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W Our Specialist Team

= +2,000 professionals globally  with
hands-on experience on Commercial
Strategy, Private Equity and Digital
transformation

= 200+ dedicated specialists in APAC  in
Singapore, Hong Kong, Shanghai, Beijing,
Tokyo, Mumbai, Seouland Sydney

Partner and Managing Director A :
it 2l Our Sector Expertise

Head of Banking APAC
Financial services expert

with 15+ years
consulting experience = Wealth Management

= Financial Services

= Technology Media and Telecoms
= Consumer Goods
= Healthcare
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%‘ Our Clients

= We are serving clients from all parts
ofthe business —{rom Fortune 500
firms to unicorns

= We have worked with the majority of
top 20 leading private banks across
Asia

% ¥ Our Track Record
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Pivotal questions

m
= How do we

The new realities of change in
Asia wealth management

Rapid wealth growth, accelerating opportunities == wndevelop winning customer propositions  in the future of
APAC accounts now for >40% of global wealth ($200+ trillion) "’

with increasing financial sophistication (e.g., private market, Wealth management?'

digital assets, etc.)

Heightened competition across incumbents and

fintechs it . S
§=,= ..US¢C dynamlc pI‘lClIlg as

We observed growing competition across local banks (e.g.,
Mandiri, BRI, BCA, etc.) and global banks (e.g., Standard
Chartered, HSBC, etc.) while fintechs continue to disrupt.

Digital experience as key differentiator :
' G and mcrease

..delight custom
_conversio'ﬁ"f" :

To excite the Next Gen, banks mustinnovate the digital
experience across channels (i.e., access 24x7, mobile app

access, personalized products and investment advice, etc.)

Value beyond investment performance

WMs are enhancing core propositions with extended
products and services ie., impact investments,

comprehensive client education, fiduciary mandates,
philanthropy services, etc.

—



Raising the bar: 3 success factors of winning proposition across wealth segments

1 Segmented offering

Know your customers and offer the
right offerings to target segments

@
8¢ Fit-for-purpose proposition
- purp prop

Understand target segments across the
wealth continuum and their keyneeds in
designing propositions

." Market-differentiating USPs

Set yourselfapart by enhancing product
offerings with "'WOW-=factors while
leveraging core products and technology

2 Dynamic pricing

Leverage pricing analytics to better
capture value from clients

Pricing analytics

i¢-

Apply dynamic priging capabilities based
on customers=willingness to pay to drive
acquisition and retention

Relationship pricing

kK

Implement client-individual pricing to
reward high-value clients for their overall
relationship

3 Behavioral journey design
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Introduce new ways to interact with clients
based on behavioral economics

V4
| DA

Optimized digital journeys

Increase engagementand crossselling
by applying behavioraleconomics
principles

Excitement factors

Deliver additional value by providing value
beyond pure banking services



Segmented Offering

From Silos to integrated propositions: major global banks are building a seamless

wealth continuum to better serve customers

Exemplary
client groups
(indicative range)

Strategic
business goal

Key challenges

Exemplary
Bank responses
in the digital
space

Examples

Increase wealth products
penetration

Low revenue of pure deposit -only
clients (low interest rate)

High client acquisition cost
through preferential promotions

Enhance digital self -servicing
trading tools to reduce costtoserve

Goal based advisory to crosssell
basic wealth products (incl.
insurance) to fulfil client’s needs

Integrate retail bank proposition with
WM services and incorporate
gamification and bundling

BDBS 7oocee: (

Drive revenue growth with higher

client activation

7 Emergence of highly digital low -
cost wealth services and products
from competitors

7 Client expectation to receive broad
range of wealth products at low cost

= Offer wider product ranges (SP,

Alts) online and complement them
with asset-based fee programs to
encourage client activation and
trading

= Provide investment ideas/themes

via digital channels to encourage
trading

st Citigold Private Client INREEHEES
< Tedk Citigold Private Client s gmﬁﬁﬁ%m

>

Private Banking (HNWI)
(5 — 25m AuM USD)

Close gaps in service offerings with
digitally enhanced propositions

& High cost-to-serve from ad-hoc

advisory offerings (manual and
comprehensive coverage models)

Competition from international
PBs and emerging regional banks

Develop differentiated mandates
(costefficient RM-led entry mandate
with high digital interaction, thematic
mandates, cheaper DPM)

Establish client relationship pricing
and client-aligned pricing instead
of product=silo pricing to increase
client stickiness

3 UBS

Julius Bar
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Private Banking (UHNWI)
(>25m AuM USD)

Provide differentiated
high-touch wealth solutions

Strong need to build selective value
prop across entire value chain

Growth of family offices in Singapore
-typically highly price-sensitive but
representing a big-ticket segment

Focus on strengths and develop
holistic high touch offerings  such
as legacy planning, fiduciary
mandates, tax planning etc.

Develop pricing framework which
combines cost to serve , whole of
wallet pricing and discount rules
for revenue optimisation

Private Bank
ZnS
citi

J.PMorgan



Segmented Offering

Selection of key initiatives used by banks towards a seamless wealth continuum across SIMON.3

segments KUCHER

One platform with a seamless proposition instead of siloes

Private Client Segment Private Banking (HNWI) Private Banking (UHNWI)
(1 — 5m AuM) (5 — 25m AuM) (> 25m AuM)

Goal-based advisory for holistic wealth planning Differentiated investment advisory proposition
Cross=sellbasic wealth products, lending and insurance Feature-differentiated bundles across generaladvisory and advisory mandates

N
Y

Mass-customized DPM solutions (low ticket size, modularization of offerings, etc.)
Serve client needs across the wealth continuum with different types of DPM (strategy funds, single line mandates, etc.)

Products : — — :
Strengthen core offerings with innovative high -touch services and features
Close technology gap with competitors and attract HNWI clients with compelling Unique Selling Propositions (USPs)

[ | | Digital self service tools with personalised insights and investment content
[ B Reduce cost-to-serve and increase trading activity

Chen‘F Future -proof coverage model and client servicing

Interaction Optimise client interaction and rethink client servicing with hybrid advice
Online pricing as an incentive Shift from product silo to relationship pricing (target RoA)
q Optimize pricing for online fees fo maximize revenue for low -cost channels Better monetisation of clients and increase client stickiness
‘ Asset -based pricing & monetisation of digital private banking Deep-dive
Provide revenue stability and better predictability of revenues
Pricing

Implementing price transparency and fund trailer-free offering
Communicate spreads transparently and go beyond regulatory requirements

Source: Simon-Kucher
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Unstructured pricing Inefficient discount processes Lacking pricing guidance

Source: Simon-Kucher



Dynamic Pricing

Case in point:

>

* Pricing grid design using "
customer, product and
transaction dimensions

Relationship pricing grid

Price elasticity modelling

Elasticity-based pricing grid
with high granularity

= Modeling of volume changes
* Precise understanding of money based on price changes
flows (loan, funds, etc.) and
client behavior

Price response
functions

mmmmmmmmmmmmmmm

nnnnnnnnnnn

Price sensitivity clusters

Volume

Tangible impact within 6 months

Reduced risk oferrors
with full data automation

+10-15% profit increase
lower funding cost through better targeting and less leakage

Dynamic pricing significantly increases the
granularity of the pricing grid for deposit management
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0 Algorithm implementation

= ‘Optimal pricing curve’  that
offers highest portfolio balance
fora defined level of funding cost

= Tool and tracking dashboard

= Enhanced with marketing
automation for promotions

Granular pricing based
on client price sensitivity



3 Behavioral journey design
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Realizing revenue
uplift by applying

Eiigbilty citeia, T&Cs apply.

behavioral science == ALAY e

| want to... Monthly repayment Fixed rate. Based on your credit score and the details

to the loan journeys | \ $496 ¢ ..

JUST A FEW STEPS AWAY <
FROM YOUR DREAM CAR &

Your personalised rate will expire in 24 hours. N\ !

Apply now.

‘% <

. Intrest rat: 12.49% paafired rate Application reference number
Estimated total interest

Loanterm: 2y

$4’370 Lending establi £:5250°

Monthly loan a $12

Hi Heidi,

You've started and made progress on your Unsecured Personal Loan
application. We've saved it online for you to return to when you're ready.

Complete application

How to complete your application

A
wedding I{V‘- -\ yorld

3 Save your quote to secure this rate
A * 3
ﬁ ) fund my travel the Lock rate for 48 hours Continue to Application
e

Leveraging digital loan offering focused

. . . Find the best rate for you
on personalisation and behavioural femessepsquiant M, — Caiiasion
science our bank client realized tangible
sales conversion results:

Koo What to do

Access and complete your application and we will respond to you in 60 seconds

Select which loan you would fike to calculate for Car ator Repayment Calculator

1 would like a loan of
«

(Between $10000-5100,000)

What you'll need

« Your email address
= Your application reference number :

18% increase of approved loan
applications with better and
faster online journey wavawen @D

Interest rate willbe calculated between 4.99% p. -1099% pa

Loan term of
(Between 1107 years)

Complete application

Before you apply Make sure you're eligble to apply

Fallow this section to improve the

S tra 1g h t . th rou g h p rocess an d likelihood your application is aporoved. ::z::., ::: :,::;;:me Why choose us?
frictionless clicks s lg nifican ﬂy You could own your car for just . :ay:\:mau".::y'::df::ul :;::f;' andhold an 2 acceptable Visa (PDF 34K8),with Q

Trusted

enhances customer experience = $219 - %279 /min* e

Review your credit history

teres 200. You can recalculate

Efficient implementation within
<3 months based on
behavioural journey diagnostic
(quick-wins improves speed to
market)

Get your documents ready Need Help?
ee elp?

Following up with positive Ju,
nudges &reinforcements
to avoid post-purchase
dilemma

Finding the right Applying price
product with targeted psychology to improve
behavioralnudges pricing experience

ns

atement

—

= © simple!

Receive your funds!
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Behavioral journey design

How to excite and win
the;| Next Gen-s hearts

|
Banks and WMs need to learn how to mnovate products

an(felevate the digital experience from brands that young
generations love. These services often naturally apply many

ofthe behaviouralscience principles in their proposition

and journeys.

OV O @ tokopedia

@ Spotify:
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8 extraordinary ‘WOW factors’ where banks
can embed behavioral economics principle

24/7 access
anytime, anywhere

79 Iwant to be up+to-date with my money
and manage my banking needs
anytime anywhere*

Easy-peasy product
choices

79 Too much info. What are my product
options? Make it simple

N
6’ Super like my RM

¢/ want committed and competent
banks who also speak my language”

g Make an impact

29 Iwant to take actions that will sustain
our planet &improve the localeconomy

Source: Strategies to win in the new private banking world, Simon Kucher

|i| Make me feel
R special

¢/ want to get access fo exclusive
products and services that make my
friends jealous.”

# Goodbye hidden fees,
C“ Hello transparency

¢¢Iwant to know exactly what Iam
paying for*

@' Make it personal

7% No spam. | only want to receive
customized recommendations that /
actually need”

Q
* Fuss-free subscriptions

¢ /can easily subscribe to my preferred
banking services anytime anywhere

10



Bef()l'e We gO... Download

: The future is AN —
No one -size - @ d it "’g 1 Early monetization
= now ana 1t 18 N
fits -all strategy s = for a head start
digital —

Banks need to have Embed products and ! Leverage data .
segmented offerings services in digital journey e analytics for better —
and pricing across to better engage clients; pricing and ‘
segments ofthe wealth optimize journeys with monetization strategy to

spectrum behavioral science drive future growth
BETTER PROPOSITION BETTER ENGAGEMENT ! BETTER GROWTH —
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