all around us (for those who care to
listen and look), that copycat adoption and fearful superficial scrambling is
triumphing over the rigour of strategic thought and a design thinking
approach to the combined challenges of shrinking margins, higher capital
reserves required by regulation, competitive pressure from within the
industry and without, and more demanding customers, less willing to be
parted from their money through the sort of fees and charges banks levied
earlier.

The last stanza of the song ends with: I've got no deeds to do [No promises
to keep | I'm dappled and drowsy and ready to sleep | Let the morning time
drop all its petals on me | Life, I love you | All is groovy. In Immersive
Innovation sessions, this end piece is often associated with the customer
and the utopian trust they repose in their primary bank, as a means to
embracing life fully. It is a tremendous responsibility the banker can strive
to live up to, or abuse terribly. Digital banking is not shorthand for getting
customers to do more themselves because technology now makes that
possible, and absolving oneself of the hard work of building, managing and
deepeningrelationships.

Joe-the-plumber and misused
psychographics

John McCain invoked Joe-the-plumber in the 2008 US Presidential
elections, as a metaphor for middle-class Americans. It suggested some
truth about ‘real’ people’s lifestyle and aspirations, and grabbed attention
for the McCain-Palin campaign. But, as often is the case with the flagrant use
of colourful handles, psychographics is often a poor measure of likely
consumer behaviour, and correspondingly, an unpredictable input source
for decision makers seeking answers to the eternal questions of how to gain
and grow customers. Daniel Yankelovich and David Meer, in their paper
Rediscovering Market Segmentation (HBR paper, Feb 2006) introduce a
tool they call the ‘gravity of decision spectrum’, which focuses on the
relationship of consumers to a product or product category, and is built on
the expectations a customer brings to a particular kind of transaction.
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Point of View

THE MOST COMMON ERRORIS TO APPLY SEGMENTATION
TO APURPOSE FORWHICH IT WASN'T DESIGNED

Knowing how important a product or service is to customers
will help decide which of their expectations are most likely to
reveal willingness to purchase your product/service. Being
on the shallowest decisions end of the spectrum typically
focuses segmentation efforts on buying and usage behaviour;
willingness to pay a premium for higher quality; degree of
brand loyalty. For middle-of-the-spectrum decisions,
segmentation focus shifts to consumer needs; associations
with social status, self-image, lifestyle; whether consumers
being studied are do-it-yourself, or do-it-for-me types. For the
deepest decisions end of the spectrum, segmentation
attempts to uncover truths about core values and beliefs
related to the buying decision.

Across the decision spectrum, the issues business seeks to
address range from incremental product improvements and
pricing revisions ; to product go-no go, brand positioning, and
segments to pursue; and finally, whether the business model
needs to be revised in response to powerful social forces
changing how people live theirlives.

Daniel Yankelovich and David Meer

Ten design truths youneed toface up to

1. Activity often masks design lethargy: Best exemplified in an
obsession with Ul design tweaking and a reluctance to get deep into
overhauling customer experience design.

162



Digital : The Art of the Possible

2. More isn't necessarily better: A boast of the widest range of products
and apps usually reflects an inability to prioritise and a fear of surgically
eliminatinglegacy deadweight.

3. Change is a constant, but not your directive: Seek the ‘perfect’
account statement, or ideal workflow, and stick with it. Don't
underestimate the power of the familiar.

4. Mobile first is a mindset: To be ever mindful of customer experience
and relationship drivers is your polestar in designing omnichannel
strategies. Resist channel obsessions.

5. Education empowers and powers adoption: Internal and external
audiences need to be handheld through discovery and change. Get off
theintuitive design high horse.

6. Attitude destroys insurmountable barriers: It helps if you define
your barriers correctly. Marshall energies to ensure customer-centric
attitude is genuine and enterprise-wide.

7. Organisation structure has a formidable bearing on outcome:
Digital initiatives piloted away from current lines of business and led by
new to the enterprise CDOs, vs. aligned closely with major revenue
streams and led by current business leads with an intimate knowledge
of the enterprise. Technology makes it possible to run virtual digital
operations without disruption to running processes, that can be
deployed at will.

8. Design shifts require a specially engineered physical space. Making
the significant shift from a silo based work approach, to a collaborative,
design thinking led culture, is nothing short of a transformation. Create
the infrastructure required to signal and foster change.

9. Know which customers and products drive revenue and margins.
Dig wide and deep. Demographic, behavioural and attitudinal research
will contribute a newfound understanding of customer lifetime value.
Leverage simulated test markets and conjoint analysis to predict the
incremental utility delivered by product/service features, and likely
impacton purchase and switch behaviour. Investin scientific research.

10.The goal is to mobilise customers to create their own value from
your various offerings. Technology potentially redefines the roles and
relationships on which offerings are based, providing all-new
opportunities for creating value. Re-invent value in a dialogue between
competencies and customers.
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Jump start design portfolio exploration

Account balance/statement view, payments (account transfer/third
party), investments (loans/instrument-specific), and communication,
remain the major touch points in the many journeys customers travel with
their banks. If you consider the pre log-in stage as well, we have 6 key touch
points x ‘n’ different ways to engage. While screen layout vocabulary which
has been discussed in an earlier chapter, helps provide a ready template for
the real estate available and how it can be used, immersive innovation
processes are ideal to brainstorm on possibilities/features, and then to
decide on the few that should be offered.

Use a shuffle deck of A5 cards, to run a manual conjoint ideation session.
On the y axis, line up cards with attributes written on them. On the x axis
arrange possibilities (one per card) and spread them face up in a line to the
right of the attribute card. Once you've spread out all the cards, you have a
compelling view of a product/services features-benefits grid with direct
relevance to design of your offering. Take one attribute at a time. Select one
ofthe possibilities in that row, and turn all other cards in the row face down.
Move to the next row, and repeat this process of selection of one possibility
per attribute till you have covered all the attributes. The revealed one
possibility per attribute row, is your product/service (brand offer) set. The
Brand Offer Configuration Shuffle Deck is part of the design toolkit at FinTech
8012 Design Center. Order a set for your use. Or schedule a session at 8012 to
get familiar with the immersive innovation framework.

For those who believe in scientific research and the good sense in taking
informed decisions, your next step would be to run the multivariate
analysis, assign weightages to the utility delivered by each attribute
selection, and develop a shortlist of product-feature-benefit alternatives
that can be quantitatively tested before deployment. The brand offer
configuration grid involves making trade-offs in your features-benefits mix,
and thisis where Conjoint modelling comes in.
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The Brand Offer Configuration shuffle deck helps you and your team physically get
involved in exploring features-benefits attributes and possibilities within each, to
design multiple product/service sets.

Prelog-in page

Despite animated discussion on the relevance of a unified portal, in
many parts of the world, a separate pre log-in page is considered relevant.
This clearly signals the divide between bank (website) messaging and the
bank customer screens that remain in distinct silos. Over time, these will
connect. In the portfolio below, DigitalFACE demonstrates its ability to
supportprelog-inlayouts that feature the following elements:

e Visualtheme (sports, seasons, rewards, etc)

e Languageselection

¢ Log-inpanel (current/new user)

¢ Products

e Contactoptions

e Encryption message

e Aboutusnarration /video

¢ Social medialinks

e Focusproducts (periodically refreshed)

¢ Rewards programme (treated as a focus product or a themed lead
feature)
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Landing (account summary) page

Everyone has a point of view on design and opinions tend to come in

thick and fast at the pre log-in and landing (account summary) stages in

particular. Enthusiasm usually flags the moment detailing and front-to-

back wiring is required. The DigitalFACE templates built for the landing

page span commonly required features and provide banks the flexibility to

turn off or substitute elements on the page.

Set-up band: components; sequencing; font & colour

Alerts & Messages graphic treatment

Session Summary: pop up; lastlog-in permanently featured
Language options

Favorite apps access: grid; list; swipe; scroll

Favorite apps style: colour; shape; labelled icons; tiles with icons
Product band: placement; colour; shape; fonts; components;
sequencing

Services band: placementunder product band; stacked on the side
Portfolio: bands; tiles; rich graphics

Accountsummary stack content treatment; layout

All-family account summary

Quickaccess apps selection; placement; layout;

Segmentation themes; contextual apps; targetted offers

Ad types: static; video; click-through

Ad dimensions: banner; tower

Ad content: contextual; generic; bank offer; third-party offer
Bulletin placement: top; bottom

Contentblocks: product/service messaging;

Simulations: demos; basic SIMs; linked to personal data already in the
system
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Personas, Personalisaton and Persuasion

While DigitalFACE as an engagement platform makes it possible for a
bankto presentarelevantand personalised avatar or face to each individual
customer, or more broadly to each customer segment, this is more than deft
manoeuvring of skins and serving targeted product/service packs. The use
of personas helps describe the context of a single customer and to conceive
the products and services most likely to drive value for the bank, while
building a strong long term relationship, constructed on a series of happy
customer experiences. Weaving together disparate threads into a strong
fabricrequires clarity on the ethos that will drive bank behaviour.

Workshops with banks at 8012 FinTech Design Center often include an
all-important session on articulating the ethos that drives the bank. Going
beyond overused and sadly clichéd vision and mission statements, the
ethosis plain-speak expressed in first person, directly addressing a persona
the group has in mind. Based on distinct personas, there is quick realisation
thatbeyond an overarching superior customer experience promise, distinct
ethosarticulations are required for desired target customer focus.

The examples below are drawn from sessions that explored the
personas of a mid-level executive in his 40’s and his family - spanning a
spirited young relative ; our harried hero trying to find work-life balance,
and his retired authoritarian father. Across geographies, similar sessions
throw up interesting and sometimes unexpected cultural differences that
highlight the need for localisation, and then reassuringly we find common
ground in basic human emotions, and a universal desire to build and
nurture relationships.

It's helpful to relate personas to relationship types. As discussed earlier
in this book, relationship contracts exist consciously and unconsciously
between customers and brands, and customer experiences are evaluated
through the prism of this contract. In being aware of the relationship
contract, banks are better equipped to set, manage, and more importantly,
live up to expectations.
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ETHOS : the Elder - authority figure

BANKING FOR YOU. THE WAY IT SHOULD BE

Banking and insurance have become increasingly complex over time. At
SmartBank we understand the anxiety and frustration this creates, and
have decided to do something about it. In everything we do for you, we
are committed to cutting through the complexity. Our processes are
designed to deliver a great banking experience. If you are ever less than
satisfied, let us know right away. We're changing banking, and your
active feedback will help us provide a banking service standard you'll
have helped create.

Balaji Santhanam is 74 years, retired, and a solitary survivor. His family
always looked up to him as a pillar of strength and wise counsel. He's still
fiercely independent. His opinion still carries weight. He's tired of the time it
takes to get little things done. The daily chores he always took in his stride
have started to get under his skin.

This particular relationship contract is based on being an authority. To
deliver on this, the bank must come through as a credible authority (with
attendant attributes of expertise, and calm, caring reassurance) in its every
interaction. Delivering on any relationship contract is no mean task. Design
workshops at 8012 always have participants go silent for a while as the size
of the task sinks in. In this case for example, how will the bank have to
reengineer itself to be a genuine authority? What are the implications for its
people, products, services, processes, ... everything?

How much detailing of the persona is required? We've found its worth
breathinglife into the character. Participants draw on personal experiences
and soon the persona becomes very real, complete with idiosyncrasies that
the group refers to later in assessing possible weak links in customer
journey design and products/services we might want to lead with.
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Therelationship contractchecklist:

Establish authority in domain; advise from experience; provide clear
suggestions.

Endorsements: Lead with endorsement messages (videos; statics;
awards; articles).

Ethos: Spell out the straight-talking, no-nonsense philosophy and the
commitmentto lead from the front.

Advisory services: Active advisory services backed with area
specialisation; interaction opportunities; what-if scenario guides.

Simulations: Encourage assisted use of simulations and calculators to help
understand financial matters better; take informed decisions; get better
organised.

Personalise in ways that matter:

e Servequickaccessappsrelevanttohimonaccountsummary page

¢ All-encompassingaccountsummary stack

e Allow personalisation: apart from his son's picture, create a pin up wall
where he can place precious family pictures

¢ Conference call feature with RM, and his son (Arvind) based in another
city

e Quick access apps (Instant transfer; Health track; Hobby Club; Travel
Guide; Simulator (contextual); Offers (contextual); Smart Vault; Estate
Planning; Advisory Assist (by specialisation)

Persuade with products and services thatare relevant:
Accountsummary

Payments

Investments

Estate planning

RM conference (Skype/callto his RM)

Hobby clubs (Music concerts; Books and lectures on history)

Finance Matters (Bookmarkinteresting articles to share with his children)
Travel (Planning his next holiday to Germany to meet family and a

grandchild; travel cost calculator)
Health Track (Next scheduled medical is 2 months away; health records
areon-line)
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Next Movie (Complimentary tickets for 5 from SmartBank for Balaji
and his friends, with pre-booked transport for the journey
to the theatre and back)

Virtual assist (Screen share mode possible to assist him with online
views)

Building a relationship requires commitment in areas that matter. Every
bank will have their own approach of arriving at the product/service mix
for a particular customer/segment. The battle for differentiation is waged
on this front as well. Failure to meet expectations and inability to
occasionally surpass expectations, is the death knell of a relationship.

ETHOS : Buddy and adventure seeker

SMARTREWARDS IS A NON-STOP CELEBRATION OF EVERY
INTERACTION YOU HAVE WITH US!

Earn SmartReward points for every interaction. Earn more points for
some events. Redeem your points from an ever expanding catalogue of
exciting products and services. We're delighted you bank with us. And
this is our way of showing our appreciation. It's not enough providing you
the exceptional banking service standards we've set for ourselves. This
is more than banking. It's a celebration!

Arvind Santhanam is in his mid 40’s. His experiments with arriving at some
sort of work-life balance have met with limited success, and he’s realising
there is no such thing. Personal finance planning got better organised a few
yearsago, and there are definite milestones ahead that require funding. This is
a close family where things are headed in the right direction. Financial inflows
are steady. Expenses are in check. Everyone is busy getting on with their lives.
There are so many dreams to be realised.

The family banking portfolio with Smart Bank includes his current and
savings accounts, and savings accounts of his wife Gayatri, and their
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children Adi and Ananya. The ‘buddy and adventure seeker’ relationship
contract in this case provides the bank the opportunity to befriend Arvind
and share in his life experiences. Leading with the SmartRewards
programme is not about pushing a run-of-the-mill card points campaign.
Instead, it embodies the equal footing interaction where the bank
celebrates the relationship, derives genuine pleasure in unveiling
redemption possibilities, and proactively seeks ways to demonstrate a
committed friendship.

Therelationship contractchecklist:

Celebrate and reward the relationship every step of the way. Build
excitement and loyalty

Aggressive rewards programme: Lead with the rewards programme.
Generously award points for every touch/transaction point. Urge
redemption. Leverage programme to gather deeper understanding of the
customer.

Ethos: Spell out the philosophy centred around recognition of the
association and deeper levels of engagement.

Create shared experiences and memories: Actively stage memorable
adventures (experiences). Set up vacation plans; Plan a home purchase;
Design a personalised bank experience; Create a customised product.
Simulations: Encourage and reward use of simulations and calculators to
help understand financial matters better; take informed decisions; get
better organised. Promptimmediate action.

Personalise in ways that matter:

e Serve quick access apps relevant to him on account summary page
Instant Transfer; Hobby Club; Travel Guide; Simulator (contextual);
Offers (contextual); Smart Life Planner; Smart Vault; Advisory Assist (by
specialisation)

¢ All-encompassingaccount summary stack. Along with the all-family tab

¢ Flag his interest in bikes; home purchase; and winning products and
services offthe SmartRewards catalogue

¢ Demonstrate context by showing Arvind what his current number of
SmartRewards points can be redeemed for. Show him some of the
goodies available on the nextslab

e [M/video chatwith RM facility
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e For engagement, enable an interactive family tree graphic, with edit,
preview, submit, and share functions

Persuade with products and services thatare relevant:

Accountsummary

Payments

Investments

RM contact (Call/IM)

Bikes (Favourite brands; models; reviews; purchase links;
calculators)

Smart Getaways (Holiday planning)

Travel (Smart Map; Scheduler; links to browse & book sites;
reviews)

Family Tree (Relationships; pictures; notes; print/e-mail mode)

DreamHome  (Archive browsed/shortlisted homes; budget calculations
record)

Design workshops at 8012 repeatedly demonstrate an intuitive
understanding among bankers (across business, technology and
operations) of the way in which customer engagement should be
architected. Drawing from their personal experiences, immersion sessions
typically result in 130+ possible connect points, which are then whittled
down to under 10 to lead with, while the rest are banked for possible
future use.

ETHOS : Best friend and confidante

A LIFELONG FRIENDSHIP IS A COMMITMENT FROM A BANK THAT
WANTS TO DO THINGS VERY DIFFERENTLY

How can a bank truly mirror you? How can it be a close friend and a
confidante? Can we be more than an institution you trust with your hard
earned money and your financial transactions? We'd like to be a
steadfast companion. A well-wisher. Someone you can rely on, through
the journey of life.
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Spatika is a brave-hearted young woman in her mid 20s. Curious about
life. Wanting to learn and share. Giving freely of her time to those in need. A
ready smile. Patient with those she cares about. She's been working for 3 - 4
years. She's saving for a dream holiday, while squirrelling away some savings
every month. She invests in mutual funds, and has two fixed deposits.
Weekends are dedicated to music, tending to her potted plants, and reading.
Once a fortnight she goes out with her friends and expenses on the movie and
the meal out are shared. She's staying in a rented flat with a couple of flat
mates. She bought a car lastyear (second owner) and actively encourages car-
pooling. Unsure about investing in a flat yet since she's not sure where she'll be
inacouple ofyears.

The relationship contract in this case is based on close friendship. The
bank s already a confidante in many ways, merely by virtue of its functional
role in Spatika'slife. It's notreally bothered to be a friend. It unimaginatively
provides her the services she requires, while trying to sell her products she
more often than not exasperatedly declines. In our personal lives each of us
can only count very few as genuine friends and confidantes, so in seeking to
deliver on this contract, it's important the bank weighs its ability to back
pithy commentary with its actions. To sustain enterprise behaviour,
building a business case that clearly demonstrates the benefits of this
contract will go a long way in ensuring compliance across the many touch
points the customer will experience.

Spatika represents a generation that's an interesting mix of quick-to-
trust and reject, all in full public glare. The fact that her bank is enabling a
clever new feature on social media banking will not excite her the way it will,
the Chief Digital Officer of the bank. She’s her own person, and yet, deeply
influenced by her peers. They cohabit similar forums. They adopt
technology in similar manners. They're more comfortable bridging the
generational divide than the generation before them. They’re more
tolerant. And more exacting in their expectations. This seemingly
contradictory Generation-Z that banks are wooing for business potential
and cool quotient in equal measure, is not always easy to understand. But if
you play it straight and are there when it matters, you have a steadfast friend
forlife.
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The friendship contract checklist:

Align with customer interests closely and be an active participant in
the journey oflife.

Empathise with interests: lead with connect opportunities designed
around interests / lifestyle choices.

Ethos: spell out the philosophy centred around playing an active role in the
customer’s life and helping realise personal dreams and ambitions.

Service packs styled engagement model: learn-share-grow framework
of interaction with milestone recognition opportunities. Leverage
customer influence in social circle.

Simulations: emphasis on engaging simulations and calculators to help
understand financial matters better; take informed decisions; get better
organised. SIM toreal world accelerated path.

Personalise in ways that matter:

¢ Reading: rewards programme; book club; recommended reading;
subscriptions to journals; launch events; invite book reviews -
(Favourite titles; currently reading; reviews; purchase links)

¢ Gardening: home garden initiative; tips & tricks; encourage
participation in online gardening hobby club and sharing of
experiences; nature trails extension; gardens of the region/India/the
world - (Tips; My Garden; offers; purchase links)

e Travel: scratch-the-map adventure journal; encourage experience
sharing; participation in planning/booking; pre-travel planning and
financials/documents; special attention to the big extended holiday goal
- (Smart Map; Scheduler; links to browse & book sites; reviews)

¢ Social circle: enable her extend her happy experience with Smart Bank
with others; encourage her to help customise canvases for her social
circle

¢ Financial planning: be a genuine advisor to this friend for life. She has
many milestones ahead which Smart Bank can be a part of. Reward her
continued involvement with a tie-back to her interests, or appealing to
her giving nature, with links to relevant causes (clean-up drives;
education; tree planting; etc.)
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Introduce personalisation by way of allowing Spatika to feature her
favourite potted plant picture; or a picture from her travels; or maybe even a
book coverbased on her favourite list, or what she’s currently reading.

Segmentation suggests identification with a particular customer
segment and the design/delivery of products and services most likely to
appeal to them, in a manner that increases their commitment to the bank
while enabling the bank increase revenue from the particular
customer/segment. Customers evolve as do segments, and it takes agility
and a deep interest in understanding what makes consumers behave the
way they do, to leverage segmentation potential to business relevance.

What is a recent example you can think of where your bank revealed a
bored and disinterested approach to personalisation? Is there any one current
interest/priority/concern of yours where your bank could play a role without
too much effort on its part, and where you'd be willing to pay for the service?
These two questions were explored in a series of design workshops with
customers of global and regional banks. It was revealing that no matter the
size of bank or the maturity of its processes, the list of 'experience drops’
grew rapidly and without prompting. Customers are not as indifferent as
sometimes claimed. Nor are they temperamentally fickle. They are however
quick to sense a transactional approach to relationships and respond in
kind with disillusionment that makes a mockery of all the efforts invested in
on-boardingin the first place.

Co-creation of products and services with the customer is
personalisation with ready business leverage. Simulators help the
customer assemble products to meet their specific financial goals and speed
up the sign-up process. Self-design of products to suit lifecycle stages helps
set the stage for meaningful co-creation where the bank can suggest
alternatives that best meet customer requirements, quickly filling in gaps in
customer information understanding that would typically make for
superficial personalisation. Take apart current products to see how we can
let customers re-build them as they like. This makes for a terrific banker
design session, followed by a customer-led session on how they'd approach
the very same challenge.
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The race to innovate defined by clarity of
purpose

A review of the array of apps proudly offered to woo and win customers
by financial institutions around the world is instructive. Hygiene-level
offerings are seen as boring, even before effort has gone into ensuring they
are providing value to customers. Stepped-up offerings are passe and
quickly compared with others who provide the same functionality with an
additional twist, and packaged with more panache. Edgy ideas are what
creates the buzz and feel like essential weapons required to ward off new-
age online-only banks, and pesky non-banking players who dare to make
aggressive inroads into payments and more. In a time of grossly
exaggerated claims of viewership, customer base, transaction
volumes/value, and customer ecstasy delivered, there is little real focus on
the customer. This lack of clarity make the race for innovation a reckless
copycat affair, where flights of fancy are rarely anchored in reality. And
worse, there is little or no accountability for innovation that doesn’t
translate to business. The start-up world has made failure fashionable.
There is no excuse for the careless manner in which offerings are conceived
and bundled as apps. The disregard for wiring is appalling. The rush to have
as many imaginative apps as the bank next door, or an adaption of the latest
gamification effort by the bank glorified in a recent analyst report is
ridiculous.

During a recent exploratory session, the need to be able to provide a
customer a ready look at all accounts including joint accounts was hotly
contested, without bothering to check the instance of customers with their
own and joint accounts. This will undoubtedly vary between banks,
branches and geographies, but like any hypothesis, it needs validation
before being discarded or rolled out. Take the now famous MoneyBar
(spawned so many avatars over time), that makes customers graphically
aware of money available to spend after allocating amounts against
scheduled goals, payments and commitments triggered from activity
planner alerts. How much is this device actually used? What is the marginal
utility it delivers to the customer? Does it address the top 3 current
stated/unstated needs of the customer? Ditto the graphic representation of
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spend patterns. What about the Insurance major that has a provision for
customers to upload their videos to next of kin, that will be available for
password protected viewing on demise of the customer? Clever marketing
ploy, or creating a need thattapsinto a deeply felt emotion.

Take SmartConnect, an application designed on the premise that
knowing the customer better can be powerfully leveraged, and it’s worth
investing in this information, that should be collected in an engaging

manner.

SMART CONNECT

The more we're a part of your life, the better we can
serve your financial needs. Earn SmartReward points
each time you update the Connect!

Asyou connect, the power bank charges. WIN points for
every charge. WIN big for every full charge cycle!

What if a well-designed information capture device allowed customers
to fill in a bit at a time, rewarding at relevant milestones? What
psychological and behavioural sciences should be drawn on to ask the right
questions, in the right way? What creative tools should be deployed to make
this a compelling experience, and would we actively test response levels to
multiple approaches? Right away, we’d be able to develop a customer family
tree, and get a far better feel for this segment of one, that suddenly
represents many. Getrich insightinto interests and milestone events ahead,
we might otherwise never have known about. The Diary of Dreams will
provide a framework for the customer, and for the bank to participate in
fulfilling at least some of those dreams. There will be major upcoming
expense heads we'lllearn about. And share in life's adventures the customer
will embark upon. Getting this right will take some doing. How do we choose
theideas we will investin?
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Point of View

Varied customer requirements and their uniquely
differentimpact on customer satisfaction

A product or service will only be successful if it effectively
solves one or more important customer problems. Every
customer problem can be represented as a need. The Kano
Model is an insightful representation of 3 main categories of
needs any product or service must address in order to survive
in a competitive market.

Discovering the Kano Model - David Verduyn

In his paper ‘Discovering the Kano Model’, David Verduyn argues that
even though Dr. Noriaki Kano created his model in 1984, it is more relevant
than ever today in a competitive global market where the customer is more
demanding and has more choice. The Kano Model studies contributing
factors to customer satisfaction and customer loyalty. The Professor
classified 5 unique categories of customer requirements, 3 of which you
want in your offering, and the other 2 to be taken out. This model's main
objective is to help teams understand, classify, and integrate these 3 main
categories of requirements into the products or services they are
developing.

The 5 categories of customer requirements are classified depending on
their ability to create customer satisfaction or cause dissatisfaction. An
appreciation of what falls where and the importance of each requirement
helps prioritise efforts. The y axis is degree of satisfaction of the
requirement; the x axis is the level of fulfillment or execution of the
requirement by the company.
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Satisfaction
Very High

s

Execution
Excellent

Execution
Poor

Satisfaction
Very Low

Performance - These are the requirements customers are able to
clearly articulate (stated needs). They are the most visible requirements
and the better they are performed, the more satisfaction they bring.
Conversely, the worse they are performed, the more dissatisfaction they
bring. (Original model examples - mobile battery life ; mileage ; oil change
time ; TV resolution) What would these be in the context of a financial
institution?

Basic - These are the requirements customers expect and take for
granted. When done well, customers are just neutral, but when done poorly,
customers are very dissatisfied. These requirements must be included and
are the price of entry into a market. (Original model examples - strength of
handle on coffee cup ; reliability of lock on door). The distinction between
'Performance’and 'Basic’ categories is critical.
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Excitement - These are the requirements that are unexpected and
pleasant surprises or delights. These innovations delight the customer
when there, but do not cause any dissatisfaction when missing, because the
customer never expected them in the first place. (Original model example -
In the late ‘80s Ford introduces an arrow near the fuel icon to remind the
driver which side the fuel hatch is on when at the fuel station) The Professor
reminds us that excitement providers don’t have to be expensive like in the
Ford example. A greatidea will quickly become industry standard. Customers
will be willing to pay for innovations that excite.

Indifferent - These are the requirements that the customers simply
don't care if they are present or absent, their satisfaction remains neutral
under either circumstance. If the vast majority of customers have no need for
certain features, they're better off eliminated.

Reverse - These are the requirements that cause dissatisfaction when
present and satisfaction when absent. The quicker we realise these and
remove them, the better.

Time is a big influencer on excitement quality. What is exciting today,
will be asked for tomorrow. This reality is what drives the need for
continuous innovation (excitement quality), to keep our offering fresh,
unique and competitive. Aggressive idea innovation techniques help
generate ‘excitement’ concepts, while classical customer research tools
reveal the ‘performance needs’. Knowledge/experience, customer
complaints, category understanding are sound sources to draw up the basic
requirements set.

In a recent Temkin Ratings report, Regions Bank tied with Amazon.com
in ranking of web experience. In his paper ‘How Regions Bank Provides an
Amazon-like Experience’, Philip Ryan queries how a regional bank can
match the efforts of Amazon that obsesses over customer experience. The
Regions spokesperson restates a truism we live with - that two decades
later customers are still asking for the same thing (speed, convenience and
security). What's changed is expectation levels, and frame of reference from
their experiences with non-banking enterprises.
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The need for research cannot be overstated. There are many
interesting models to explore and absorb before choosing one that feels
most relevant for you. The Temkins Ratings for example speak of Net
Goodness Experience Ratings (success, effort and emotion measured ona 7
point scale, where ratings of 1 through 3 are subtracted from ratings of 6
and 7); Forgiveness Ratings (how likely customers would be to forgive a
mistake); Trust Ratings; Customer Service Ratings; and Web Experience
Ratings.

Beware UX messiahs who promise a changed customer experience
through ‘contemporary web design’. Your omnichannel design is a sum of
many inter-related parts. And there is no escaping the hard ground work of
understanding the customer better. And rigorously testing hypothesis for
relevance and incremental utility delivered.

Revisit business 101 to ensure our
vision isn't clouded by giddy innovation

Earlier in this chapter I spoke of 10 Design Truths we need to face up to.
It's also a good idea to go back to business principles 101. You'll find a
patient reading well worth your while. Strong fundamentals endure the
passage of time and the arrival of multichannel modes of delivery and
consumption.

The long-forgotten Causes for Leakage graphic urges we consider
possiblereasons for current market share and the gap between as-is and the
total market. While the blocks in the schema are not scaled to specific data
points, the point is well made. The absence of products/services is one of
several leakage factors. Immersion sessions that revolve around models of
this sort where Business, Technology and Operations participate, throw up
interesting perspectives. More importantly, it reminds the group that
technology, however powerful, is finally an enabler. A conversation with a
consumer banking group of ‘customers lost’ threw up interesting ideas on
how to do deal with corporate accounts that provide ready access to a large
customer base that remains a flight risk if the corporate chooses to move
business elsewhere.
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CAUSES FOR LEAKAGE

Total market

Product/service not offered

Customers not covered

Leaked B
market
Customers competed
for and lost
c
Customers competed
for and won
D
Share of
market
Customers not
competed for
E

Any which way you look atit, it boils down to the basic need to build
strong customer relationships forged by a series of positive
experiences. On occasion, impatient from a need to launch a new
technology-driven offering, banks get restive and then defensive, when
asked ‘why?’ Transformation begins with asking the right questions!
DigitalFACE enables the bank to mirror the individual customer’s needs.
Hyper-personalisation is akin to looking into one’s soul, therefore the
chapter title. Should your bank be ‘one bank for all’, or should it seek to face
each customer and connect personally? These are strategic choices
technology makes possible today.
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Egital
Fact Check

Accelerated customer journeys.

New digital channels.

Re-engineered organisation structure and process reinvention.
Self-service and increased value per customer.

Collaboration across functions.

Continuous innovation.

Rapid iteration, testing and roll out.

Do you have what it takes?

igital design is best begun with the customer in sharp focus.

Understand pain points, stated and unstated needs. The

organisation will need to reinvent itself (structurally and in
thought) to commandeer customer journeys that spill across channels and
vary by customer segment. A clearly stated bank ethos will help drive
change in behaviour and inspire intervention through journey stages.
Technology architecture will adapt to suit journeys. Horizontal (BPM)
components and standard (data capture/retrieval and authentication)
components should be shared across different journeys to speed up digital
adoption while reducing costs.

Which digital is right for you? Which of the profusion of models should
you consider? Does a mix of elements and the creation of your own model
make sense? What are the complexities to watch out for? The Digital Fact
Check chapter shares models, questions the sanity of blank-cheque
customer empowerment, considers robust platforms and products design
principles, takes stock of security, riddled with the dichotomy between
unhindered immediacy and multi-layered safety, and reflects on present-
future realities presented by advances in artificial intelligence and neuro-
linguisitic programming.
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Point of View

Choose IT components and their sequencing so thatthe IT
architecture changes naturally as the journeys build on
one another

A Nov 2015 McKinsey paper, Speed and scale : Unlocking
digital value in customer journeys (Driek Desmet, Shahar
Markovitch and Christopher Paquette) writes of an
organisation that used its customer onboarding journey as an
initial test case. The organization reduced rework and extra
expenses for later journeys by modernizing its common BPM
architecture and mobile front-end framework up front, and by
developing reusable e-archiving and authentication
components. It also built in an additional interface layer,
which allowed for back-end services developed during later
journeys to be connected easily once they were ready. The
lessons learned from the test case therefore informed the
entire remaining architecture transformation.

The COPARIS index of digital readiness

The genesis of COPARIS lies in a conversation with the CIO of a large
global bank in 2005. He was recounting a discussion with his CEO about
technology being leveraged better to improve customer experience. He
asked, “How do I measure experience?”

Placing Customer Relationship firmly in the centre, experience is
derived from the products, channels and services, and encounters at every
touch point. How it all gets delivered, is Operations Management. How can
we drive more STP? How do we handle exceptions? How do we spot failures
proactively? The technology architecture defines performance. How
quickly is a product/service made available? Performance is about speed,
scaleand accuracy.

Analysing responses to the 'how to measure experience’ question posed
to 200 CEOs/CIOs in 2006, threw up discernible patterns and anti-patterns.
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Further study on the subject crystalised into seven dimensions and the
rigorous COPARIS framework (subsequently classified under four business
and three enabling architectures). When the architectures are aligned and
harmonised, the resultant throughputis exponentially enhanced.

In the quest for digital readiness and differentiation, each independent
initiative in effect adds complexity to an already convoluted, labyrinth-like
business environment. Which is in stark contrast to the goal of reducing
friction points, and driving complexity reduction. The application of design
thinking in the COPARIS framework led to the powerful COPARIS index and
the outcome-based measure of each of the seven dimensions against pre-
setobjectives.

Investments in process and engineering design teams at the 8012 FT
Design Center generated enormous value as emergent technologies were
researched in each dimension. Focussed and clustered problem solving
doubled throughput, delivering custom-built products quicker, applying
reusable frameworks and pieces of technology. At Design Center
workshops, financial institutions team up with domain and COPARIS
experts to address customer challengesin a holisticmanner.

Align Operations

More STP

Exceptions during the process
Leakage points

/ Spotting failures

Good construction anticipates disaster

Operations
Management Decisions & Data
/ How information systems enable
better decision taking.
Business . Data model design based on decisions
Architectures Analytics required vs. data generated
Customer Centricity
Digital is like a customer Customer How are you managing?

o — N ’
Product Relationship Inherent to the business of banking

How much risk can the bank bear?

Digital is all about absolute understanding of risk

Channel
Services

Risk Maximum Security
Multiple devices and channels
Entitlements and authentication
are a critical piece of security

Performance Security architecture

-

Speed; Accuracy; Scale Integration
What is the true role of technology?
(SAS) of transactions
Technology that powers performance \ Seamless Connects
Integrating with current, legacy
and the external environment

COPARIS Total Digital Preparedness workshops. Faster product design and rolf out, at a fower cost. With
more lean and agile operations.
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The EY model : Business strategy for
digital value maximisation

The 7 dimensions model in the 2015 EY GCC Digital Banking Report
titled 'Where Your Customers Want You To Be', suggests parameters to
shape business strategy for the digital world.

i H H
Strategy, Customer Supply chain Risk and Finance, legal People and
innovation : N Technology . ’ R
experience and operations cybersecurity and tax organization

and growth

3 Establish . Createa
,[I).r've d amore agile Manage risk diverse culture
cdllien digital supply as business H of innovation
innovation ElEED network transforms and ideation
customer Streamline Automate
experiences the digital processes and
leveraging ecosystem controls
Align the technology Manage Keep pace Redesign the
operating model . in-house and with '"C’ef”sk'”g . organization
for the digital : third-party AU YLD " o fit the
id and cyber digital age
world Collect providers attacks N
intelligence -
atioss H Fully enable 1 inv?)li(g:glsz zeand
touch points : digital systems H ey
and media
Engage channels Leverage new Understand Transform
the landscape . technologies broader risks T knowledge
without H to enhance of new H across the
boundaries operations technologies organization
Deepen B:_Ia_;\cle Evaluate
customer : . digi ?. . digital tax
relationships H mnqtvhal'll?n H operating model H
and insights w effectiveness Integrate
Respond maintenance . eg
Understand vickly to Provide digital
threats and quickly digital trust technology to
opportunities frarke and privacy empower
changes people

Leverage Integrate
technology to front-office Address legal
better integrate apps with and regulatory
among back-end requirements
functions system

Disruption and re-wiring existing bank organisation, products and services is best approached with a focus
on a few high-impact opportunities. A particular market is often not ready for innovations being delivered
elsewhere. The challenge is in execution, rapid prototyping and market adoption.
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CEB Towergroup : Digital marketing
diagnostic anatomy

In a December 2014 study which demonstrates great foresight, The
Digital Marketing Diagnostic Anatomy in 'Getting the Offer Right Using
Digital Marketing Technology’, sets the context by stating - Facing a long list
of capabilities, lines of business are tasked with building a cohesive digital
marketing investment strategy. Guidance in understanding and selecting
products is flagged as an area of opportunity for banks to increase a
customer’s likelihood to purchase. The Diagnostic frameworks are
structured into four broad segments : Information Management ; Offer
Delivery; Match & Respond ; and Decision Guidance.

Decision Guidance

Information Management Offer Delivery Match and Respond ; ’
includes those attributes that includes those attributes that includes those attributes that help g‘ ﬂ:ﬁz;nossi:n:x:::zt
support the aggregation of data assist in the distribution of connect customers with offers thyinkin an{i urzhase ropensity
and segmentation of customers relevant and timely offers based based on the expected customer 9 P! > Prop!

= N A throughout the changing
based on customer profiles. on customer needs. journey and customer inputs.

customer lifecycle.

Traditionally, financial institutions harness multiple point solutions to
drive customer value across these four segments. These cover social data
insights; customer churn; customer spend trends; channel optimisation for
offers; reporting; campaign performance; financial simulators and direct
productsign-up tools; etc. The CEB TowerGroup model lends itself naturally
to focusing energies on products/services that are likely to produce
maximum business impact, while aligning the digital organisation strongly
for smooth delivery.
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The BOTIS evaluation checklist : Beyond
the RFP query set

The evaluation of digital engagement platforms must go beyond the
specific RFP query set that typically focuses on functional, technical and
need-based business parameters. The acronym BOTIS (Business Growth ;
Operational Efficiency ; High Performance Technology ; Implementation
Certainty ; Full Lifecycle Support) features a hard-hitting five point checklist
that will help you get a commitment measure of the partners you are
considering.

How do your products help improve my business?

How will you reduce cost of operations by reducing errors and
exceptions?

How will you deliver on technology future-proofing?

How will you use methodologies and frameworks for integration with our
ecosystem?

NN NN

How do you commit to support into the long term?

Interrogating business perspective from
three dimensions

No matter the cunning digital model prescribed by 'experts' or home-
grown with careful introspection, the entire business perspective must be
examined from three dimensions. These will have a direct bearing on your
digital design.

ONE. Who is the customer for whom you are architecting your digital
platform?

The customer segments you target can vary significantly between rural,
urban, large multinational corporate, high net worth individual, etc.
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Segmentation scrutiny and the hard task of making choices is important.
What aspirations of which customer segments will you fulfill with your
digital platform?

TWO. What products does your enterprise want to deploy and extend?

The second dimension takes into account the fundamental enterprise
approach to products. Some companies run with fewer products supported
with deep distribution strategies, while others tend towards a wide range of
products and securing alarger share of customer wallet. There is significant
success to be seen in both approaches. But each has a distinct bearing on
digital design. New age fintech companies are often associated with niche
product focus, with an emphasis on complexity reduction and superior
experience delivery.

THREE. Do you have an execution talent plan in place?

The third dimension of the right digital for you is related to your
enterprise execution capabilities. What are your criteria for employee
selection? How many of these criteria map with customer relationship
building and experience delivery? What is the current state of employee
knowledge? Your choice of digital platform and its successful leverage is
based on employee capability and competencies.

Varying customer priorities, geographical and regional nuances,
enterprise lifecycle and technology adoption maturity, will all impact your
digital path. There is no one size fits all model, but the three dimensions of
segmentation, product portfolio, and execution talent plan will drive your
digital design.

Cutting through wiring complexity. The
four freedoms of true digital

The power of Digital comes from Digital 360. Digital Outside is the
digital face of the organisation with which the customer interacts. Digital
Inside houses the mystery of workflows, business rules and decisions that
mustbe optimally wired across a diverse setof role holders.
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Cutting through the often confused battery of choices (where functional
features and business possibilities tend to get muddled), true digital
provides four freedoms.

1. Right canvases on which customers can effortlessly paint their
needs. Freedom of expression.

2. Integration of authentic and appropriate information, simpler work
flows enabling empowerment, and simplified business rules.
Freedom of communication and information.

3. Integration with the maze of internal systems, and the jungle of
external systems using APIs and Integration cartridges. Freedom of
connectivity.

4. Right kind of entitlements and authorisation for customers and
employees of the financial institution. Freedom of security.

The four freedoms are in effect a four-dimensional challenge where the
CEO of the business has to design a TRUE DIGITAL BLUEPRINT where
operations, technology, risk and marketing jointly participate in Design
Immersion workshops architect their enterprise future.

Enterprise digital platform

What does a financial enterprise do when faced with such a dazzling
array of digital experience delivery choice? The fact is that no financial
institution can absorb and purposefully use all that is seemingly available
on tap. What is required is a robust, yet lean enterprise platform. There is a
minefield of digital traps of which the wise banker will be ever mindful
while considering newer 'bolton’ technologies:

e Increased complexity of maintenance and support.

¢ Introduction of points of vulnerability in the digital landscape from
integration weaknesses.

e Multiple data structures that wreak havoc in understanding the
'context’ of similar looking data structures.

e Multiple versions of ever-evolving technologies working with various
generation of browsers and devices.
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Triggering traps in this minefield threatens the very stability of the
enterprise platform. It's important financial institutions choose
enterprise digital platforms designed specifically on all seven
COPARIS dimensions of application management - Customer
experience (UX), operations design, performance of technology, risk
mitigation controls and alerts, decision support analytics, 360 degree
integration, and bullet proof security. With the rapid roll out of new and
invariably piecemeal digital-based offerings, the need for an Enterprise
Digital Platform is more critical than ever before.

Role based canvases for higher
throughput

Decades of study of banking systems across the world, and the evolution
of usage patterns by bank staff and their customers, has only re-emphasised
the practicality of smaller canvases. 9 apps has emerged as the upper limit
for a specific customer canvas. With apps for information, analytics,
transactions and decisions as close to each other as possible.

From the Digital Inside perspective, each employee should not getlostin
an impenetrable maze of menus that require hard to obtain keys to connect
particular systems to apps for execution. The higher productivity,
quicker training, and lower service failure rate advantages of Role-
based canvases are well established.

Customer addiction engineered by
ruthless design focus

Customer-centricity and customer empowerment are readily
associated with digital design. The importance of both cannot be overstated
in strategic approach and execution. Customer Addiction is a hotly debated
topic at Design Center sessions. At the very heart of the conversation is the
subjective question - who decides what makes for compelling digital
design? Apple analogies flow thick and fast at this stage. The functionality of
Apple Notes appsis very rudimentary. In the last eight yearsithas notadded
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basic and simple elements like colours and fonts (type/size). It's this
singularly focused decision to keep the Notes Apps streamlined for the
functionality it delivers, that drives customer addiction.

Earlier in this book, the importance of saying no has been discussed in
the context of digital design. Adding more features does not necessarily add
incremental value. Despite the technical feasibility of throwing in a bunch of
bells and whistles, exercising restraint is a powerful design statement. That
Apple has not drastically changed and cluttered its adoption screen with
choices in over seven years is not a reflection of inability to innovate or
deploy new apps. It's testimony to the belief that 'less is more'. More
important than ever in the digital age where information and sensory
overload results in experiential fatigue, where me-too customer connect
efforts begin to appear superficial and jaded.

The importance of asking the right
questions

Faced with a challenge we react instinctively. There are tried and tested
frameworks that help assemble and make sense of multiple input data
points. The comfort of 2x2 matrices and multi-dimension measures allows
us to construct and evaluate possible solutions. The start point is a spirit
of enquiry, unshackled by limiting beliefs.

In Thinkertoys, his compelling handbook of business creativity, Michael
Michalko details the Phoenix Checklist. It's an unlikely resource for digital
design sessions. 'Phoenix’ is a checklist of questions developed by the
Central Intelligence Agency (CIA), to encourage agents to look ata challenge
from many different angles. For most effective results, begin with defining
the Challenge Statement. Then review the 'problem’ using each of the
suggested questions as a direct probe. Once you have given the problem the
complete work over, move to the question bank related to the 'plan’ you are
tasked with developingas a solution.
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Immersive Innovation

THE PHOENIX
CHECKLIST

Asking the right questions results in

better strategic decisions

Using Phoenix is like holding a challenge in your hand.
The seven COPARIS dimensions are a powerful digital design
construct. Arrange your queries in these 7 buckets. Get inputs
from your business, technology and operations teams. Initial
brainstorming rounds should create up to 75 questions in
each bucket. Cluster and prioritise the initial set, and work
this down to not more than 48 direct questions, to which you
need straightanswers.

The Problem deck

e Whyisitnecessary to solve the problem?

e Whatbenefits will you receive by solving the problem?

e Whatisthe unknown?

e Whatisityoudon'tyetunderstand?

e Whatistheinformationyou have?

e Whatisn'tthe problem?

e Is the information sufficient? Or is it insufficient? Or
redundant? Or contradictory?

e Should youdraw a diagram ofthe problem? A figure?

e Whatare the boundaries of the problem?
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Can you separate the various parts of the problem? Can
you write them down? What are the relationships of the
parts of the problem?

What are the constants (things that can't be changed) of
the problem?

Have you seen this problem before?
Have you seen this problem in a slightly different form?
Doyouknow arelated problem?

Try to think of a familiar problem having the same or a
similar unknown!

Suppose you find a problem related to yours that has
already been solved. Can you use it? Can you use its
method?

Can you restate your problem? How many different ways
can you restate it? More general? More specific? Can the
rulesbe changed?

What are the best, worst, and most probable cases you can
imagine?

The Plan deck

Canyousolve the whole problem? Part of the problem?
What would you like the resolution to be? Can you picture
it?

How much of the unknown can you determine?

Canyou derive something useful from the information you
have?

Have you used all the information?

Have you taken into account all essential notions in the
problem?

Can you separate the steps in the problem-solving
process? Can you determine the correctness of each step?

What creative thinking techniques can you use to generate
ideas? How many different techniques?

Canyousee the result? How many different kinds of results
canyousee?

How many different ways have you you tried to solve the
problem?
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¢  Whathave others done?

¢ Canyouintuitthe solution? Canyou checkthe result?

¢  Whatshould be done? How should itbe done?

¢  Whereshoulditbe done?

e Whenshoulditbedone?

¢ Whoshoulddoit?

¢ Whatdoyouneedtodoatthistime?

¢  Whowillberesponsible for what?

¢ Canyouuse the problem to solve some other problem?

¢ Whatisthe unique set of qualities that makes this problem
whatitisand none other?
¢ Whatmilestones can best markyour progress?

¢ Howwill you know whenyou are successful?

This Challenge Play Book in the 8012 Design Center session toolkit
comes with Problem and Plan decks that individually feature checklist
questions. Participants in immersive group sessions contribute to a
growing bank of questions as they tackle particular challenges.

Real and present security risks in the face
of dynamicinnovation

Breathless analyst and media coverage about heady mobile banking
adoption rates and increasing contribution to bank revenues from digitally
powered self-service channels, runs on a perilously parallel track to the
more sobering reality of persistent security breaches.

In February 2016 hackers helped themselves to some 81 million USD
over aweekend from Bangladesh's central bank. Inserted malware diverted
funds from the bank's account in the New York Fed using the SWIFT
messaging system. Breach discovery announcement was slow. Finger
pointing was quick. SWIFT refuted allegations that security holes were
introduced while connecting the country's first real-time gross settlements
(RTGS) system, and insisted that user banks are responsible for security of
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their own systems. Successful cybersecurity requires staying a few steps
ahead of intruders. Better security platforms. Better training. Tighter
regulatory control. Better inter-bank/inter-government/eco system
partner global cooperation. The stolen money in question was laundered
into cash in casinos in Philippines, which are exempt from money
laundering controls.

Security breaches are more commonplace than lay customers
realise and bankers care to admit. Hacks, identity theft, data breaches, e-
mail scams, viruses, malware and more localised instances of phishing, have
created a veritable industry of 'security lists'. Apart from the banal don't
reveal your password and PIN ; use ATMs in safe places ; look out for
scanners near the ATM slit; and such like, pieces like 10 Ways To Make Your
Online Financial Accounts More Secure (Chandralekha Mukerji, Economic
Times), suggests : @ Power Password management @ Verbal
confirmation before transaction @ Limits on auto payments
@ Decline public wifi @ Password protect documents sent by e-mail
@ Update O/S regularly and browser settings @ Device lock
Destroy data on devices to be disposed of @ Opt for OTP and
virtual keyboard No personal information on social media.

EMV cards deployment not absolute. Cards remain at risk.
Conventional magnetic stripe cards are vulnerable to skimming. Migration
to the more secure EMV (Europay, MasterCard, VISA) format is some
distance away. At the ATM end, dip card reading machines are less prone to
fraud than machines that retain the card during transactions. The latter are
stillwidely in use.

Recent innovations in security have the additional advantage of
creating brand differentiation. For example, facial recognition
technology to secure mobile transactions. Alibaba's 'Smile to Pay’ feature
requires the customer to look into the camera of a smart phone to complete
the transaction on the app. Clever security ideas need regulatory catch up
and favourable ruling before they become industry standard. In this case,
will the central bank consider facial recognition relevant beyond the
log-in stage?
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Marching in quick step with the success of digital wallets is their acute
vulnerability, particularly in areas likes mobile recharges, bill payments,
ticketing, and cashbacks that lead right back to the customer’s account.
Rampant fraud is underreported in the competitive rush to add to the user
base. Smack in the midst of this bleak narrative is always a compelling
forward looking new use scenario. De La Rue, the world's largest producer
of passports and British banknote printer plans to embed passports directly
into smart phones, that will work at immigration control. Updates awaited
onregulatory views!

Point of View

The rise of BYOD and the emergence of IoT heralds
increased security risk

Intel Security muses that most organisations may be able to
detect 99% of all security breaches. It is the one percent
attacks thatslip through that cause the most damage. The goal
is unified protection, detection and correction with real-time
centralized management in an adaptive feedback loop. This
way security evolves and learns in an iterative cycle that
improves over time and reduces security penetration.

Making Cybersecurity a CEO's Imperative, Jagdish Mahapatra, MD,
India & SAARC, Intel Security

Any narrative on digital will necessarily be intertwined with
innovation, security and regulation. In the piece 'Someone Owns This
Data’ by Dune Lawrence inthe July 11-17,2016 issue of Bloomberg, there is
reference to a little-used Illinois law under which plaintiffs are suing for
violation of privacy using facial recognition software. The Biometrics
Information Privacy Act (BIPA) passed in 2008 is one of the only statues in
the US that sets limits on the ways in which companies can handle data such
as fingerprints, voiceprints and retinal scans. Biometrics once
compromised, leaves the individual with no recourse and open to identity
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theft. Against this backdrop, a quicklisting of biometrics in various stages of
adoption maturity by Amit Bapna (Touch, Swipe, Bank - Brand Equity)
include:

Finger Print

¢ Fingerprint authentication (as popularized by Apple Pay) ;
authenticated payment card for contactless payments

¢ Fingerveintechnology for higherlevel of security

Voice
¢ Log-in authentication based on vocal tract geometry, harmonics, pitch
and range

¢ Automatic voice authentication while customer is speaking with the
servicerepresentative

Retina

e Smartphoneiris scan to authenticate users for mobile payments

Heartbeat / ECG Scan

e NFC chip in wristband communicates wirelessly with payment
terminals while ECG sensors authenticate the user

Facial

e Authentication for payments

Mobile device manufacturers are integrating authentication
features into phones to shorten the distance between authentication
and transaction. Less developed nations are keen to make banking and
digital payments as simple as making a mobile call. The laudable rush to
serve the unbanked is not matched with security rigour. The developed
world stands exposed as well. Home to majority of cyber fraud, lost in
conversation about seamless customer experience across devices, with
minimal steps from log-in to transaction.

Mobile-based payments solutions trends revolve around Near Field
Communication (NFC) and Host Card Emulation (HCE). Paswords, pins,
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biometrics, handles encompass authentication through transaction, doing
away with with the need to upfront account numbers. On the cards front,
bank and card agnostic payment solutions

The July 27,2016 Bank Innovation piece titled 'SMS No Longer Secure for
2-Factor Authorisation’ references the latest draft guidelines of the US
National Institute of Standards and Technology (NIST) on digital
authentication. SMS notifications are not recommended for 2-factor
authentication due to inherent vulnerabilities. With 2-factor authentication
widely in use by banks around the world, this is a reminder of sweeping
industry standard change that will roll out sooner than later.

The Sony and Ashley Madison stories and the Wikileaks (leak or hack?)
saga are ready reminders that personal information is only secure till it is!
Apps are downloaded throwing all caution to the wind, providing
permission to access data and functions, driven by a hunger for
monetization, leading to increased individual vulnerability. With all the talk
of empowering customers, financial institutions cannot afford to 'delegate’
the responsibility of personal identity and date security to their customers
under the guise of digitally powered self-service and security customisation
(to charge additionally for variable security protection will add insult to
injury).

Recounting her personal experience of her Facebook account being
compromised by a young lady who proceeded to engage her friends with a
distress message, drawing them in with details about her ‘emergency’, the
fraudster was able to pocket a tidy sum from multiple ‘donors’, Uma
Sashikant, Director, Centre for Investment Education and Learning, and
columnist for the Economic Times wrote a delightful piece on behavioral
science. Beware of the Trojan Horse in Your Backyard is an ode to the perils
of social platforms. The four ‘learnings’ are in line with best practices
adopted by organisations raising funds for specific causes:

e Donors respond to photographs, rather than silhouettes. Personal
identification cues trust.

e Donors are more likely to respond to a specific cause and very
specificrequest details.

e Donors act when they sense an emergency and feel in a position to
make a positive contribution.
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¢ Donors find it difficult to get out of a situation of engagement leading
toadonation.

Security design requires protocols that address the known and
anticipate the unknown. Cybercrime globally impacts upto half a trillion
dollars every year. Identity theft has a large market on the dark web. Digital
adventures will result in great mishap without adequate emphasis on the
alignment of security, business priorities, risk tolerance assessment and
investmentin establishing a culture of security awareness.

Convenience versus security. Fewer steps and faster transactions
means multiple authentications and more time to ensure higher security.
Geo-fencing of accounts and rule and risk-based access are basic automated
controls. Customer buying patterns and deviations between current-past
behavior trigger alerts. Universal application of real-time decline in the
banking eco-system is the next step in evolution from role and risk based
access.

Integrated security exchange is critical for digital platforms

Omnichannel digital engagement requires a powerfully integrated
security exchange where authentication, authorization and entitlement are
embedded into a single engine. Isolation of applications with a secure layer
is essential. The digital security landscape and security honeycomb
schemas suggest frameworks for reference and relative strength analysis.

Digital Security Landscape

Channel ‘ @ ‘ @ Q ‘ Qm “?‘8
Security Layer

)

N Third Party
Back VSAD
Office Single Sign-on A
1BM Tivoli
ol z
= Authentication Authorization Entitlement Administration > RSA
. 173
Functional 2N — g Safeword
) & =
Common Services [ v
T ‘asco
c
(| Reporting Notification Audit Caching & i-Sprint
Admin .
Integration Adapters MiddleCware
N +

)

Own / third party product apps

Banking LMS Collections Trade Payment Treasury +
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The handy digital security application question set based on
frequently asked questions:

Is encryption of sensitive data (like password) supported/
incorporated? Whatare encryption algorithms used?

Does password encrypt data over the network?

What is the segregation of duties for security administration? Are
system administration duties separate from security administration
duties?

Does the application support changes in password length, password
complexity, password expiry duration?

Doesapplication enforce password expiry (90 days)?

Does the application support an automatic timeout on reaching
presetidle time?

Does the application support locking of user ID on maximum failed
log-in attempts?

Does the application force users to change their passwords after
initial log-in and after password reset?

Does the application support de-activation of users if the user is
inactive fora pre-defined period?

Doestheapplication support SSO?
Doesthe system allow role level multiple user sessions?

Does the system allows integration of different authentication
solutions (LDAP, AD, Tokens, Biometrics)?

Doesitsupport multi-factorauthentication?
Doesitsupportbiometric authentication?
How are security audits managed and configured in the system?

Is the maker-checker feature enabled, before any privilege is
given/modified/removed in the system by the admin?

Are OWASP guidelines followed for application development?

Addyour questions to this reference set!
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The Security Honeycomb

Integration with Third Party

+ Ready Third Party Authentication System

« 2FA integration with RSA, Safeword & I-Sprint, etc
+ Adaptive authentication

Social Media Integration

+ Login with Facebook /
Twitter

+ Social Banking

* Scenarios support

+ MorphoSmart Biometric
Device Integration

Biometric Authentication
« Fingerprint, Palm, Voice, Iris

I— Two Factor Authentication 4 2
+ Primary and Secondary J— Role based Access Control
Authentication 6 3 7 * Role Qased access controls for Menu,
configurable at user, Functlonj & Apps
channel and system level . Aulhgntlcallon For USSD and SMS
5 8 Banking

+ Mobile App Based OTP

Administration

Static and Dynamic password
! i C passw * Management by not more than 15 Apps

+ 3 way One Time Password support

. 3 . N SSO Integration « Improved administration service through
ngr:f;gr]%riglsjﬁgtg for static password, * SAML Integration 'Single window' servicing
" . « Single Sign-On for own/custom + Apps in plug-and-play mode
+ In-built OTP Engine build/third party product cati
+ Grid based authentication party products + mPIN Authentication
+ Support SSO
«+ Advanced Password Encryption
and Hashing

The integrated security platform must provide end-to-end security
spanning user identification, authentication, single sign-on, authorisation
and entitlements. Biometric authentication must be capable of supporting
the evolving feature. Adaptive Authentication powers risk-based
enablement of strong, step-up authentication using regional / user
behavioral analysis. Mobile Application for generation of OTP
(online/offline) helps bank to reduce cost of SMS. Voice authentication is
based on passphrase. Implement Grid Authentication supports Grid
numbers generation and validation available on the reverse of cards. mPIN
based authentication support for user authentication for Mobile banking
applications. Support of asymmetric encryption of password and advanced
hashingalgorithm.

This book on customer engagement and building enduring
relationships that drive value by leveraging digital, could well have been
written from the Security perspective instead. Its an all pervasive concern,
reflected in the seriousness with which central banks once skeptical about
blockchain (distributed ledger) technology made famous by Bitcoin are
now actively exploring how to harness the technology that enables
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decentralized record keeping, structuring of data and recording of full
transaction journeys within the frame of traceability, transparency and
security.

The India stack represents a progressive
approach to digital infrastructure

The stack has four layers, each backed with relevant technology and
corresponding public APIs under India’s Open API policy :

1. Universal biometric digital identity that enables anywhere access
to any service in the country. (Aadhaar authentication)

2. Digital records aligned with individual digital identity working
towards a paperless environment. (eKYC, eSign and Digilocker)

3. Single interface to all bank accounts and wallets democratizing
payments with a bias towards a cashless environment. (Unified
Payments Interface)

4. Consentlayer thatallows free and secure data movement.

The National Payments Corporation of India released APIs for the
Unified Payments Interface. Each layer is managed for the public good. As
Kabir Kumar (CGAP) and Sanja Jain (iSPIRT OPEN API Team) opine,
technology stacks are not new, but the India stack is smart policy, not
envisioned on this scale elsewhere in the world.

APIs are primarily used to access usually anonymized data related to
transactions, and inspite of security concerns, open platforms and API
markets promise innovation support and faster ecosystem growth. BBVA
piloted APIs on its market place in the areas of business intelligence ;
accounts; cards; and security. Simple, the US digital bank bought by BBVA in
2014 has been one of the first ones to use these APIs. “Open Platform allows
you to take off-the-shelf a real time core that's designed for technologists.
You have modern APIs that are well documented, that have the same
standards of API that you'd expect from any other technology company,’
says Joshua Reich, Simple co-founder.
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A banking app store is more relevant than
ever today

The new economies of banking can be summed up in the ditty : too big to
fail ; too small to scale. While larger banks deal with legacy issues when
attempting digital transformation in a phased manner and often in silos,
smaller banks are constrained with line of business realities and cost-
benefit analyses. Full spectrum apps-based platforms for next generation
financial service providers will assure customer-centric digital design in
products. The digital suite will potentially power commerce, providing
access to products and product clusters in line with customer growth
abilities and plans. Interoperability will reduce friction points. As will
affordable OPEX model pricing, on-premise and cloud delivery options, and
less relevance for building out internal technology teams. Disruption in
banking is not just from the non-industry players that have forced banks to
think radically differently. It will be from trusted banking app stores, which
will allow Run the Business - Change the Business reform cost efficiently
and with business certainty.

Point of View

Data is the new verification

Your data becomes your asset, tomorrow you go somewhere
else, you don't have to explain who you are. This is the route
for millions of Indians in the informal sector to join the formal
economy.

Nandan Nilenkani at a Better Place start-up technology event that uses
data analytics to provide background verification services built on the
Government of India Aadhaar ID platform
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Artifical intelligence. All pervasive. All
knowing. Early days yet

Algorithms have long played an active role in financial services.
Algorithmic trading has been applauded and derided in turn with every
boom and bust. Search engines, and in recent times e-commerce
enterprises, have been instructive of their use of algorithms to improve
conversion rates, take inventory decisions, study trending models,
understand what users are looking for, what competition is carrying, make
strategic segmentation and customisation choices, pricing decisions,
delivery routes and supply chain optimisation. Business modelling is being
run with big data analysis and machine learning tools. Engineering teams
determine what data to collect, and data science teams analyse the data.
Real time analytics leads to better demand prediction and surer conversion.

IBM President and CEO, Ginni Rometty describes cognitive technology
as the fourth step in evolution after cloud, big data, and mobile. Her
colleague John Kelly (Senior VP, Solutions Portfolio and Research, IBM)
describes real progress in holistic approaches that address hardware
architecture, algorithmic strategy, process design and industry expertise.
This sort of approach accelerates time to market for truly cognitive
systems that learn at scale, reason with purpose, and interact with
humans naturally.

Artificial Intelligence (Al) is traditionally associated with applications
involving humungous databases and complex cross referencing. Healthcare
and Oil & Gas were traditional bastions of heavy number crunching.
Cognitive technologies now increasingly see more leverage across
industries, though notalways at Watson scale!
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Point of View

With computational technologies being combined and
applied in a variety of unanticipated ways that eclipsed the
original artificial intelligence premise, the Aite Group felt it
relevant to coin a new term - 'inorganic intelligence'. The
global research and advisory firm queries whether inorganic
intelligence can solve human problems using methods
derived from aspects of human intelligence at a beyond-
human scale, and help financial firms take computing to the
next level, further increasing operational efficiency, and
improving results.
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Trading Technology

Anti-money Laundering
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Fraud Prevention
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The aftermath of the 2008 global financial crisis led
regulatory authorities to mandate widespread surveillance in
financial services. Such large-scale surveillance must be
automated due to unique requirements such as structured
and unstructured data, prevalence of compliance at trading
desks, and effective precognition for slower, chunkier traded
products. Inorganic intelligence can make up for additional
human labour needs and unique requirements inherent in
regulation. Inorganic intelligence has the potential to be
instrumental for streamlining client onboarding, mitigating
and identifying cyberthreats, and developing more intuitive
marketing analysisand operations analytics.

Aite Group's recent report, The Dawn of Inorganic Intelligence in
Financial Services, details the genesis of inorganic intelligence,
outlines its technologies, and highlights multiple current and near-
term applications in financial services. Current regulatory mandates
provide the most fertile ground for the immediate application of
inorganic intelligence in financial services. Most notably for robo-
advisors (related to the Department of Labor fiduciary standard),
automated trade surveillance, and risk management.

While digital investments have been concentrated on the revenue side,
compliance costs represent a large overhead cost for banks and Al can
potentially tackle the voluminous demands of anti-money laundering
(AML), know your customer (KYC), insider trading, liquidity reporting and
more, with higher time and cost efficiency. In an insightful article in the
International Banker titled Innovating Bank Compliance: The Real Benefits
Of Artificial Intelligence, Mallinath Sengupta, Chief Executive Officer,
NextAngles (provider of artificial intelligence-based systems for compliance
applications) spells out the case for Alin AML:

To understand the real benefits of artificial intelligence, it is
instructive to look at why it is so difficult and costly to manage the
compliance burden in the traditional way. In the area of AML, for
example, financial institutions have transaction monitoring systems that
generate alerts when potentially unusual activity is detected. In order to be
thorough and avoid heavy fines, the systems are extremely sensitive and
thus generate large numbers of false positives. This means that compliance
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staff must scrutinize each alert, investigate the activity, and determine
whether itis unusual and rises to the level of being reportable in the form of
aSuspicious Activity Report (SAR). The problem is magnified since financial
institutions typically have multiple systems, making it necessary to compile
data from numerous sources in an investigation.

Al can solve this problem by creating domain-centric models that
replicate the “real world” of banking and regulatory compliance. The
advantage of Al systems is that they are able to perform tasks that normally
require human intelligence, such as pattern recognition and even lower-
level decision-making. Importantly, Al enables the creation of “learning
systems” that can become more expert with each subsequentinvestigation.

The massive surge in data from across devices coupled with powerful
computing capabilities at lower costs has created an environment for more
widespread Al applications that are typically very demanding on
computing resources. Algorithms already actively track online behaviour
and help the organisation serve context-driven information to drive
revenue. The premise of the digital PFA is built on the ability to marry past
behaviour patterns with anticipated behaviour in the frame of evolving
lifecycle needs.

Multichannel intelligent assistant Nina uses multilingual voice
recognition to enable transaction, to commands like: I'd like to pay fifty
dollars on my bill next Tuesday. Al in this case requires accepting natural
language, understanding inconsistencies in the spoken language, and
dealing with self-corrections and reflective hesitancy. Nina and similar
applications are already in trials in banks across the world, logging in
valuable experience hoursin calls and transactions managed.

In the personalised financial services space several Al initiatives are
building use case references across robo greeters/agents (Japanese banks
had to issue advisories to customers on how they should behave with the
robots!); automated advisors; intelligent wallets; automated insurance
underwriting; P2P social networks; and more. Management decision
making will increasingly lean on Al generated recommendations. Fraud
management and regulatory compliance, as discussed earlier, will be the
other major Al application.
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Melinda Gates famously remarked (no way a sea of dudes will know how
to appeal to female consumers no matter how long they work at it!) on the
importance of gender diversity in machine learning coding. Security,
privacy and regulatory oversight will all undergo re-learning and
reinvention as artificial intelligence applications gain a foothold in financial
services. While it’s early days yet, Al, machine learning, NLP technologies
will play a significant role in the digital 2.0 journey. This is when digital
design will embody a deep understanding of cross channel patterns and
anti-patterns of customer behaviour and associated risks through the
customer lifecycle, and technology will translate the mysteries of these
diverse and not readily apparent patterns into heuristics and finally
algorithms with surer predictive abilities. The end goal remains deeper and
more profitable customer relationships.

Unleash the power of collaborative design

Design is the single most powerful competitive differentiator for
financial institutions. Success in this regard requires revisiting the
fundamentals.

¢ Design with the customer firmly in the centre and interrogate
every stage againstthisall-encompassing purpose.

¢ Consider the interplay between (human imagination inspired)
desirability; (technology ideation driven) feasibility; and
(business implementation relevant) viability, with clarity on the
trade-offsrequired between the three dimensions.

¢ Unravel the mystery of business and traverse from heuristics to
algorithm. In Design for Business, Roger Martin describes the
design of business as the pace at which knowledge advances from an
inexplicable problem, to a rule of thumb that guides us to a solution,
toareplicable success formula.

¢ Follow the four stage Applied Design Thinking process. It begins
with getting a firm handle on stated and (often more importantly)
unstated needs. Here is where we overcome the 'don’t know what we
don't know barrier. Stage 2 involves observing patterns in this
instance and from similar situations in this context, with an
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emphasis on accidents and exceptions. Stage 3 is all about the rigour
of being conscious of and connecting the dots between customer
experience and operations design. Stage 4 focuses on unearthing
blind spots and deep diagnostics.

Understanding
Requirements
- Stated

- Felt

- Unstated

Observing Connecting Unearthing
Patterns the dots Blind spots

Our opportunity as designers is to learn how to handle the complexity rather than shy away from it, and to
realize that the big art of design is to make the complicated things simple.

Design immersion, collaborative engineering, and co-creation
with customers begins with Preparing the Design Mind. This involves
harnessing the five forces of growth (SEPIA) ; creating actionable
consciousness of the three potentially draining elements to watch out for
(VAL) ; and the five frictional forces (DECAF). UnMukt sessions encourage
appreciation of the individual learning states, behavioural science and
inter-personal / group dynamics. The context is set for collaboration driven
by a spirit of enquiry, where participants can freely express their ideas
without competitive pressure, and there is commitment to the collective
mission rather than seeking personal glory. The author has personally
conducted UnMukt sessions reaching out to over 60,000 people over the
last decade. Preparing the Design Mind sessions and follow through Design
Your Business / Design Your Life, and Institutionalising Design Thinking
sessions are now conducted by the School of Design Thinking founding
faculty to calendered global schedule, as well as by prior booking.

5 FORCES OF GROWTH 3 ELEMENTS TO WATCH 5 FORCES OF FRICTION
Skill Vulnerability Doubt

Expertise Alignment Ego

Perspective Limiting Beliefs Conflict

Idea Anger

Alignment Fear

SEPIA VAL DECAF
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Immersive Innovation

THE UNSELFISH GENE

Harvard Law School Professor, Yochai Benkler, is a thought
provoking author of papers and books on cooperation. He
suggests, “We are more cooperative and less selfish than
most people believe. Organisations should help us
embrace our collaborative sentiments.”

In Unmukt sessions, we have often explored the negative
impact of conflict, fear, anger and doubt. Deep rooted limiting
beliefs strengthened by years of conditioning choke our
potential and our capacity to embrace each day and challenge
with vigorous enthusiasm. An appreciation of learning and
behavioural theories is essential to successful collaborative
design sessions.

Human Behaviour research over the decades demonstrates
our ability to collaborate beyond selfish self-interest.
Professor Benkler suggests 7 levers that motivate people to
contribute to the collective effort instead of pursuing their
own interests atthe group's expense:

¢ Communication among participants - the single most
powerful lever.

e Framing & authenticity - won't last if the claim isn't
believable.

¢ Empathy & solidarity - the difference between solidarity
and discriminationis a slippery slope.
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e Fairness & morality - cooperative systems must have codes
that are predicated less on rules and more on transparent
socialnorms.

e Rewards & punishment - appeal to participants’ intrinsic
motivations, making collaboration social, autonomous,
rewarding and even fun.

¢ Reputation & reciprocity - long term reciprocity is pivotal
to collaboration. Reputation systems keep participants in
line.

e Diversity - collaborative systems designed to harness
diverse motivations respecting individual degrees of
sensitivity.

Extract from The Unselfish Gene, Yochai Benkler, HBR

Financial institutions are understandably wary ofimplementation
failures - the biggest challenge they grapple with! The industry is replete
with instances of ambitious modernisation programmes that grossly
overrun time and budget schedules, causing considerable reputational and
financial damage to the customer and a significant setback to their strategic
goals.

D-3 OTIF hardwires implementation certainty into your digital
initiatives. The aggressive delivery excellence programme called D-3 OTIF
- literally translates to delivery 3 days before time, in full. The framework is
built on the pillars of Design and Diagnostics, and contains distilled
progressive thinking on Agile Engineering, Theory of Constraints and Six
Sigma.

i L Complexity Reduction Connect Business i Full
Design Thinking o With deep insights e Technolog Y Efé';’ﬁg,ce ——eo Lifecycle

Bt e and Bperatons Framewste  Suppor

The digital design value chain
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Consistent delivery 3 days ahead of schedule and in full, is the
ultimate test of customer-centric design. Engineering centres are
specially designed on agile principles, where six-people teams work as cell
structures (benzene units), ensuring high productivity delivery excellence
along 8 dimensions.

Four dimensions relate to 'In Full', which drives the behaviour of
implementation (requirements, technology solution, engineering,
support). The 'On Time' dimensions focus on planning, monitoring &
control, stakeholder management and on how we participate as a partner
with the customer for higher throughput.

Consistent performance requires high performance engines around
domain efficiency, technology efficiency, process efficiency, customer
knowledge, re-usability, I[P innovation, and people energy. Deep diagnostics
unearth blind spots. Design principles engineer for predictability.
Chemistry is the secret sauce that makes D-3 OTIF possible.

Financial institutions vary in their adoption of technology and their path
on the technology journey lifecycle. Your technology partner mustbe able to
engage meaningfully on your diverse requirements, outcome-focused, and
with delivery and pricing models aligned to your strategic roadmap,
execution infrastructure and investment landscape, providing reassuring
implementation certainty. On Time. In Full.
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The 8 steps of Design Thinking
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This tested approach to collaborative design sessions has proven to be a
stimulating and successful model. The first six steps are typically covered in
intense group immersion at the 8012 Digital Design Center. The last two
steps represent follow through stages in the process. Developing an
expansive physical infrastructure specially architected to create a design
culture was a necessary investment, and a commitment to the criticality of
design in wiring customer experience and business kinetics. The 8012
Digital Design Center is where progressive financial institutions work on
their digital challenges with leading collaborative design facilitators, and
product and solutions specialists who have led the most complex and
ambitious transformation initiatives in banks around the world. Through
thisbook there has been mention of some of the design immersion tools and
techniques. The School of Design Thinking tool kit is an additional valuable
resource for collaborative sessions.
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Right Digital as
an enabler of
Business Success

Being the customer’s Primary Banker is imperative to achieving
business goals of revenue and profit. Winning and keeping Primary Banker
status to the customer involves understanding the customer’s life journey,
and being an empathetic and supportive partner in this journey - in ways
thatbenefitthe bank as well as the customer, on an ongoing basis.

Since commercial success demands that banks be effective partners in
the customer journey, the only true business equity for the bank is its
relationship with customers. And the ultimate goal is to invest in building
harmonious, trusting, resilient relationships, which can endure the
inevitable bumps that will be encountered on the road.

This requires an appreciation of the nature of relationships - they are
human, intuitive, emotional, complex, evolving. Most importantly, they are
shaped and re-shaped by the experiences shared between the parties, and
the underlying contract of do’s and don’ts that govern the interactions
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between them. For the bank, this means conceiving, creating, delivering
and managing experiences at each and every interface point with the
customer, some of which may not even be in the bank’s control, like word-of-
mouth from friends or colleagues.

What then is the role of Design and Digital in this Experience Crafting
and Relationship Building continuum? Design is the strategy blueprint of
how the bank will go about staging experiences and architecting
relationships. Digital technology, driven by a true omnichannel customer
engagement platform, is the enabler of the strategy. In the evolving
customer and market landscape, better digital design simply makes better
business sense.

Digital can have an impactful role in ensuring that banks reap
monetisation asan outcome of customer relationships:

e Tapping into the possibilities of Segmentation of One to create Lifetime
Customer Value is now doable like never before, because every
customer at every touch point, can be managed with digital design and
engineering.

o Digital, rightly used, can help craft products, services and apps of
relevance and value to customers, unencumbered by expediencies, and
the mood of the moment.

¢ Digital gives banks the means to move away from the more transactional
User Experience focus, to the far more relational and enduring Customer
Experience focus.

The success of Digital as an enabler, hence, depends on how customer-
centric the digital strategy and implementation is. And how holistically it
can span the customer’s life journey with meaningful and memorable
experiences. For the power of Digital to be leveraged in this way - Business,
Technology and Operations have to join hands in serving the customer.
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Continuing on the digital design journey

Since the time [ started on this work book and pulling together my
thoughts, session notes, and insights from category articles, the digital
momentum has only intensified. Some of what was ahead of the curve then,
isnow already in use today and showing signs of going mainstream. In some
ways though, change has been slow to come. Several financial institutions
continue to be dazzled by the lure of the many insta-products they can roll
out with digital technologies, rather than focus on the critical few that will
add incremental value to the lives of their customers, and margins to their
enterprise. We're still entrenched in silos despite cross-enterprise CDO
hires. New technology innovations continue to add unforgiving layers of
complexity to bloated legacy, while security weaknesses get constantly and
embarrassingly exposed.

On the positive side, conversations on digital are more substantive than
ever. Digital leaps made in other industries are transitioning to financial
services quicker. The products and services bar has been set higher. Larger
teams from Business, Technology and Operations of financial institutions
are investing more time working together and in immersive sessions where
they jointly decompose challenges and construct fully structured solutions
-inactive collaboration! We have some way to go before digital consistently
delivers the art of the possible, but the compass heading is right. There are
riveting and instructive digital design success stories today, across our lines
of business (global consumer banking, risk & treasury management, global
transaction banking, central banking, and insurance). My colleagues and I
welcome a dialogue on ‘Transitioning from the Art of the Possible to Your
Enterprise Reality’ at Digital Design Round Tables around the world.

As this edition goes into print, the ambitious Government of India
demonetisation gambit coupled with legislature, executive and judiciary
drivers to encourage digital transactions within an increasingly digital
ecosystem, are a powerful reminder that the S curve of digital adoption can
be greatly influenced and shaped by external forces. Its widespread
acceptance in all manner of interactions with financial institutions, is
however another matter entirely. Regulations and other directive-level
drivers will ensure higher usage of digital highways for certain applications.
For the most part though, it’s for each financial institution to gently lead its
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customer base on a digital journey that promises richer experiences (for
both), while taking great care to not compromise customer security and
trust. This is arguably the most exciting time to be in banking, and possibly
the most bewildering, since in a quick changing environment, customer
expectations are higher than ever, and accelerated turn-around-time goals
almost seem engineered for error. As non-banking players’ innovations are
finally met with like-for-like innovation from established banks, and
financial services providers merge and morph, the value of strong customer
relationships based on meaningful experiences gets further underscored.

[ trust you will find this reference guide and workbook interesting and
useful. Mail me your thoughts (at arun.jain@intellectdesign.com) based on
your personal observations and enterprise efforts. Amplify a point made in
any of the chapters in this book with real life learnings, or share an entirely
new perspective on an issue. Share stories of your successful digital efforts,
and insights into customer and employee perceptions and behaviour. Select
contributions will be woven into future editions of ‘Digital. The Art of the
Possible’ series.
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