Going from what we Swedbank

want to say, to what
customers want to know

Pelle Backmann
Customer va lue communication




Topics

a Who we are and what we want to achieve

e How we are enabling Next Best Actions (NBA)

e How we increase customer relevancy
° What’'s next
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Who we are and what we
want to achieve



Viger de manga
manniskornaoch
foretagen mojlighet att
skapa en battre framtid

Ett samhille som ar
ekonomiskt sunt och

hallbart , o -
Tillsammans gor vi ditt
finansiella liv enklare
« Genom radgivning pa dina villkor

Vart kundl&f

6ppen « Genom att stotta dig pa vdgen mot hallbarhet
Enkel *Genom att alltid finnas dér och hjalpaill

o « Genom att gora det svara enkelt
Omtinksam S

-\.
*
P

Tillsammans En attraktiv arbetsplats och En effektiv och Isnsam bank och En standardiserad,
skapar vi inkluderande kultur dir medar- plattform férfinansiellatjanstersom  skalbaroch stabil
betare bidrar och tar ansvar efterlever gallande lagar ochregler infrastruktur

— -
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Our channel network is a competitive advantage

BALTIC BANKING

e Population: 6.2m
Customers: 3.5m

*.ﬂ

LITHUANIA

2.2bn

Mobile bank [¢]
digital
interactions
2021

Internet bank ih

Contact centre ﬁ°
locations
Flexible meeting places

Branches in
58 savings banks

200+

Real estate broker offices

250+ (Fastighetsbyran)

SWEDISH BANKING

>

Population: 10.4m
Customers: 4,25m

SWEDEN




From product push marketing,

to customer-driven communication (NBA -Next
Best Actions)

Which action /

Which segment will offer and channel

fits the customers
need?

buy this product or
use this service?

= =8 S EE - T T

Products & services Channels Customers
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Utilizing 1:1 communication to create real customer value by
providing NBAs in all our channels, always-on

@),

\

POWERED BY AI&A

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.

RELEVANT & PERSONALISED

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.

OMNI-CHANNEL

We have omni-channel
conversations with our
customers, based on unified
inbound and outbound
content. Customers journeys
optimized across all
channels

S r,
&‘(‘% e

AGILE WORKING

Transforming way of
working into agile teams
focusing on solving
customer needs. In depth
knowledge of customers
as the bases for
communication and
services



Transforming from campaign windows towards
coordinated ongoing conversations

Finding the best customer for our products

3 month- 10
activities/year

30 days - 100
activities/year

O

30 hours - 300
activities/year

Finding the best products/service for our customers

3 hours - 1000
activities/year

T2M 3-5 months. Push
marketing in three month
cycles. Batch data +1 month
old prior to marketing
activity.

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

SDW. Focus to build
omnichannel portfolio

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:

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.

© Swedbank




Customer journey established

Financial first steps

Life event

ik ©

When
I turn
eighteen

Growing
up and
start

handling
%
economy

When | start studying/working Moving EntrePre WWRSRWE movg in together,
and living on my own abroad (el eI ISEN
J Y ambition have our first child

When we When
move in we get we have
together married our first

child

When
| starta
company

When
| change
my

When
| buy
my first
home

When My first When

| start rental | start
home working
residenc

university
(full time
job) eand
move
abroad

Daily
service
events

Dealing with

bereavement

Easing into retirement

Second youth

al & & E

When
| receive

Unexpected life events

Service

Christmas,
related

birthdays,

When When my When Growing Enjoying
health our your i retire- I plan
wealth ment for my inheri- holidays or
family’s tance e.g. external
triggers
(e.g.

we get
divorced declines children
move out
next
generation
stock



But we started with covering the customer journey through
product areas to build the foundation

'Sales | | Retention : | Sales
©Swedbank

10



We use a structured stepwise approach to build our NBA

Migrate 1-2-1
communication
Widen scope to a broader set of customer cross the
needs, taking the customer life event journey organization Automating
perspective manual
‘ mailing
Add personalized treatments : : processes
based on for example life 3. Widen to full customer journey
events to ensure relevancy
Ensuring basic . .
NBA's/campaigns per 2. Personalize based on life events/segments

customer product journeys

1. Fix the basics — customer product journeys




Integrated channels (for now

Postal letter

L5 : i — <« BankiD ull 10:31 o @)
e N =il 47%@17:57 < ‘ W8 heddelanden 10:01 v
_ Meddelanden \ 2 = SWEDBANK Swedbank @
=S SWEd bank e ‘_4453 v Du vet vl om att du kan héra av dig tll oss dygnet runt, dret
e e, om via 0771-22 11 22 och sociala medier? Valkommen!
Valutakonto (CHF) 0,00 == . Kom igang med Apple Pay ® o
8327-9,37 060 177-5 P © Aktuel
asan uellt = ‘
Jrrr— B ki - 2020-09-19 Aviseringsinstalln. Radera Trevllg sommar.

Swedbank AB (publ)

09:10

Sommaren blir speciell i &r, men vi finns hir for cig precis som vanligt - digitalt,

Valutakonto (CHF) 0,00 via telefon eller pi Hr ir vira biista tips il dig inf
8327-9,37 060 178-3 q i, | QU e i
Hejl problem med Mobilt Eanki. stranden.
B t‘l t I.. t? : @ skaffavar telefontjanstforpersonligservice, € Om du biir av med ditt korts panar du det.
& a mer ne logga In ochaktiveral intsmetbankan pADB-4111011
b e P T e b Vad kul att du anslutit dig till Apple Pay. Om du
T T TR L e L T behdver hjalp att komma igang har vi samlat vara e i bist
e, tips har » imternetbanken och appen » Kundcerter Pvat 0771-2211 22
—_ » » 71-97 7512
¥ Fvdra kontor
" o b Rontakts Kundcenter Sa hér betalar du med Apple Pay:
H
Dags att Iagga om lanet * Meq, Touch ID: . > e fler sommartios pi swedbank. se/sommar
N . ) N 1. Satt tummen pa hemknappen

Bindningstiden pa ditt bolén gar snart ut. Gor ett 2. Hall upp mobilen mot terminalen Tahand om dig!

nytt val direkt i appen.

’ Vilj bindningstid

E-FAKTUROR

0 e-fakturor

Kundforslag och historik

Kunden har inget Mobitt BankiD.

Samia dina lan

Samia in pension

Trygghetsforsakring

3. Klart!

Med Face ID:

1. Tryck tvé ganger péa sidoknappen

2.Hall upp mobilen mot terminalen och rikta den
mot ditt ansikte.

3. Klart!

Funderingar? Hor av dig till oss via appen,
internetbanken, till var digitala support pa
0771-97 75 12 eller pa Facebook. Vi finns har for
dig dygnet runt.

Vanliga halsningar,
Swedbank och Sparbankerna

arma halsningar

In pipeline

Push
notifications

Outbound calls



KPl measurment

Reach Proactivity Relevance
% of customer  Average # of # and % of
base unique NBAs positive
% of impression  per customer  engagement
relevance in NBA

© Swedbank

Conversion

Yy

# and % of
conversions
(products/
services)

Customer
‘ satisfaction
Bench Increase in
towards customer
universal experienced

control group satisfaction
(UCG)
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How we are enabling Next
Best Action (NBA)

Decisioning logic and prioritization



Customers receive the most relevant communication — Next Best
Action - based on their needs and preferences — orchestrated by
rules, logic and Al

Customer NBA Portfolio
Rules & Data &
ules Events
Logic
/ | | ' Proposition Z
Al | L

Business
strategy &
priority

Proposition Z

© Swedbank
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How priority of NBA is decided

e The prioritization formula balances the customer's interest in an offer with the
business weight Swedbank sets

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

Prioritization = Customer interest * Business scoring

\ Customer interest Businesslobjectives Customer interest

[ |

((P*xV x SLx JW 4+ ST) x MT) x CCW
[ e Tk |
Propensity Strategic lever Sum tuner Context

Value Jog.rnE\,fn Multiplier tuner  weighting

© Swedbank 16



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

Channels
Inbound Outbound
Level2: Internet| Mobile | Kundport Outboun
bank d call
Levell:
Customer need MessageCategory| MessageType
gelyp centre &
retail)

Awareness Primary Primary Primary Tailored Tailored Tailored
Acqusition Primary Primary Primary Tailored Tailored
Sales Growth Pri Pri Pri Tailored

Get opportunities, row rimary rimary rimary ailore
insights and sales Renewal Primary | Primary Primary Tailored

offers
Customer Experien Primary = Primary Primary Additional Tailored | Tailored
ce

Retention Churn Primary Primary Primary Additional Tailored

m Onboarding Primary Primary Additional Primary
Take action Notifications Primary Primary | Primary | Primary

Subscriptions Primary Primary Primary | Primary
Additional Additional Additional Tailored Primary Additional Tailored Tailored Tailored
Product and
Information process support
Additional Additional Primary Primary Primary Tailored
Mandatory

Give feedback Feedback Feedback Primary Primary Tailored Additional Tailored

Direct messaging Direct messaging Primary

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



3 corner stones - visibility, relevancy and actionability needs to
be continously improved

Visible —

The customer need to receive
and pay attention to the
recommendation

.

© Swedbank

-

AN

Relevant —

The topic and presentation
need to be relevant for the
customer and provide value

N

AN

Actionable -

It must be easy for the
customer to act on the
recommendation

~




Our personalization challenge — low time to market with multiple
variations

. Swedbank SE
Brand & Language + 58 Savings Banks
. Baltic Banking 3 Markets

A « 6 Languages

~13 future channels
Different display templates
per channel

Adaptive model

Container Templates /
Channels

One
Proposition > Personalisation

© Swedbank




Personalization variations

Examples

SECTOR (corporate)
Craftsmen

LIFE PHASE
Mid life Senior

Consultant

Ny bil? Dra av 50 % av
Dags att flytta? X Dags att flytta? X Dags att flytta? X Ny bil? Dra av 50 % av momsen =« Ny bil? Dra av 50 % av momsen s momsen pa
Rakna pa hur mycket du kan I4na, skaffa lanelofte och f4 kol pa det Rakna p hur mycket du kan ldna, skaffa tanelofte och f4 koll pa det Rékna pa hur mycket du kan 13na, skaffa inel6ite och 4 koll pa det pa leasingavgiften! pé leasingavgiften! leasingavgiften!
viktiga. Vi har samiat ailt du behover veta. viktiga. Vi har samiat alit du behGver veta viktiga. Vi har samiat alit du behover veta "
Visste du att leasingavgiften for foretagsbilar Visste du att leasingavgiften for féretagsbilar Visste du att leasingavgiften for

ar avdragsgill? Vi erbjuder billeasing for

dr avdragsgill? Vi erbjuder billeasing for foretagsbilar r avdragsgill? Vi erbjuder
enstaka bilar och ramavial av minst fem bilar.

‘enstaka bilar och ramavtal av minst fem bilar. billeasing f6r enstaka bilar och ramavtal
av minst fem bilar.

» Allt du benover veta om boldn » Allt du behover veta om bolan » Alit du behover veta om bolan

Enl
22.01-13), m

1opp pd 1000 000 kronor, 1 2.44 % ranta (3 min bunden, lsiranta senast dndrad

e rak amorerg Herbsaingeid S0, o L4 mer Lis mer har Lis mer hir

ed rak amorteri

Las mer har

AGE GROUPS
40-49

Miljondr 2065? Lite bonus 2053? Lite bonus 20437 s Trappa upp efter 50? e Ar det framtid nu?

En femhundring i manaden kan hinna véxa till
sig ordentligt tills det &r dags for pension. |
manga fall till dryga tva miljoner.

Dérfor dr det bra att barja spara tidigt

S har har vi raknat; 500 kronor | mdnadssparande
med & % arlig avkastning Bver 45 & blir ungefsr 2 500
000 kronor. Detta ar ingen pragnos eller... Lis mer

© Swedbank

Ménga i 30-arsaldern kommer bara fa ut 50
procent av sin slutlon | pension. Men med nagra
enkla knep kan du &ndra pa det.

6 pensionsknep for dig i 30-arsaldern

Manga i 40-3rsaldern kommer bara fa ut 50
procent av sin slutlén i pension. Men med nagra
enkla knep kan du fylla p& framtidskontot.

6 i for dig i 40-4 n

Spara lite mer, [onevaxla eller kanske byta till
tryggare sparande. Vi hjalper dig trappa upp for
béttre pension.

5 pensionstips for dig i 50-3

Oavsett om du planerar att jobba pa, eller ga i
pension redan i 4r, ar det bra att fundera pa hur
du vill plecka ut dina pensionspengar.

Tips infér pensionen

21



Personalization variations

Examples

DYNAMIC DATA

Individual price

Rinta pd 3,45 % om du behover
1ana

Gér du | lanetankar? Nu i du en personlig ranta
pb 3,45 % (rOeligt) nie du ansdker digitalt om ett
privatiin. Erbjudandet galier till och med 31 juli
2021,

Ta reda ph mer och ansok

Lo pd 100 000 kr 48 2,45 N rinta (rorigt 202106017)
med rak amortenng. Merbetalningstid pb S & O by |
aviseringsavgift (vid Sgtal avisenng, ord. pris 45 kr vid
postal . Lia mer

Tips till dig i Upplands Visby som X
letar bostad

Checklista infor forsta bostadskopet

BEHAVIORAL COPY

8 av 10 svenskar anvander Swish
- kom igang du med
Anvénd mobilen for att skicka pengar till vanner

och foretag. Med Swish kommer pengarna fram
direkt oavsett bank.

Skaffa Swish

Kalla rapport och
Internet 2020. i &r en obx d
affarsdriven och allménnyttig organisation.

© Swedbank
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A/B testing

© Swedbank

Fa koll pa vart pengarna e
tar vagen

Med Utgiftskollen far du grepp om vad du
lagger pengar pa. Du kan ocksa se "flexutgifter”
- utgifter du ofta kan byta mot sparande.

Testa Utgiftskollen

Treatment A

Treatment B

Fa koll pa vart pengarna e
tar vagen

Med Utgiftskollen far du grepp om vad du
lagger pengar pa. Du kan ocksa se "flexutgifter”
- utgifter du ofta kan byta mot sparande.

Testa Utgiftskollen

Treatment ?

23



What’'s next



In pipeline

Examples

Customer Decision Container
Event Journey logic templates Adding more

triggers functio- develop- improve- channels
nality ment ments

25



. A.‘

To summarize: ! |
What wid H qi* A

'ﬂ‘l

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




Pelle Backmann
pelle.backmann@swedbank.se
+46 708305918



mailto:Pelle.backmann@swedbank.se
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