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Who we are and what we
want to achieve



Who we are



Our channel network is a competitive advantage

BALTIC BANKING SWEDISH BANKING

233 Branches

13 Contact centre 
locations

200+ Branches in 
58 savings banks

250+ Real estate broker offices 
(Fastighetsbyrån)

ESTONIA

LATVIA

LITHUANIA

Internet bank

Population: 6.2m
Customers: 3.5m

Population: 10.4m
Customers: 4,25m

Flexible meeting places
SWEDEN

Mobile bank2.2bn
digital 

interactions
2021
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Products & services Channels Customers

Which segment will 
buy this product or 

use this service?

Which action / 
offer and channel 
fits the customers 

need?

From product push marketing,
to customer-driven communication                       (NBA -Next 

Best Actions)



POWERED BY AI&A RELEVANT & PERSONALISED AGILE WORKINGOMNI-CHANNEL

Secure Swedbank’ as a 
data driven bank by 

combining LIA and Consent 
for a customer friendly and 
compliant data usage. We 
analyze data in real time to 

understand interactions, 
identify customer’s needs 

and predict behavior. 

We take the customers view 
and constantly evaluate 

customer interactions, to 
identify the right message, 
content, offer or action at 

any given moment, and the 
right channel.

We have omni-channel 
conversations with our 

customers, based on unified 
inbound and outbound 

content. Customers journeys 
optimized across all 

channels

Transforming way of 
working into agile teams 

focusing on solving 
customer needs. In depth 
knowledge of customers 

as the bases for 
communication and 

services

Utilizing 1:1 communication to create real customer value by 
providing NBAs in all our channels, always-on
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Transforming from campaign windows towards     
coordinated ongoing conversations

3 month- 10 
activities/year 

T2M 3-5 months. Push 
marketing in three month 

cycles. Batch data +1 month 
old prior to marketing 

activity. 

30 days – 100 
activities/year

T2M 30 days, always on 
omnichannel NBAs enabling 
usage of customer data from 

SDW. Focus to build 
omnichannel portfolio

30 hours – 300 
activities/year 

T2M 30 hours, always on 
omnichannel NBAs 

consuming data from 
SDW/GDW/ODL Cloud. Focus 
on personalisation. Enabling 

real time data streaming, and 
additional outbound 

channels.

3 hours - 1000 
activities/year

T2M 3 hours from idea to live 
NBA via Fast Track. Avg. T2M 
30 hours. Including scope of 

orchestrating all bank-to-one 
communication and full 
customer journey. Focus 
optimization of portfolio. 

Finding the best customer for our products Finding the best products/service for our customers



Customer journey established

Financial first steps
When we move in together, 

get married and 
have our first child

Moving
abroad Easing into retirementSecond youth

When my 
health 

declines

Dealing with
bereavementUnexpected life events

When 
I loose 
my job

Growing 
up and 

start 
handling 

my 
economy

When I start studying/working 
and living on my own

When 
I change 

my 
residenc

e and 
move 

abroad

When 
I start 

working
(full time

job)

When we 
move in 
together

Entrepre
neurial

ambition

When 
I start 

university

When 
I start a 

company

When 
I turn

eighteen

When 
I buy 

my first 
home

My first
rental
home

When 
we get 

divorced

When 
we have 
our first 

child

When 
we get 

married

Annual
events

Daily 
service 
events

Christmas, 
birthdays, 
holidays 

e.g.

Service 
related 

or 
external 
triggers 

(e.g. 
stock 

market 
crash)

Growing
your

wealth

When 
our 

children 
move out

When 
retirement
approache

s

When 
I plan 
for my 

family’s 
next 

generation

When 
I receive
inheri-
tance

Enjoying
retire-
ment

When a 
family 

member 
dies 

+

Life event
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But we started with covering the customer journey through 
product areas to build the foundation
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1. Fix the basics – customer product journeys

2. Personalize based on life events/segments

3. Widen to full customer journey

Widen scope to a broader set of customer 
needs, taking the customer life event journey 
perspective

Add personalized treatments 
based on for example life 
events to ensure relevancy

Ensuring basic 
NBA’s/campaigns per 
customer product journeys

Automating 
manual  
mailing 

processes

Migrate 1-2-1 
communication 

cross the 
organization

We use a structured stepwise approach to build our NBA 
portfolio



Internet BankApp

Branches/ Customer 
Centre

Postal letterSMSMessaging

Integrated channels (for now)

Outbound calls Push 
notifications

In pipeline
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KPI measurment
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Reach

% of customer
base

% of impression
relevance

Proactivity

Average # of
unique NBAs
per customer

Relevance

# and % of
positive 

engagement
in NBA  

Conversion

# and % of
conversions
(products/
services)

Bench
towards
universal 

control group
(UCG)

UCG Customer
satisfaction

Increase in 
customer

experienced
satisfaction



How we are enabling Next 
Best Action (NBA)

Decisioning logic and prioritization
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Customers receive the most relevant communication – Next Best 
Action - based on their needs and preferences – orchestrated by 
rules, logic and AI

15

Rules & 
Logic

AI

Business 
strategy & 

priority 

Legislation

Customer 
Data & 
Events

Proposition X

Proposition Y

Proposition Z

NBA Portfolio

Proposition Z
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How priority of NBA is decided
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● The prioritization formula balances the customer's interest in an offer with the 
business weight Swedbank sets

● Customer's interest is principally reflected by Propensity score which is the output
of the Adaptive model

𝑷𝑷𝑷𝑷𝑷𝑷𝑷𝑷𝑷𝑷𝑷𝑷𝑷𝑷𝑷𝑷𝑷𝑷𝑷𝑷𝑷𝑷𝑷𝑷𝑷𝑷𝑷𝑷 = 𝑪𝑪𝑪𝑪𝑪𝑪𝑪𝑪𝑪𝑪𝑪𝑪𝑪𝑪𝑪𝑪 𝒊𝒊𝒊𝒊𝒊𝒊𝒊𝒊𝒊𝒊𝒊𝒊𝒊𝒊𝒊𝒊 ∗ 𝑩𝑩𝑩𝑩𝑩𝑩𝑩𝑩𝑩𝑩𝑩𝑩𝑩𝑩𝑩𝑩 𝒔𝒔𝒔𝒔𝒔𝒔𝒔𝒔𝒔𝒔𝒔𝒔𝒔𝒔
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Channels
Inbound Outbound

Customer need Level1: 
MessageCategory

Level2: Internet 
bank 
NBA

Mobile 
Bank 
NBA

Kundport
al NBA 

(customer 
centre & 

retail)

Kontakte
n

Documen
t

Post Bell SMS Email Push Outboun
d call

MessageType

Get opportunities, 
insights and sales 

offers

Sales

Awareness Primary Primary Primary Tailored Tailored Tailored

Acqusition Primary Primary Primary Tailored Tailored

Growth Primary Primary Primary Tailored

Renewal Primary Primary Primary Tailored

Retention

Customer Experien
ce

Primary Primary Primary Additional Tailored Tailored

Churn Primary Primary Primary Additional Tailored

Help me Onboarding Primary Primary Additional Primary

Take action

Information

Notifications Primary Primary Primary Primary

Be informed

Subscriptions Primary Primary Primary Primary

Product and 
process support

Additional Additional Additional Tailored Primary Additional Tailored Tailored Tailored

Mandatory
Additional Additional Primary Primary Primary Tailored

Give feedback Feedback Feedback Primary Primary Tailored Additional Tailored

Dialogue Direct messaging Direct messaging Primary

17

Communication framework steers decision logic and GDPR assessment, 
but also guide in content and channel preference   

Primary = Main channel

Additional = used to emphasize and accentuate the message in addition to primary channel.
Tailored = used for specific trigger communication like customer life, behavioural events or follow up activities 



How we increase customer
relevancy
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3 corner stones - visibility, relevancy and actionability needs to 
be continously improved

Visible –
The customer need to receive

and pay attention to the 
recommendation

Relevant –
The topic and presentation 
need to be relevant for the 

customer and provide value

Actionable –
It must be easy for the 
customer to act on the 

recommendation

19
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Our personalization challenge – low time to market with multiple 
variations

Brand & Language

Container Templates / 
Channels

Personalisation

• Swedbank SE
• 58 Savings Banks
• Baltic Banking 3 Markets
• 6 Languages

• ~13 future channels
• Different display templates 

per channel
• Adaptive model

~ 4 836 potential 
variations 
per proposition

One 
Proposition
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Personalization variations
Examples

21

LIFE PHASE
Youth Mid life Senior

AGE GROUPS
20-29 30-39 40-49 50-59 60-69

SECTOR (corporate)
Consultant Craftsmen Retail
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Personalization variations 
Examples

22

BEHAVIORAL COPYDYNAMIC DATA 

Individual price City
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A/B testing
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NBA X
Treatment A

Treatment B
Treatment ?



What´s next



25

Event 
triggers

Customer
Journey
functio-

nality

Container 
templates 
improve-

ments

Decision 
logic

develop-
ment

In pipeline
Examples

Adding more
channels
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. 

We transform the way we 
communicate with customers. 
Going from what we want to say, to 
what they want to know. 
From one message fits all, to one 
message fits one. 
To make it happen, we 
rely on people and data, and the 
people who know data

To summarize:
What we do?



Thank
you!

Pelle Backmann
pelle.backmann@swedbank.se

+46 708305918

mailto:Pelle.backmann@swedbank.se
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