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EXECUTIVE SUMMARY

The global financial services industry has undergone a sustained

period of digital transformation without parallel in modern history.

Induced by pandemic related restrictions, digitisation plans

of core functions were fast-tracked as technology stacks and
banking infrastructure became integral in responding to critical
customer banking needs. With big-tech and fintech redefining
digital experiences and establishing new benchmarks, the
banking industry Is hard pressed to accelerate digitisation.

Under the Digital CX Awards 2022 program, The Digital Banker
received more than 600 submissions from 90 unigue financial
institutions. Assessments of the top 10 digitally advanced

propositions at the global/regional level have been conducted and

leading the pack is Standard Chartered Bank and Standard
Chartered Saadiq that has been adjudged as the World’s Best
Transaction Bank for Digital CX and World’s Best Islamic
Bank for Digital CX respectively.

The Iinstitutional response has been overwhelmingly dominated
by players seeking to ensure a smooth and frictionless first
experience with the bank as well as respond to the challenging
operating environment with almost 10% of submission entries
prioritising these areas.
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Players can maintain competitive advantage by building-up their
digital competencies tempered with best-in-class service to
adapt to fast-changing customer needs. Despite the extensive
use of digital channels and deployment of a digitally enabled
front-end the need for human interaction still remains relevant.

A “segment of one" approach is increasingly being pursued
as banks deploy predictive analytics, neural networks, Al

and machine learning to provide individual customers with a
customised product and solution offering. The optimum digital
engagement approach is no longer one of pushing generic off-
the-shelf products but helping individuals realise their financial
goals in the most prudent and effective manner through linking
customer financial profile, interactions and needs.

As the adoption of digital channels continues to expand clients
appreciate and value user-friendly and innovative services, faster

response times, and strong safeguards and protection. Failure to
ensure a rapid and effortless customer engagement will indelibly

force customer attrition.

Report Author
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The Digital Banker
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The Digital CX Awards, administered by The Digital
Banker, is designed to identify those financial
Institutions and leaders that have materially impacted V
customer experience and journeys through provision
of unmatched digital banking services. Importantly, it is
the world’s only assessment exercise recognising the
best-in-class players, whose excellence in standards
and capabillities coupled with new innovation is setting
new benchmarks for the financial services industry
while delivering a consistent customer experience
across all lines of business. The 2022 program
received a record number of 600+ submissions

from 90 unique financial institutions globally and this
insights report is a curation of those key learnings and
best practices that are shaping the digital interactions
of customers as players embark on the next phase of
their transformation journey following the pandemic.
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1.1 Digital and evolving
customer interactions

The global financial services industry has undergone

a sustained period of digital transformation without
parallel in modern history. Induced by pandemic related
restrictions, digitisation plans of core functions were fast
tracked as technology stacks and banking infrastructure
became hard pressed to respond to critical customer
banking needs. Now, as customers have effectively
pivoted from physical branch-based engagements to
digital ones, the requirement of an enriched digital
experience becomes essential for institutions seeking to
protect their market share.

While, financial institutions reimagined banking

journeys and re-engineered processes to power their
digital banking services customers embraced this new
paradigm seeking to overcome the challenges of remote
engagement. As transaction volumes grew exponentially
via digital channels, institutions strived to deliver top
notch customer service while balancing competing
customer needs and user-centricity. Clearly, players can
maintain competitive advantage by building-up their digital
competencies tempered with best-in-class service to
adapt to fast-changing customer needs. A central plank
of this excellence in customer service is centred on the
seamless and frictionless engagement across channels.
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1.2 Humanising the digital
experience

Despite the extensive use of digital channels and
deployment of a digitally enabled front-end the need for
human interaction still remained relevant. To augment
the digital experience banks considered it necessary to
enable live support as needed across various customer
journeys that were conducted either online or via mobile
banking applications. Other players actively introduced
more humanising interfaces to their Al-powered chatbot
services. The resulting outcome has addressed the desire
for a less ‘robotic’ engagement with one driven by more
realistic and personalised interactions. This is proving

to be reassuring for customers and added to improved
customer relationship management as the emotional
connection relates with users through contextualised
experiences. Conversational Al in particular has shown
substantial improvements in the resolution rates of
customer issues given its ability to manage a wide range
of requests.
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1.3 Automated customer
onboarding

A seamless, fast and secure onboarding process
resonates strongly for customers and this is extremely
pertinent given how customer journeys in other industries
have evolved. With big-tech and fintech redefining digital
experiences and establishing new benchmarks, the
banking industry Is hard pressed to invest in account
opening processes that are purely digital. Leaving aside
the regulatory considerations pertaining to e-KYC and
existing legacy technology stacks that are draining bank
resources, a fully automated customer onboarding has
considerably streamlined the entire application and
customer approval process. For the institution this has
translated in to employee efficiency reducing the time and
effort needed to complete erstwhile paper-based manual
tasks, all while driving end-user satisfaction with the
underlying emphasis on leaving a lasting first-impression.



1.4 Expansion of self-service
solutions

Digital banking services offered either online or via mobile applications
have provided customers with a menu of options to conduct their
chosen banking transactions. The expectation Is that customers are
now able to access their banking information and execute requests via
their devices or wearables on the go. Given the convenience and ease
of use, the volume of transactions being conducted through these
platforms has risen exponentially.

This has enabled banks to source considerable data that is being
leveraged to optimise the digital experience through new product
development, integration of services and recalibration of existing
processes. Equally important is how branches are being redesigned
to complement the push towards automation and innovation by using
showroom style designs to reinforce the self-service capabilities of
their digital banking channels and/or provide the requisite learning for
customers on how to fully take advantage of all digital touchpoints the
bank has to offer.

Moreover, additional support in terms of digital learning to drive self-
service now includes FAQs, step-by-step guides, instructional videos
and customer knowledge resource hubs that can help customers
derive more value from their online or mobile banking experience.
Video banking has also been launched in some advanced markets

to help facilitate customers and has proven to be quite useful in
lockdown settings.
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1.5 Application of advanced
analytics

The shift towards deep personalisation has been a key outcome of the
utilisation of data & analytics to provide customers with more tailored
experiences. The era of targeted messaging to various customer
segments is now being replaced with a “segment of one” approach
as banks deploy predictive analytics, neural networks, Al and machine
learning to provide individual customers with a customised product
and solution offering. Marketing communication is now client-specific
depending on their individual financial circumstances and digital
Interactions.

Data Is providing business intelligence at a scale that has never

been realised before and the value creation to customers from the
“optionality” and next best offering type scenarios is enabling financial
Institutions to be far more proactive in their customer engagements
than was previously thought possible. The approach is no longer one
of pushing generic off the shelf products but helping individuals realise
their financial goals in the most prudent and effective manner through
linking customer financial profile and needs. These personalised
experiences engender customer loyalty and brand affinity especially in
a turbo-charged digital environment that competes for attention.



2. CURRENT PRIORITIES
FOR DIGITAL
BANKING LEADERS

1.4 What moved the needle in 2021?

As mentioned, the most recent edition of Digital CX Awards
program conducted during February-April 2022 received more
than 600 submissions from 90 unique institutions across a
range of award streams ranging from Strategy, Technology,
Omni-Channel, People and Organisation, Retail, SME Banking,
Wealth Management, Islamic Finance, Wholesale / Transaction
Banking, Private Banking, Insurance and Fintech (see Figure
1A). Just under a quarter of submissions received were
exclusively for Strategy Awards dominated on initiatives centred
on showcasing how digital channels were leveraged to drive an
Improved customer experience during a challenging pandemic
hit operating environment.
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2. CURRENT PRIORITIES FOR DIGITAL BANKING LEADERS

Figure 1A: Digital CX 2022 - Award Categories

Technology Omni-Channel

C)ﬁ Strategy @

Excellence in Next-Gen Customer Satisfaction
Best CX Business Model

Best Use of Customer Feedback

Best Customer Insights Initiative

Excellence in Customer Service Innovation

Outstanding Use of Digital Channels for
Improved CX

Outstanding CX in Digital Sales Strategy

Outstanding Transformation in Digital CX
during Covid-19

Outstanding Digital CX Strategy - Overall
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Best Use of Al for Customer Experience
Outstanding Chatbot Customer Experience

Outstanding Blockchain Initiative for Customer
Experience

Best Use of Data and Analytics for CX
Best Technology Implementation for Digital CX
Best Cloud Initiative for Digital CX

Best Use of Technology for Customer
Experience —Overall

e Best Hybrid Customer Experience — Branch

e Best Customer Experience via Mobile and
Internet Banking

e Best Digital CX — Social Channels
e Best Customer Experience — ATM

e Excellence in Omni-Channel Customer
Experience



2. CURRENT PRIORITIES FOR DIGITAL BANKING LEADERS

Figure 1A: Digital CX 2022 - Award Categories

\"/
people anc = s S e Banking

ﬁVTVTVn Organisation Awards

i | 0O O=—1

e (CX Professional of the Year e Best Digital CX — Account Opening and e Best Digital CX — Account Opening and

 Ouisarding lplemenriaien of sl € Customer Onboarding Customer Onboarding

Initiative by a Team e (Qutstanding Digital CX — Bank Cards e (Qutstanding Digital CX - SME Loans

e Best Institution for Digital CX e (Qutstanding Digital CX — Loans e (Qutstanding Digital CX — SME Payments
e (Qutstanding Digital CX — Mortgage Product e (Qutstanding Digital CX — Trade Services
e (Qutstanding Digital CX — Payments e (Qutstanding Digital CX — Liquidity

e Outstanding Digital CX — Mobile Banking Management

e Qutstanding Digital CX — Internet Banking e Outstanding Digital CX — Mobile Banking
e (Qutstanding Digital CX — Internet Banking

e (Qutstanding Digital CX for Financial Inclusion

KEY INSIGHTS REPORT 2022



2. CURRENT PRIORITIES FOR DIGITAL BANKING LEADERS

Figure 1A: Digital CX 2022 - Award Categories
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e (Qutstanding Innovation in Digital CX — FX Solution e (Qutstanding Digital CX — Cash
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Income e (Qutstanding Digital CX — Trade Finance
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e Best Transformation in Digital CX by a Wealth
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Figure 1A: Digital CX 2022 - Award Categories

ﬁt Private Banking

e Best Digital CX — Account Opening and
Customer Onboarding

e Qutstanding Innovation in Digital CX —
Investment Product/Service

e (Qutstanding Digital CX — Mobile Banking
e (Qutstanding Digital CX — Internet Banking

e Best Private Bank for Digitally Empowering
RMs
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Insurance

Best Digital CX — Account Opening and
Customer Onboarding

Outstanding Digital CX — Life Insurance
Outstanding Digital CX — Bancassurance
Outstanding Digital CX — General Insurance
Outstanding Digital CX — Corporate Insurance
Outstanding Digital CX — Automobile Insurance
Best Digital CX — Claims

Best Digital CX — Underwriting

Best Digital Insurance Product for CX
Outstanding Digital CX Transformation in Insurance
Best Digital Life Insurance

Best Digital General Insurance

Best Digital Bancassurance
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Fintech

e (Qutstanding Digital CX in Banking App/
Platform

e (Qutstanding Digital CX in FX services
e Best Insurtech for Digital CX
e Best Fintech for Digital CX — Payments

e Best Fintech for Digital CX — Cross Border
Payments

e Best Fintech for Digital CX — Personal Finance
e Best Fintech for Digital CX — Consumer Lender
e Best Fintech for Digital CX — Business Lender

e Best Fintech for Digital CX — Alternative
Wealth Management



2. CURRENT PRIORITIES FOR DIGITAL BANKING LEADERS

Figure 1A: Digital CX 2022 - Award Categories
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Source: The Digital Banker
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Figure 1B: Digital CX 2022 - Dominated by Strategy and Technology Award Categories

Digital CX 2022 - Preferred Award Categories
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Retail

Country Awards
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Source: The Digital Banker
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2. CURRENT PRIORITIES FOR DIGITAL BANKING LEADERS

At an award category level, the
Institutional response has been
overwhelmingly dominated by
players (see Figure 2) seeking to
ensure a smooth and frictionless first
experience with the bank as well as
respond to the challenging operating
environment posed by the pandemic
Induced restrictions that dramatically
disrupted the business-as-usual
operations of financial institutions with
almost 10% of submission entries
prioritising these areas.

Likewise, service enhancements
centred on the mobile banking
experience to facilitate new client
journeys as well as investments in new
technologies to both better understand
customer needs and provide for a
more personalised engagement.
Increasingly, the approach of the vast
majority of players has been to simplify
digital interactions, structure various
propositions around customer lifestyle
needs, and ensure that the bank has
the requisite infrastructure in place to
respond to changing market conditions.

The central pivot of bank digital

transformation journeys has been to
reinforce customer experience by
directing investments in capabllities
and competencies required to ensure
digital readiness and operational
preparedness. New digital banking
platforms are being developed keeping
an agile framework in mind that has
now facilitated players to launch
products and innovative services that
meet customer needs with faster time
to market and smoother operational
workflow resulting in efficiency gains.

Financial institutions are demonstrating
that with clear and consistent
communication, customers can easily
navigate the bank’s digital channels
and access products & services in real-
time. Increasingly, digital processes
are paperless, financial transactions
cashless and interactions contactless
making it convenient and safe for
customers despite onerous COVID-19
pandemic restrictions. Retall players
are also making the digital experience a
fun and engaging one with embedded
gamification resonating across
customer segments particularly
millennials and Gen Z.
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2. CURRENT PRIORITIES FOR DIGITAL BANKING LEADERS

Figure 2: Best Digital CX — Account Opening and Customer Onboarding and Outstanding Transformation in Digital CX during Covid-19 dominate submission field

Top 10 Institutional Priorities in Digital Customer Experience (2022)

30 Best Digital CX - Account Opening and Customer Onboarding

Outstanding Transformation in Digital CX during Covid-19
Outstanding Digital CX - Mobile Banking
Best Use of Technology for Customer Experience - Overall

25
20
Best Customer Insights Initiative
15
Best Use of Data and Analytics for CX
10 Best Digital Bank for CX
Outstanding Use of Digital Channels for Improved CX
5
Best Retail Bank for Digital CX
0 Best Use of Al for Customer Experience

Number of Entries Submitted

Source: The Digital Banker
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2. CURRENT PRIORITIES FOR DIGITAL BANKING LEADERS

2.2 Streamlining account opening processes by leveraging digital identification

On the account opening and customer onboarding front “ Kept” by
Krungsri Bank (Thailand) stood ahead of its peers by introducing a simple,
speedy, and paperless onboarding experience that is self-service driven.
Launched in July, 2020 new-to-bank customers are in a position to open
their first digital savings accounts on-the-go within 5 minutes without the
requirement of a wet signature as identity verification is completed by
leveraging Thailand’s blockchain based National Digital ID infrastructure
(NDID). This initiative has addressed a key pain point of customers
having to visit a branch, wait in a queue and complete an application form
to simply open an account and commence their banking relationship.
This is a departure from the paper intensive process that would on
average take an estimated thirty minutes to be completed at the branch.

Importantly, the digitisation of processes through Kept has translated
In to account opening costs dropping by 67% when compared to

the branch for Krungsri. Likewise, there is a lower cost of account
servicing in terms of statement requests, updating of personal details
etc. as these types of commonly executed paperless transactions are
completed by users online without the involvement of branch staff. For
Krungsri the automation of backend operations has materially helped
reduce human error, remove fixed overhead costs and lower staff
expenses. More importantly it has enabled new customer acquisition
with Kept facilitating an increase in online account openings realising
its 150% target customer base in 2020 and doubling it in 2021, while
significantly mobilising deposits.
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Similarly, Standard Chartered Bank (Nigeria) also introduced a digitally-
based account opening platform for its clients in January, 2020 that has
facilitated real-time on-boarding resulting in improved efficiency and
reduced customer acquisition costs. In this instance, KYC authentication
Is confirmed via Bank Verification Number (BVN) data overseen by

the Central Bank of Nigeria, and customer accounts are typically set-
up within ten minutes provided other customer information is made
available. Application progress tracking features as well as “Tools and
Tips” labels are provided to customers to guide them throughout the
process and users can start and stop as needed without having to start
afresh should they abandon the application midway.

For Standard Chartered Bank (Nigeria) the digitised and automated
onboarding process has translated in to a significant reduction in
turnaround time (TAT) of processing applications from the erstwhile

48 hours. Importantly, the new platform has contributed to an account
opening rate of 14x higher compared with pre-launch and where deposit
mobilisation of 75% of funded accounts has now been realised a lower
cost of acquisition. The Bank optimised its branch network reducing

its footprint and consequently capital and operating expenditures while
catering to a larger customer base.



2.3 Developing pandemic-
ready solutions

2. CURRENT PRIORITIES FOR DIGITAL BANKING LEADERS

Figure 3: U.S. Bank COVID DIY program facilitating payment assistance in a few easy steps/clicks

U.S. Bank (United States): COVID DIY
Another critical priority for financial
institutions across all markets has been Process flow for loan assistance in five simple steps " ' Sion 4 S
the ability to digitally support customers e A th"cs,f‘;'::;:s"t“'s 3 |
during the challenging Covid-19 Step 3 COVID-19 S:J:*S‘;*:; =4
period particularly as businesses and Step 1 Customer »om pe— ;s;'zf:‘;:?; SRCRG R e
consumers alike struggled with the e e = Conditions Form -
lockdowns and ensuing waves of the 19 loan —— e —— Fordiers: 2
novel coronavirus. A standout is U.S. :;?:r‘l‘i’:;"" —
Bank in the United States that saw I
an opportunity to service customers ¥ of clicks: 1
effectively through its COVID DIY _—
assistant program platform that handled
more than 51 thousand requests via the B
bank’s online banking and mobile app T
facilities for its Consumer Loan, Line and = D)
Lease customers (see Figure 2). Given v v
the demand for payment assistance that Step 2 Ac count i 8 Step 5 bk
resulted as a consequence of pandemic- OO0 Il pe——— T S
related restrictions, call wait times assistance” B B successful Node i
increased exponentially and the Bank :VOF;‘Z';:: 1 Paret o —" E"Jg‘g":;l"""‘
deftly facilitated self-serve capabilities | : s G0 cmbtcn | v i e # of clicks: 1
for its customers without having to [
Involve bank agents. This was done by
leveraging decisioning APls to validate _
eligibility requirements.
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2.4 Reimagining the mobile banking experience to drive customer engagement

Financial institutions realise the importance and value of maintaining
customer-focus on a superior digital CX to drive client advocacy. A
case in point is Canada’s CIBC that has assiduously incorporated
user feedback so that internal project teams overseeing new
product launches or service enhancements can finetune as needed.
The bank extensively utilises market research, business intelligence
and customer reviews & UX research data points and ideation
workshops to address challenges in realising successful customer
journeys around acquisition, onboarding, servicing, communication
and money management. For its efforts the Bank's Digital NPS
score has steadily increased YoY in the preceding five years and
currently perched in the +60s range. CIBC's total user base and
digital engagement metrics continue to show marked improvement,
where 3.24 million digitally active mobile customers as of end
December, 2021 (10.25% Increase YoY).
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Similarly, HSBC's (HK) App 3.0 launched in 2021 has also gained
traction with 1.6 million monthly active users and a 4.7 rating on the
|OS AppStore. HSBC's digital efforts have resulted in 1 in 2 HSBC
customers banking via mobile app. The redesigned user interface
based on customer feedback and engagement has generated +26%
YoY increase in logon frequency per active user. The new interface
keeps features organised in tabs, making usage more intuitive and
personalised. Importantly, the Bank migrated its app’'s base code

to one that is shared globally across the Bank, facilitating the reuse
of components built in other markets and deliver new features to
customers faster. The wealth hub designed to service investment,
iInsurance and Mandatory Provident Fund (MPF) needs has also
been well received by users as taps to access investment portfolio
readings increased eight-fold compared to 2020.



2.5 Technology powering the next wave of growth

Intuitively, banks are also looking to expand their digital footprint at their
physical branches to complement and ensure consistency of service
across channels while optimising their channel strategy. A case in point
is Scotiabank’s e-Teller initiative launched in 14 key markets in South
America including the Caribbean. The e-Teller system is effectively a
screen next to a human teller, where the customer can access his/her
account using a biometrics scan and begin to avail in-branch services.

In Chile in particular e-Teller was the first to leverage facial recognition
enabling customers to avoid having to resort to their physical debit
cards or PIN pads in order to gain access.

The value creation for customers has been on time saved where

each transaction is digital and lasts under five minutes, a significant
improvement from the previous 15-20 minutes. The initiative has
benefited the Bank's employees as well with login time reduced from
six to two minutes, use of receipts falling to 45% (from 100%) and the
paperless transactions ensuring that employees are not required to
manage documents. The cloud-based platform that underpins e-Teller
has made banking for customers more intuitive, safer, quicker resulting
in branch staff efficiency with enhancements in anti-fraud security,
shorter transaction time and automation of administrative processes a
better customer experience and controlled operational risk.
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Furthermore, the use of data & analytics has also begun to pay
dividends for financial institutions particularly as they relate to
customisation and optionality of product features and services tailored
to the customer’s specific circumstances. One such application that is
gaining meaningful digital interaction is UAE's Dubai First (subsidiary

of First Abu Dhabi Bank) that leveraged Al to offer hyper-personalised
experiences and real time geo-engagement. The value for the customer
has been centred on communication of contextual messages and
relevant offers based on his/her preferred merchants and historical
spend patterns.

Differentiating the Dubai First card has been inclusion of geo-based
cashback gamification that encouraged customers to make the best
possible use of their card features and drive cashback engagement.
The idea of partnering with the customer instead of the merchant has
led to potentially registering a 25% - 75% increase in card spend across
targeted customer segments as well as increased revenue per card in
an extremely competitive and saturated card market in the UAE.



3. DIGITAL BANKING LEADERS

IN THEIR CX JOURNEY

3.1 The Digital Banker DCX Maturity Index™

Given the range and depth of various
digital banking platforms, product
enhancements and service innovations
by players globally it is often difficult

to piece through and determine those
propositions that creating the most

value for their customers and meeting
the highest standards of excellence In
digital interactions. To address this gap,
The Digital Banker has introduced a new
analytical framework to help ascertain the
key success factors that will drive broader
strategic goals of the business to achieve
accelerated digital adoption while future
proofing their businesses from potential
disruption.

In that respect, The Digital Banker, has
developed a DCX Maturity Index™ that
assesses the key dimensions that drive
effective digital propositions leading to
successful customer outcomes based

on four key elements namely Innovation,
Engagement, Personalisation and User
Experience (see Figure 3). This is built on
the fundamental premise of ensuring that
the bank'’s digital banking functions deliver
in terms of seamlessness, thus minimising
friction during the customer journey.
Importantly, mobile applications and online
platforms are designed keeping the user
experience in mind, while also simplifying
the digital engagement process so as to
motivate greater use of digital channels.
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3.2 Analytical Framework of the DCX Maturity Index™

Figure 4: Key Elements Defining the DCX Maturity Index™

Depth of Omni-channel

Integration

AP| Connectedness

Degree of automation

Time-to-Market of new Iinitiatives
& agility of IT infrastructure

Digital Safety & Security

Source: The Digital Banker
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Active user growth and
proportion of digitally active
customers

Realised market share of
targeted customer segment(s)

Application of emerging
technologies to service
customers across platforms

Real-time and ongoing
communication with customer
on digital usage, support and
guidance through various media

Collaboration with strategic
partners, ecosystems and
platforms

Level of customisation and
embedded optionality features

Value-added wealth-
management, personal financial
management tools

Synchronisation with customer
life-cycle and profile

DIY and self-service
functionalities

3. DIGITAL BANKING LEADERS IN THEIR CX JOURNEY

Customer Satisfaction Score

Net Promoter Score

Apple 10S/Google Play Store
Rating of bank application

Market awareness and business
Intelligence capabilities

Intuitive and contextualised user-
centred Ul design

Under the Digital CX Awards 2022
program, The Digital Banker received more
than 600 submissions from 90 unique
financial institutions. Assessments of the
top 35 digitally advanced propositions

at the global/regional level have been
conducted and leading the pack (see
Figure 4) is Standard Chartered Bank and
Standard Chartered Saadiqg that has been
adjudged as the World's Best Transaction
Bank for Digital CX and World's Best
Islamic Bank for Digital CX respectively.
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Figure 5: The DCX Maturity Index™ - Top 35 Ranking

25 25 25 25 100

1 Standard Chartered Bank & Standard Chartered 22.3 22.5 22.0 22.0 89
Saadig
2 UOB 21.8 22.8 21.8 22.8 89
3 Emirates NBD 21.8 22.0 22.3 22.5 89
i | Bank of Ayudhya (Krungsri) 22.3 22.0 21.5 21.8 88
5 Wells Fargo 21.5 22.0 21.8 22.0 87
6 TD Bank 21.5 22.8 21.5 21.3 87
7 HSBC 22.0 21.8 21.8 21.5 87
8 OCBC Bank 21.8 21.0 21.3 22.8 87
9 Fifth Third Bank 21.5 21.3 21.5 21.8 86
10 CTBC Bank 21.8 21.5 21.5 21.0 86
11 Hang Seng Bank 21.5 21.5 21.8 21.5 86
12 Kasikornbank 21.5 22.8 21.0 20.3 86
13 CIBC 21.5 21.3 21.5 21.0 85
14 Citi 22.0 22.0 20.3 20.3 85

KEY INSIGHTS REPORT 2022 21



3. DIGITAL BANKING LEADERS IN THEIR CX JOURNEY

Figure 5: The DCX Maturity Index™ - Top 35 Ranking

15 QIB 21.5 21.8 19.5 21.0 84

16 National Bank of Greece 20.3 22.0 21.5 20.5 84
17 Bank Central Asia 21.5 21.5 20.5 20.3 84
18 UnionBank 21.8 21.0 19.5 21.3 84
19 KeyBank 21.5 21.3 19.5 21.8 84
20 Siam Commercial Bank 22.0 20.3 20.0 21.3 84
21 Banque Saudi Fransi 19.8 21.5 21.5 21.5 84
22 Maybank 19.8 22.0 18.8 21.5 82
23 US Bank 21.5 21.5 19.5 19.3 82
24 CIMB 20.0 21.5 19.3 19.8 81
25 RHB 19.0 21.5 19.0 21.5 81
26 Bangkok Bank 19.3 19.8 21.0 20.8 81
27 Bank of Bahrain and Kuwait 19.8 20.3 20.3 20.5 81
28 Taishin Bank 20.5 20.8 19.3 19.8 80
29 Hong Leong Bank 19.5 19.8 20.3 20.5 80
30 RCBC 19.3 20.0 20.5 20.3 80
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Figure 5: The DCX Maturity Index™ - Top 35 Ranking

Saudi National Bank

32 AmBank 19.3
33 Bank One 19.0
34 ING Philippines 20.3
35 Affin Bank 19.0

Source: The Digital Banker

Standard Chartered Bank's Transaction Banking team executed a three-pronged
approach that encompassed sustainable digitisation, purpose-driven innovation and
people-first collaboration. Initiatives such as SCPay, the bank’'s payments platform, the
SCROE Smart Contract Suite — a fully APl enabled escrow solution designed to facilitate
self-execution payment contracts and TradeXpress Statement Engine — automated client
reporting have helped drive operational efficiencies for the bank while also engendering
greater convenience and seamlessness of transactions for clients.

Likewise, for Saadig, transformative initiatives centred on its retail workbench (digital
client on-boarding) that has resulted in 50% + reduction in turn-around time of customer
account opening with NTB customers being able to open their accounts digitally. Mobile
adoption rates of the SC Mobile app have grown 15% YoY while the number of mobile
transactions has correspondingly risen by 76% YoY. Superior digital engagement can

be credited to modern platforms, value-aligned partners, and product teams focused

on improving customer and business outcomes with 61 %+ of its retail banking clients
being digitally active, up from 49% in 2018 and 54% in 2019.
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20.3 20.3 79
20.5 20.3 79
17.8 20.3 /8
19.3 19.0 77

Naturally, this success has placed Standard Chartered in the Champions quadrant of The
Digital Banker's Map alongside CTBC Bank, TD Bank, Kasikornbank and Citi to name a
few (see Figure 6) among winners at the global/country level. Champions are effectively
digital leaders that have established both their digital competency as reflected in their
iInnovation and personalisation efforts while ensuring the sustainability of the digital CX
through consistent engagement and user experience. Undoubtedly, this remains the
overarching objective of all institutions seeking to leverage their digital solution as a
competitive advantage.

Likewise, Mavericks such as Maybank and Bangkok Bank have tracked well in terms of
key indicators driving digital based transactions and customer satisfaction yet gaps do
remain pertaining to the embedded optionality features available to users of their digital
services and API| connectedness; unlike Emergent Players that still developing their core
propositions and remain relatively behind the curve on critical metrics. Trailblazers such
as the National Bank of Greece through interestingly have built stellar platforms powered
by requisite technology to facilitate a seamless digital interaction but have yet to realise
meaningful traction from its targeted SME customers.
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3.2 Mapping Digital Banking Leaders in their DCX Journey™

Figure 6: Current state of play of DCX Country Winners in 2022
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4. BEST PRACTICE CASE STUDIES F
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A key standout in terms of DCX in this year's program The data Is current and in ready to use standardised 10 10
is Hong-Kong based Ping An OneConnect Bank (PAOB) electronic format that facilitates rapid loan disbursement
and Its alternative credit scoring model that has had a to whitelisted customers. The Bank also offers a “b-
dramatic impact on the financing of small to medium sized Day Service Pledge” from loan application to drawdown 2019 19 ‘1504 :

2 2017

enterprises in Hong Kong. The Bank saw an opportunity recording approval and loan disbursement within 2.5 Q3 2018

Q2 2019 (

the underserved SME customer segment that had been
struggling financing constraints from traditional lenders
primarily due to tedious bank account opening processes
and onerous financing terms. The lack of an automated
workflow, extensive reliance on manual procedures and
high maintenance costs of SME accounts provided for

a rather poor banking experience. Moreover, the slow

working days with SME account opening completed within
25 minutes. Interestingly, 25% approved loan requests
have come from those SMEs that failed to secure financing
from other lenders.

Strategically, the “Trade-Connect Loan” offering and
PAOB's partnership with Tradelink, a cross-border customs

disbursement of funds restricted cash-starved SMES that
needed access to funding to maintain business operations.

declaration data provider, helped the Bank in its credit
assessment of SME applicants for this particular financing
and manage of credit risk exposures. More importantly it
has enabled the bank to have greater visibility on the short-
term default risk of the SMEs and their ability to service
loan agreements. As of 29 September, 2021 PAOB's loan
assets crossed the HKD $1 billion mark (USD $ 128 million)
within one year of operations.

. I'o areg
Enter PAOB that launched in September 2020 to address _

these specific SME customer pain points. It was its
44 alternative credit scoring model (endorsed by the Hong
Kong Monetary Authority) that set the stage for a new
way of leveraging technology and utilising big data to
help streamline the complicated loan approval process.
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4.2 Hong Leong Bank

Another Initiative that deserves closer attention iIs
Malaysia’'s Hong Leong Bank and its Designed by

You (DBY) online community platform that not only
crowdsources ideas from customers on how to improve
their digital journeys but helps the Bank validate its existing
digital & product roadmaps. Initiated in January, 2021
HLB's DBY twin objectives was to empower customers

through financial autonomy and reimagine insights
discovery so as to simplify the entire banking experience
(see Figure 7). The thinking behind the online revolved
around maintaining the human connection with customers
by listening to them and providing a platform where service
enhancements can be co-piloted between bank and the
customer thereby breaking down communication silos.

Figure 7: Hong Leong Bank’s Designed by You Platform

YOU ARE IN : PERSONAL ~~

Your Voice, Our Action

Join our community to build the future of
banking

)} HongLeong Bank

ABOUT US DISCOVER OUR PRODUCTS APPLY ONLINE PROMOTIONS

& ' ENG ~~ ONLINE BANKING

TRACK MY APPLICATION

By
.......

$EHLB Designed by You

Source: Hong Leong Bank, The Digital Banker
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As of 28 February, 2022 the platform had
registered 8112 customers generating
1268 banking specific posts and an overall
engagement of 256225. More importantly

a total of five enhancements have been
Incorporated In the digital product roadmap
namely:

1) Apply@HLB enhancement for
onboarding journey

2) Communication development to
address the ‘SMS TAC is more secure’
perception for transition to in-app
authorisation for all transactions

3) DuitNow QR enhancements and
communication development

4) Multi-currency account Ul/UX
enhancements

5) HLB Connect app enhancement, in-app
notification for alerts and reminders

Overall, Hong Leong Bank has registered an
85% customer satisfaction score in FY2021
while receiving a 4.32 and 4.26 (out of 5)
rating by their mobile banking and internet
banking users respectively.



5. FUTURE CHALLENGES
AND CONSIDERATIONS

As the race for claiming digital banking leadership continues it is clearly .
evident that the key differentiator to drive future success will be

predicated on outcompeting peers on customer experience. Financial
Institutions will continue to strive to deliver the best-in-class customer

experience as they navigate this fast-changing digital operating | | -
environment. As the adoption of digital channels continues to expand g : ) _ X -
clients appreciate and value user-friendly and innovative services, A T ST EERER SR TRRT Yo -

faster response times, and strong safeguards and protection. Failure to
ensure a rapid and effortless customer engagement will indelibly force
customer attrition.

Furthermore, when faced with difficulties in successfully completing
their online journey, customers appreciate immediate and precise
assistance on the channel of their choice. This requires banks to

have a more proactive and optimised delivery capability in place to
facilitate customer self-service. Through deeper integration of digital
engagement channels continued automation of processes, financial
Institutions are well positioned to help their customers in a manner that
s faster, efficient and productive. This is essential to ensuring long-
term main bank relationships and ensuring value creation at each digital
touchpoint throughout the customer lifecycle.

-

- -
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