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Historically, as community bankers,
we’ve succeeded in competing on

service, but today we're forced to

A race to the bottom.
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The answer iIs still service.

For the purpose of today’s discussion, it’s the personalization of service.
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This is not new news.

Capco Study: 72% of Customers Rate Personalization as “Highly Important” in Deloitte.
Today’s Financial Services Landscape
Report finds banks have a unicte annnrtunity tn manatize dinital cana whila dal + alizacl hankina experiences to
customers H H .
Hyper-personalisation:
- the key to banking's
.
past - and its future .
Helene Panzarino
28 Aprii 2021 nz & Banking-4nnovation consultant &
evangelist
One of the most interesting aspects of the digital banking helenepanzarino.com
revolution is that in some ways it is actually taking banking back H r-
to its origins. Member since  Location ype
The concept that links the orlginal bancos in 13th-century lialian 17F0b2021  Longon ;:\e future of fﬂ?“ banking  Personalisation: Key
* Jee 5 & T 2 TyPe~pesonalisetion moerat . e
plazzas 1o the cutting-edge developments in today's Fintech hubs Rina naste i © to the Future of DIngQ'
is hyper-personalisaton. Using permissioned reaktime data to [ SPT E v B

generate insights that are customer-specific, banks can offer

services highly tailored to customers’ needs How financial services can unlock customer

insights to deliver personalization securely

Al Barking, Frtech

Hyper-Personalization: the Next Stage of Digital Banking

InG e

Ecoxomic Tives Industry

HYPER-PERSONALIZATION:'

THE NEXT STAGE e IST | Today's cPaper
OF DIGITAL BANKING r
y L1
Hyper-personalization and new-age tech will drive
e

Teres the Bertirg Cet oy

Al-enabled banks

=1 wenw RIBUTORS - Lagt Upditos: Ne €3, 2021, C4: 0122 PMIST
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The Only Two-Sided
Customer Engagement Platform

THE FINANCIAL BRAND

Interacti Road to
Greater Personalization Banking

With digital banking transactions Personas aren't good encugh for
increasing, the need for personalized financial marketing anymore. People
and contextual experiences want you to know them, not
becomes essential. someone like them or just their
generation.
Personalization in © Lack of Personalization ©
Banking: Closing the Gap Puts Banks at Odds with
Between Desire and Ability Consumer Expectations
Banks and credit unions enhance Banks and credit unions desperately
relaticnship management and need stronger personalization
customer engagement across models that create unigue
business lines through use of experiences and differentiate their
Intelligent CRM. brands.
Digital Dominates as
Truist’s CMO Has Strong e How Banks Can Take (=] Generational Differences
Views on Fintechs and Amazon's Approach to Peak
Personalization Website Personalization PSCUS sixth annual Eye on Payments
Vinoo Vijay, architect of Ally Bank's Here's how one credit union has study reveals shifts in consumer
[ ] [ ] early marketing and & TD Bank quickly generated impressive results payments preferences and behaviors.
L] alumnus, will help the SuriTrust- by transforming its website into a
n BBAT megamerger deliver on its data-driven experience,
promise. J
] ]
articles and webinars T
Banking Requires More Personalization in a Digital-
. . Focus on Personalization First World

Data-driven approaches to Banks must embrace digital

a Ol l e rSOl Ia I 2 a IOI l developing news ways to serve the transformation and take their
needs of individual consumers can personalization efforts to the next
ensure survival of banks and credit level or risk being left behind.
unions.
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Yeah, but what do | do about it?
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This presentation would be a raging success if...

* You walk away with tangible next steps
to serving your customers uniquely.

* You know where to look for the traps
and challenges.

APITURE
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Trust in Government

APITURE

Trust in government in the United States

Share of respondents who say they trust the United States government 'always' or 'most of the time'.
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Data source: Pew Research Center (2023) OurWorldinData.org/trust | CC BY
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Trust in Media

U.S. adults under 30 are now almost as likely to trust information on social media
sites as information from national news outlets

% of U.S. adults who say they have some or a lot of trust in the information they get from ...

AGES 18-29 30-49 50-64 65+ ALL ADULTS
100% :

83 84 79 | 82
70 73 8 : (f\’\)
Local news orgs. 71 62 N\-O & o7 | 7%71

National news orgs. 62

Social media sites 44

18
f T T T f T T T f T T T r T T T f T T
'16 '18 '20 '22 '16 '18 '20 '22 '16 '18 '20 '22 '16 '18 '20 '22 | '16 '18 '20 '22

Note: In 2018, trust of information from social media was only asked of and based on internet-using U.S. adults. In the question on trust in
the information from social media sites, the examples used have changed over time; for more detail on the specific wording, see the topline.
Source: Survey of U.S. adults conducted July 18-Aug. 21, 2022. For dates of other surveys, see the topline.

PEW RESEARCH CENTER
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Trust in Religious Institutions

APITURE

In U.S,, roughly three-in-ten adults now

religiously unaffiliated
% of U.S. adults who identify with ...
78%
63%
Christianity
29
No religion
16

0 e Can SO T -
Other religions

Tt T ot T od T

r T T T T
2007 '09 11 ‘13 ‘45 17 19 ‘21

B O Sy Sy e oy

Note: Those who did not answer are not shown,

Source: Data from 2020-21 based on Pew Research Center's
National Public Opinion Reference Surveys (NPORS), conducted
online and by mail among a natlonally representative group of
respondents recrulted using address-based sampling. All data from
2019 and earlier from the Center's random-digit-dial telephone
surveys, including the 2007 and 2014 Religious Landscape Studies.
See Methodology for details.

“About Three-in-Ten U.S. Adults Are Now Religiously Unaffiliated”

PEW RESEARCH CENTER
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Trust in People You Don’t Know

Interpersonal trust in the United States, 1972 to 2018

Share of respondents who agree with the statement "Most people can be trusted".

40%
United States
30%
20%
10%
0% « T T ,
1972 1980 1990 2000 2010 2018
Data source: US General Social Survey (2022) OurWorldinData.org/trust | CC BY
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Trust in People You Know

Share of people who trust others in their neighborhood, 2020
Share of respondents who answered "a lot” or "some" to the question: "How much do you trust people in your
neighborhood?"

i ‘

No data 50%  60% 70%  80%  90%  100%
r ] I e

Data source: Wellcome Global Monitor (2020) OurWorldInData.org/trust | CC BY
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Trust in Financial Institutions

Banks and
Credit Unions:

Trust in organizations, United States, 2014 Trust in organizations, United States, 2022 Ourword

Share of survey respondents stating that they trust various organizations®. Share of survey respondents stating that they trust various organizations®.

Police 68.2%

Universities Charitable or } itarian or

Women's movement

ian or

Churches 57.6% Envi | protection 53.9%
Wormen's movement Universities 53.8%
E pr Churches 53.1%
Banks Banks
Major companies Labor unions
Labor unions Major companies 31.2%
Television 23.9% Press
—
Press 22.7% Television
Data source: Integrated Values Survey (2022} Qur\WorldinData.orz/snust CCRBY Data source: Integrated Values Survey (2022} DurWorldinData.orz/snust CCRBY
Note: Trust here corresponds (o responding "lrust completely” or "trust somewhas!” in each case Note: Trust here corresponds to responding "trust completely" or "trust somewhasl” in each case
1. The question asked was: | am going (o name a numbier of arganizations, For each one, could you Lell me how much cun ou braes in Then: is 1. The question asked was: | am going lu name a number of organizations, For e could yiu Lell me how much cunk wou baves in them: i
it a great deal of confidence, quite a lot of confidence, not very much confidence or none st all? tagreat deal of confidence, quite a lot of confidence, notvery much confidence or none st all?
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Open Banking is (almost) here!

BILLING CODE: 4810-AM-P
CONSUMER FINANCIAL PROTECTION BUREAU

12 CFR Parts 1001 and 1033

e CFPB Guidance: Dodd-Frank

Required Rulemaking o Personal Financlal Data Rights

AGENCY: Consumser Financial Protection Baress
ACTION: Proposed rale: request for public commest

SUMMARY: The Comsumer Fimancial Protection Buresu (CEPB) is propasing to establish

12 CFR part 1033, to implement section 1033 of the Consumer Finascial Protection Act of 2010 e n l a l o h e I
(CFPA). The proposed rule would require deposisory and nandepository eatitics o make , a EEE

available  mithorized thind ¢ c 3

ctices and occounts; establish obligatians for 2 consamer’s duta,
ncluding imports=t privacy protections for that dats; provide basic standsrds for data sceess; and ° D t O h H
i S ata ownersnip

DAT ‘omments must be received om of before December 29, 2021

ADDRESSES: You may submit comments, identified by Docket No, CFPB-2023-0052 ot RIN

— Data Availability
Standards

*  Federal eRulewaking Povtal: hps:wennregulations. . Folkow the instractices for

wabemilting coomments.

Email: 2023-NPRM-Dato-Righisiicfos gov. Include Docket No. CFPB-2023-0052 or

RIN 3170-AATS im the ssbject lime of the message
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Americans’ Shadow Financial Lives
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Data is the lifeblood of

tomorrow’s economy.

APITURE

People increasingly understand
that and are more careful about
their data.
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ATAY does . Hawover, Mc«m-mymm;xm

make availsbie Wa your Iremel Servica, you grant ATET & nonexcusive, un , workiwkde,
subloonsoatie, wn.mw,WWpunupmuW mwdlm

odit, pubksh, prepare decivative works of, Gistridule, process, analyze, Use and commercialze, in any

korwm o User Contert.

faith befiel thel such waodmms necessary 10: (a) comely wih legel peocess; (b)
enforce s Agreament; (c respend fo clms that any Content violates the rights of $ird partes; or, (d} pratect
1he rights, property, of personal safety of ATAT, mwmwmpuuc

6.11 Customer Service Suport

ATAT provides fres basic cuslomer care far Seevice purchised from ATAT and covered under this Agreenen
Athough ATAT roserves certain rights related to equipment necessary 1a roceiva the Service and wil repar ce
place JaMSced equpment &5 ATAT deens necasssry (in esch case, as descibed in, 8nd subject (o the terms
and conditiors. (including Sees and other charges) sel fomh in. Section 6.7.2 above), ATAT does nol provide
support for devices that access the Service under s Agreeman.

6,12 Contact Information

Uniess otherwise specfiad (n 215 Agroement, notces by Members 1o ATAT must be given by caling: for ATAT
Dial subscrivers (355.722.3425), & ATST High smn Intemel subscibers (Business snd Consumer)
(877.722.3755), for ATAY intermet anc ATAT Fiber subscribers (Consumer Griy} (800.288.2020), for FastAccess
DSL and BellSouth Disd Infermst subscrivees (Business and Consumer) (883.321 2575). for Fixed Wireiess
Intormet {Business and Consumer) {00,288 2020). and for ATAT Intemet for Business and ATAT Business Fiber
(800.321.2000).

6.13 ATAY Wired Internet Service
6.13.1 “ATAT Wired Internet Service" refers lo J'vr Internat service provided entirely through a terrestrial,
wined Intemel Protocol techroiogy, whelhee ased of oplical fiber based, snd genecaly

CopOuT b encompasses

1hose services marketod as "ATAT Internel,” “ATAT Fiber,” ATAT High Speod Internet (ncluding Max and Max
Phas), and U-verse Inteenet. ATST Wired Inleme! Service does nol indude servioss which use Asynchronous
Transior Mode tachrilagy instead of Intemet Pratocod technalogy, such a3 ATEY DSL. Tha terms in s Section
6.13 apply to customers purchasing andior rocewing ATAT Wired
1o conlained in the reat of these itamet Access Service Terms wilh reapect |o your ATAT Wm lnlml
Services.

6132 ATAT ATAT wil ¥Oou oetal

‘oquipment, which may nclude cre or more of the foliowing:

(1) 8 Wi-Fi Gateway (WG") localed ingide your

{2} an Cpbical Network Terminal {'ONT") netwark terminates, which may be located nside
ironermt

wﬂmmon"umﬂyw or in 8 centrs location in & MTU sewi
kY

(3) an Inteligent Natwork inte ces if you do nat have a gateway),

8 of which are harsin colact y 0d for your Sevica, If you have nol
purchased Irteenat Equipmen o n t o Equoment ts beyord the ane-year

This

APITURE

Google Privacy & Terms
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rrrasuetion

Yo rdutinabip vith Griaght

Ly Gitsonghe noe-sit:un
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fow Gangle nandiss govermment
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AN O RITIICE FaSur At WO WIS 1 Vel I LERAd 3 BID) Feat hat v pRsec

i e e e sboul yan nighos g cvelent, s ham g s
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Trust: A lifetime to build and a moment to lose...

How to build trust:

«  Speak simply

- Be forthright about what data you’re using and why

- Demonstrate an understanding of unique user needs (show value)

How to lose trust:

- Mismanage user data (selling or sharing with “marketing affiliates™)
« Have complex terms of service (ulterior motive)

- Be patronizing

APITURE Conidential | 21
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Simple gestures go a long way...

APITURE Conidential | 23



Silence is deafening...

N

Capital(One
/Bank

~_
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What value do your customers say you provide?

©)

Z

Loans & Financial Financial Trusted Financial
Deposits Command Center Safety Partner
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How to move up the value chain?

Acknowledge customers for their
successes

« Job/salary changes

* Progress to gos

* Feature walkthroughs
Loans & Financial +  Debt mandgkrancial Trusted Financial

Deposits Command Center + Peer benchi8arfigiy Partner

Next best product
* Auto loan for kids coming of age
*  Working LOC for fluctuating business revenue
* Mortgage for renters with sufficient cashflow

APITURE Confidential | 26
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Steps to Success
1. Pick a problem you want to solve.

Important Note: Whose problem are you solving?

APITURE Confidential | 28



Here’s what this looks like for us...

Market Problems | Data Intelligence

facarteren okl

Agetirn w o¥ can b we-positianad to adderws the pesklum in the naar term nmn«mmm:mnwmmm .
Apeture I ar can be maderatelppositioned to address shis problem i the eI CEM (4 g et trad

,._.4.._..«.
Apiture b aotand ks oot likely to ba sositiersd to addross tiis preblam

T

S— ’

§

High Impact to Apiture

APITURE
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Steps to Success

1. Pick a problem you want to solve. v
2. Determine and procure the data you would need to solve it.

Credit
Reporting

ERP /
Accounting

Industry
Researc
h

Loan
Application

Account
Origination
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Steps to Success

1. Pick a problem you want to solve. v/
2. Determine and procure the data you would need to solve it. v

3. Determine the engagement strategy.
Cost-optimized (digital = cheap)
Data-driven (Do they use a branch? Do they log in regularly?)

APITURE
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Steps to Success

Pick a problem you want to solve.V
Determine and procure the data you would need to solve it. Y

Determine the engagement strategy. v
Fail fast, celebrate learnings, incorporate feedback, and try again.

B wwh -
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Challenges

Internal bureaucracy
* Business vs. Marketing vs. IT — Where does this live? This requires a clear-cut owner; it
cuts across too many streams. Option to consider: Hire a CDO with a high EQ.

Investment $
« All IT spend is going toward replacing antiquated systems to keep the lights on, not grow
the business. Sell the bank.

Access to data
- Data is siloed. Find a partner, hire a bulldog, or both.

Competition for talent
« Data talent is hard to keep. What you're doing has meaning. Lean into it.
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We cannot continue to compete on price.

We must use data to provide the world-class personalized service clients
deserve.
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