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European Digital Landscape 2015

Percentages on mobile are significant: mobile connections are double respect to internet users and mobile subscription
penetration is about 132% on total population.

Mobile connections

1,104 millions

| 132%

Active social media accounts

387 million
|46%

Social networking penetration

Mobile subscription penetration

Active Internet Users

584 million

| 70%

Internet Penetration
Total Population
837 million

2% 28%

Urban Rural
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Sources: www.wearesocial.com




Communication revolution

Was about message

E30

When Radio first come
alone, many people
believed that would have

been very "distractive".

i Ra di a polteatial to
procedure a bad behavior
among people. People are
sitting around the radio
leaving out from normal

life. 0

Who made money was first
"Radio content Producer"
and later on Advertiser by
setting message using

Radio to sell product

Was about message
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When TV first come alone,

the same thing happened .

ATV had a potent

procedure a bad behavior
among people taking away
from activity listening the

radi o n

Who made money was first
TV Content Producer
earning the content and
later on Advertiser by
promoting business

using message

Was about connection
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Was about one-way
communication
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Than along come Social
Media

Than along come Intenet

fi i goldna to be disruptive

ial, to i gioﬁnato ?e.disruptive

[.7.] people wasting time n
[..] kids wasting time
sharing Photo and

Who gonna to win on this, informationi

The real opportunity of social
media , is no Marketing,
instead is to make
connection between

again first Content
Producer, earning the
content (yahoo, IOL, etc).
Than Advertiser come

] communities.
trying to make money from

New business have been
created on top of

community

many Business using

dialogue a connection

with Customer
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«Sharing Economy» or collaborative finance

A new Economic Model arises from the Social Media by leveraging peer-to-peer technologies and free costs.

| t cdlked collaborative consumption, (or the sharing economy) and i t changing the way we bank, play, and
interact with each other.

Some examples of company in the financial market:

SmartyPig T social savings bank that enables you to save for specific goals and engage friends and family
to contribute.

Zopa (UK) i Where people get together to lend and borrow money directly with each other, sidestepping
the banks for a better deal.

Lending Club 7 An online financial community that brings together creditworthy borrowers and savvy
investors so that both can benefit financially.

Prosper i A peer-to-peer lending site that allows people to invest in each other in a way that is financially
and socially rewarding.

Kickstarter i A crowd-funding site powered by a unique all-or-nothing funding method where projects
must be fully-funded or no money changes hands.
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Moven brought simplicity on Direct Banking

Moven provides a unique customer experience interface with a traditional banking organization working in the
background (with banking licenses, FDIC insurance, etc.).

A The focus of Moven from the Apply for new Bank Account
beginning of development has SIMPLE
b e e nhetp@ustomers 00:02:54:26

spend, save and live smarter6

using mobile technology.

A Moven creating an entirely new
way of thinking about a bank
account, giving the customer
mobile insight and control every
time they make a decision that

could impact their financial

heal t h. o
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DenizBank developed the first Facebook branch in 2012

Customers with a Facebook account can transfer Money 24/7, manage their daily agenda by monitoring their
credit card, deposit and accounts and have the opportunity to ensure continuous communication with the bank

through the social media

DenizBank Facebook bank branch

L
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Digical across different digital market maturity

Customers Intensity index: Bankds Transformation | ntens
A Percentage of customers with transaction on digital channels A Sophistication of digital infrastructure
A Digital channels share in total payments and transfers A Digital channels in advertising and communication

A Digital channels share in total sales
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Digical purposes and objectives

Strategy

Standards

Solution

Providing long -term strategy & vision by monitoring and evaluating new digital trends technology
Supporting migration of low value -added transactions from traditional to digital channels

Developing a new way of interaction with customers

Adopting a divisional solution with unified approach and state -of-the art IT platform
Improving and standardizing a multichannel distribution model for retail customers among ISBD banks

Defining a standard customer User Experience leveraging on omnichannel approach

Introducing new distribution channels based  on new digital technology
Introducing new digital capabilities within traditional distribution channels

Increasing dedicated products and services to digital customers (new and old)
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Digical strategy will create new business opportunities by

leveraging on customer seamless experience

The definition of a strategic path goes through a combined model of Business, Organization and IT strategies, able to

identify solutions and state-of-the art models which can create a sustainable competitive advantage on the market

Financial :
Signage

Desk Desk
CRM DIGITAL PROCESS PRODUCTS
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Digical strategic path definition

Digital Desk is an
Mobile banking a|
interactive device placed on gapp
: I developed to be very intuitive
the desk of the RM to be ot Wearable
2 |\ and easy to use with strong

used during advisory and ]
sales flavor starting from pre-

sales activities .
login area

Digital Signage indoor Responsive banking is an

communication devices innovative solution providing

which create a more an intuitive customer

personalized and engaging experience

experience

Financial kiosk is a multifunctional element designed as a totem to be placed in branch waiting area. It allows

customers to self-navigate and gain information on products by enhancing pre-sales activity
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User Experience guidelines

Banks have the opportunity to provide personalized, contextual
Contextual _
support at key moments of truth in a cust

for the Bank and appreciated by the customer

Personal and Effective Personalization is both from the customer side i personalizing home
screen - and from the Bank side -recommending products to

address individual needs

Everyday Bank Move customers from occasional interactions with the Bank into

being imbedded into their digital lives with daily interactions

The new digital banking support to the customers with personal and

Educate and Support worthwhile messages and information is an advantage for both Banks

and customers

The digital banking solution will enable customers to not only have a highly-

Flexible intuitive, personalized user experience, but one that adapts to user

behavior and preferences
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Digical has to provide a new seamless experience across all the

ERIRES

Banks has the opportunity to provide personalized, contextuals upport at key moments of tr

lifecycle. Powerful for the Bank and appreciated by the customer

Personalization is both from the customer side i on Channels experience and commending products to address

individual needs

The digital banking solution will enable customers to not only have a highly-intuitive, personalized user experience,

but one that adapts to user behavior and preferences
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Digi cal customer experience based on banking customer segment

Digical aims at providing a consistent and
specialized User Experience leveraging on different

customer segments

High -value customers will be able to enjoy their
status of Magnifica ® customers also on direct

channels, with the possibility of using dedicated

services like; Personal Financial Planner, Remote
chat with Relationship Manager, Investment Advise

Tools, etc.

For Small Business there will be a focus on cash

services and Financial Dashboard, with multilevel of
Authorization process, with Advance Payment

Service

Customers will have the possibility of enjoying their

own status within all the touch points
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Designing for RTL Languages 1 Arabic Banking

RTL 1 Right To Left designs and develops user-friendly & creative Internet Responsive Banking solution. Digical

offers a solution and one of a kind design to support ISBD Banks that have to be adopt this feature to stand out

Digical Internet and Mobile

Internet Banking will fully -
support all the

specifications related to

RTL Design (Mirror layout, 5
Fonts - Arabic characters . - - B .+ 2.640,00
are shorter and wider than e

Latin characters, that gives

a different visual

appearance to the website,
Module, etc.)
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Digical sales path and its ingredients

Online Sales

AThe entire DigiCal
transformation value chain
will bring an important
impact on revenues

ASales are going to be boosted
by optimised, lean sales
processes in order to ensure
continuous delivery across
physical and digital
channels

AThe sales process will start
with pre-approved loans and
cards with insurance products
linked to increase x-selling
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Remote Customer
service

ARemote customer service is to
provide with both support &
sales

AUsing chats to streamline all
support requests from mobile
or responsive as well as to
offer support proactively while
on direct channels

A Screen sharing to remotely
fix issues as well as driving
customers through sales
process

Wearable Banking &
Chat Payments

ANew wearable solution is
ready to be prototyped. By
using Ebankit Technology
(selected by CIO area) new
Apple Watch solution will be
implemented R2, providing
simple inquiry functionalities

APrototype about new smart
payment solution integrated
with chat mechanism by
using Paykey Technology will
be tested during R2




Innovative sales capabilities

using contextual communication

Digical contextual communication will show message in the Center of Attention and

Interest of the users. Contextual

marketing is one of the most effective types of advertising. Leveraging on CRM integration (Real Time and Rules

based) Digical solution will provide meaningful views by engaging customers

Contextual marketing
based on

Customers' bank
lifecycle , improving
x-selling and up-

selling ratios

Contextual marketing
based on
Customers' online
behaviors , focus on

real Banking assets

21

In-store proximity
communications,
based on customer
profile, improving the
level of customer

engagement

Contextual marketing
based on Customers'
location , leveraging also
on small business partner

for special offer or

discount




