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Itcanbeattributed toa secular business
shiftin the industry This was coupled with
asecular shift in technology, mobility,
social computing, and analytics.

Whil 'stood the
impactof thisshiftandacted, others fell by
mewayslde Amamn,Apple, FB, Googla

Netflix, etc., have created market values
trillionsof dollars. Whatmeyd.idwasto
lever in
transfor expectations, createa
new operating model and blow afew
mature companiesoutof the water. Others
slept. Thenew masters have created the
ability to use the networksand information
thatitcreatesaround their customers,
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Historical sources of competitive
:nguwork&ndllvel;gham g;)&ngﬁ)rwarﬂ, brand, pe.ﬂmum- hip,
continue tobe very rap distribution channels, size, money-donot
Oneafter theother, everythingisbeing holdup h lze,‘ e. lm};ﬁ‘am
connected. Information isflowing through w‘lth ,ammtheda‘"
networks withgreater intensity and new
dmwxgevuyﬂm!g.l\rmkemmﬁ S— experlmaneama]soseemgthatﬂw
networksof information with the e .

customeramwhean Powerhassmﬁedto

oome together for an even more potent
model

ve

elementof anetworkandnmasapaslve
targetof amarket.

Comingto the business of bankingthat1
ammore familiar with, it would beworth

Consequently, tr
'models are being turned on theirheads.
Welcome to the instant world. Everything
ismovingfaster—trends, novelties, new
products, markets, etc. Everything is

Maﬂcetsandmewoﬂdarenowmmplex,
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institutions will look like.

A time
talk disruption in
services blowing the incumbentsoutof the
water. We decided to visit Silicon Valley to
meetandsee what theseearth-shaking
d!mlptots ‘were working onand/or doing.

internet worked More
likea dual pendulum —patternerratic—
rather whichis

thatmostof the
information toprovide: (X)nvemeﬂ(ﬂ price

predictable. Both follow 1aws of gravity but
oneof them isconnectedlike thenew
world, whichis, therefore, exhibiting
differentcharacteristics from the past.
Companies will obviously have to
examine their business models to remain
relevantgoing into the future. History
‘has shown that the more things change,

andtailored pr tBut
thekey polnt was thatnone of them were
creating basic infrastructure of abank and
payment systems. They weremainly using
changes in technology torideonthe
Arastr

pmducts/ customer experience.

nof the

themore they remain th However,
companies mustrecognise the new
environmentleading to fundamental
changes in the way we deal with
customers, the way we build our brands,
the way we process, distribute, market,
analyse information, and the way
customers access us.

Letusstartatthebeginning. An
interesting quote by ad guru David Ogilvy,
“Theconsumer is notamoron. Sheis your
wife thatchangesevery day,” and you
betterlearn to adjust. Marrying the

willcome inour
modelswith the adage that the
remain leadstoa

few key areas of change/ action:

CUSTOMER CENTRICITY

Weneed
oenMCorga:usadonsWhatﬁusmmls

that they had

existingstrength of customers, brand,
product, data warehouse and customer
behaviour information, distribution and
useof thesame networks and information
toprovide an equal or better experience
than thedisrup
acrossamuch wider range of productsand
muchmorequickly.

have moved: wina
position tooffera better orequivalent
customer experienceacross a wider range
of products than any disruptor.

THE CUSTOMER CAN NOW EXPERIENCE
WITH A BANK THAT HAS CHANGED TO
THE NEW PARADIGM:

A.Access to bank through branchora
device of choice - phone.lablet

clear identification of B.A i-chi ces:

(target market), dewrmlmngchelrneem experience

and value to the company, interacting with rr - =
customers tolearnabout them, tailoring CHctonkes daainaat o cick ot
pIX services, anc ing

ittothem.

BRAND BUILDING
Salience —Top of the mind recall is key.
Promise and deliver meaningful and

D. Awe!lnawgatedm;omzy
E.Product lude:

LA il

Il.Loan in 10 seconds to 10

differentiating benefits which improve 111 Instant money transfers
customers’ life in some way. = —

‘Trust— Deliver on brand promise IV.Advisory servu:es

againand again and again, leading to V.Remote relationship manager
subconscious branding. C Vi products - shares, MF,
when confronted with too much choice insurance

fallsback on trust. Itisan =

principle that our emotions VII.Pay A bills 4
our thinking more than our thinking VIIL /shopping
influences our emotions. il across all major categories
Build Customer Relationships— Meet viz. hotels, airlines, groceries, apparels,
customers’ needs at value price point, be lifesyle, etc

atr with frict

of services coupled with the wider JCIS B pirmnites

product range backed by trust. X.Cashmanagement

Now, examiningat the ground level
‘what the digital revolution (defined
differently by different people) has
enabled the so-called disruptors and the
nimble incumbent todo.

KEY QUESTIONS
1s the revolutionr
theriseof Netflix, Amazonandthe
demise of those whofell by the wayside?

eHow did: Facebook beat Myspace?
Google beat Yahoo?

XI1.MIS/ information

‘The development of markets and

institutions will be based on evolvlng
needsand

will see partnerships between banks and
fintech, among fintechs themselves and
platform companies moving into
financial services. The customer will be
thekingand companies providing
brand, convenience, price and trust will
be his or her consorts.




