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Selected product types: % of respondents whose sales

Retail banking (personal) Private Banking

Consumer loans §54/18 Insurance products §28/16
Insurances $41/14 Discretionary mandates 20/43 1
Investment funds 26/42 % Equities / bonds / funds 15,/53 ¢
Retail banking (SME) Corporate Banking

Trade finance §39/9 Trade finance §38/13
Short-term financing 22/58 % Shortterm financing 24 /59 ¢
Credit lines 18/57% Credit lines 14/ 53 ¢ J

Bl 1: 37 78 J R 1 A B A 2 B b SR AT A 45 19 # v
AR PR N, RELREARTHABERTREL N, £ &

MUT=ZMAAINTF, F—, BXRFREMEEF, #lin, BAF
#y UniCredit 817, ¥ & @/ ABIEE, FIEAFX, HEFENH
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1. Engage clients by showing proximity
and support

2. Ensure digital infrastructure
readiness

3. Adjust distribution and servicing
setup

A. Bank capabilities education

(7 i i+ Educational campaigns on services
JUI'IICI'edlt available digitally to facilitate migration
(e.g., personal emails, website, eic.)

B. Prompt response on government
measures

CHASE O Dedicated COVID-19 response feams
and awareness campaigns on
govemnment programs

C. Post lockdown implications
campaign

‘x’ HSBC Educational campaigns on managing
liguidity during lockdown (e.g.,

summary of relevant card spending
rebates on food delivery services,
online shopping, stc.)

A. Enable digital infrastructure

H sne parieas  Digital solutions to enable ‘contact-
free” banking options and remote
banking for account management

B. Develop fast enhancements

S'Zﬁ%gii Integration with broader ecosystems
PING AN BANK (e.g. madical advice, doctor
appointment, auto services etc.)

C. Operationalize remote selling
D

M eank| Engaging customers through online
meetings that can be booked via the
website

A. Incentives for digital migration

Qutbound campaign to encourage

[ ]
ERSTE s customers to use digital banking

B. Remote advisory

= Ability to offer personalized advice on
stoau!;uE\leais banking products through digital or
phone channel

C. Capacity recalibration across
channels

Proactive management of branch and
BMO 9 ATM availability / capacity and

campaign to drive up online/mobile
enrollment

M2 ARBLRARRAESTRER LA R
= BRI AEFEGRRE TESSCH M R RBURITRSS

KANTEELIN, di|FREE T BWRATE 10%89E N,
% b4 T84 B 4 ¥ (Omni-channel) /- 7k T 9% UK\ ;
BBUWH AT I AL EM Y EKEMEE, FAtse FEM KM de

TH R

BARTH T REEF LR, M EREE I F A LAE
Pl XA BYSRAT S . ERATHVRE S, AT EMETNE
NT, wRFEITF—MEEKRF, LA LE L
MAREIME X ERT, TH NWALBEEERT. HAEXE,
H 49 2% % T, 4 B o Ally SR ATIX AP e F R 9 E B4R AT .
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Bank brands recalled without prompt when opening a savings account!

JP Morgan Chase | 1 1%
Bank of America I 1 1%
Wells Fargo I
Capital One GG -0
Citi N 50
TD Bank . 3%
Truist I 0%
PNC Financials . 2%
US Bank - %

Credit Union I 27
Bank brands recalled without prompt when getting a new mortgage?

JP Morgan Chase 10— 1 7%
Bank of America I 1 3%
Wells Fargo I 1 2%
Citi  — (%
Capital One ———
TD Bank m— 2%
PNC Financials _ . 3%

Credit Union I 3%
Truist I 00

& 3: RH o XA B LARAT IR ;e Xk
B & & R 9L B, &P O F fm e oF 4 24K B R 4R AT

BE LR, A 54N E P 2% & — 8 LR @ RATIT P, 43%E
EPATEEN RS & 4L LR EHA DR, WH 3% EF
SRRFHBE AL LRAT. 7 —BUAE LR, wREFM TR
TP AR e MR R, 1L 26% 8 % 17 & % & B4R AT; T RAEATH
TR ERAERE, A 65N EF aF - Ll 5648, £5H
I 50%EN % 17 & FoN 2 B TR L H A

N

A surprising 26% of respondents indicated they would 65% of respondents would move at least some of their
move at least some of their business to a new bank if business to a new bank if their primary bank’s local
their primary bank’s local branch were to temporarily branch were to permanently close?

close!

____________________________________________________________

74%

49%

168%

14% 12%
No change Moaove some of my Move all of my No change Move some of my Move all of my
relationship to a new relationship to a new relationship to a new relationship to a new
bank bank bank bank

____________________________________________________________

B 4: wRMITHNEXE, P HETERFAT
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BATAEFE, EFEMIEFERZE, ~wFEHTMHERAT
RE? WERN, ARG HEFFLREZR T BN AR RELKA
ZHRATHRE ML LIF P RS-, B2 1778 41 60%Hy & F 18£8 2| & JF
Fo A3, HOFREFXNKEFNSH, LEAEL ABETEALET

|
1
i
1
i
Open a savings account 57% ]
|
i
1
Open a business banking account™® 53% ”
|
Make a bill payment 33% 67%
0% 20% 40% 60% 80% 100%

Inperson m Digital

M5 HEEREERE, EP LTS uBELERAT P
=. HLRITRFHERENZRES

MEATE Lk 477 o, — MR, &P B0 & B SR B R Y
FAT MLBATWENBEE S, HZRBEATLEFNTTEFEFE
DEMERE, EERNEN, KZH “WHAR” £5RAT (Bricks
and mortar Banks) J+ % R k5 W7 &5 H £ 7 W m M. R —FKRAT
KPR h LB AT &R RS, RATHE A “Over-branched”.
Fling BRAT, AEWNAAS T, EAMMAHLERERSRK.
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Share of mind vs. share of branches? for opening a savings Share of mind vs. share of branches? for getting a new

account! mortgage?
5% 25%
Mind share Min
premium attained prer ined
0 0
JPMorgan Chase
o
o %% JPMorgan Chase o g 1% Bank of America
£ £ [ ] PY
E Bank of America - ] E
5 1y Wells Fargo O 109 Wells Fargo
g . . % Citibank
= Capital One = Canital O
e Citibank ] apital One.gy -~ PNC Financials
5% Traist Stsaa
Ally o TD Bank = . o . o US Bank
PNC Financials Y3 Bank Over-branched TD Bank Truist Overbranched
0% 0%
0% 5% 10% 15% 20% 25% 0% 5% 10% 15% 20%

Share of branches

Share of branches

Bl 6: o AL B R RAT I 509 T 3 5 R &
BT REWE WFETRAZARR, HEIR, E1

40%ENE PN, EREFHZE, =W A0 EL 58 R IEE R BT
TR, MEFBRAT, X—WHAES,

Change in frequency of branch visits after COVID-19 lock-down is lifted

i
1 1
6% 9% 6% 8% 6% 2% ! 6% !
1
i i
i i
37% 1
39% 45% ! 52 i
57% 69% : o :
1
i i
1 1
1 1
1 1
1 1
1 I
1 1
1 1
| i
29% i !
i |
i |
18-24 25-34 35-44 4554 65+ 1 :
Age Groups e
W Reduce branch visits No change | would expect more branch visits in the future

B 7: EREFEE, 2P EZHRRNANERTR
KA1 7 —BEE LT, R —FRATREB R LR K m it (Best-

in-class) B FRATM S, B/ A UBEZ ZRATHNN R E L ERE

o RN, EFREHELNEXZRIE LW EWRS, ik
HENTRIB P R B E . flan, AWFHE, EF—HEERAL 28 4
WHFTEN R, EEWRETRENRSULEFRRET, ZFHER

REAL 8 fror. M, Bib EWM R EE T HBEAEL 40%. HED
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Branch ‘gravity field’: Increase in travel time tolerance to home / work
How much business within X radius of a branch can be captured locations as a result of best-in-class digital capabilities
Urban settlng Suburban/rural setting
% Qo
Qi
ow' ' I

In av erage minutes walked In ave erage minutes driven
Wi
10
42% reduction 66% reduction o
in branch density in branch density 22
the
Status quo m With best-inclass digital capabilities ;e,:

& 8: L FREAEWSIEME Pt LB R
RERIREERN g8 AV F IR, BERZBATHX B TH L

LtHERATHRE. Flw, BT FHOPRRT, AVBEHERTR
B E T E RIS K E L 56% 8 R AT X T B Al & bR ey E A
WR. FE, BTHRZuAEM, HEREIEEREE, BRRA=
HZ—HRTEXAT ATHEEGRIMBEARAELEZF BF.

WE P AERE, ZPAT SRS OTEKETURE RN,
Plan, HAET—FWEF L BARTREBIGWRATITF; 47 40%H)
EPNAN, RITNZESHEAFR., BREMKLELEF. #IDH

NZ—HEF RN, MR FHRATWETREMR S LT E5R,
M ZEL KRB FTA LS
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I would never consider opening an account at a bank

that does not have best-in class digital capabilities 51%
Banks need to be more like big tech, such as Apple, oo In a tracking poll,
Google, Amazon, etc. ° this figure was

~20% back in 2013

I would switch banks without hesitation if the new
bank offered better digital capabilities than my 24%
current primary bank

HO: AT BT REMS A MERTI RS

BRRATHWRETRERFENEBEZFNFRLAB L AN Z
B WELOR, £ xR E a2 E S R ARAT, U8 T2 40%
MEFPNEE FRAFBRFEE IER T2 RBE ERFANEHT L
AT, WRA—FWE P RHR . Bt 80%HRATINA X XHE#
AAREELFRXENEEZTX, MEHNX LA T2RERS, 17
HF RS REA AR, HR B L RATH B LR

Customer interactions through a bank’s physical or digital footprint ‘\/

B s
Q Outbound marketing orchestration

R

©
@ Digital presentment and onboarding g’
Agile
omni- . s S
ehal g Remote selling @ Digital servicing
strategy =
ﬂ Field staffing mix optimization c
8
2
@ Branch network optimization =

Bl 10: XA & L& T8 e rY A R E R

0. [EEERT
Ql: XEZLBRATEAMEL? EARNLETEERTFIAN
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CRUERTEREEN?

Al: [E R E4RAT# ecosystem 77 @ # Ayt = ERATWIFR £,
ING 4R AT % % Bl 20 7l 2 2 8 TRATH 4, (E4 1 2008 44 & &
W, REERFEFER =B ERHEF R ST HE N RAFMZ
EFPEQ, WMRNLAEEAA, EF2A2HERTLEGKFRERER
BB K L BT ERAT

Q2: wfTE#XE Fintech KX B ?

A2: %I[E Fintech B & W& &M T840, RepEE PRl 7 E T
hx, BRIMEEBLERFTRRRESE . TUMNILREAE, £
AL RERBRATET RN EFHA, SHRK, FEX

Fintech ty i & th  EZ B R £ .
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A IARAE AT K FILF 2R AT IR PAT 2K & BB Ax H 42 R AL
EHG LR THEFTEEL FZAWTH (202152 4 22 8)

MR TR, A R R A 8 S AT R

AR A B R A S I BN S AR, FhRad i S,
FEAERITLRAARRAR LG E L 5, E TR B4 foin g i

fkdy EAy—Z 7R, AdbE RN 60 £ KA ki RE4RITIRE
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PR EE & B o3 B 2 RRIR 4 L a9 TR R AT R & LFFafbit,
HEE S % F AT KFH F it MBA 3 & 2 i H X148
B BRI FTUREA T X F R F 228 E B F 5 ARF
RIAZFIEE T AL, B A FRFEF AL A AR S RE (summa
cum laude) Xk, 33543 William L. Everitt 2 % 4= Tau Beta Pi &%

a2 0 TH
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