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Proven Methodology   

Time to market and banking 
analytics  

Banking Use Cases  

 

 

Agenda  

É 2016 Teradata 2 
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Roadmap  Align  Create  Evaluate  Deploy  

1 2 3 4 5 

Extension Recommended  
1 week  2-4 weeks  1 week  

É 2015 Teradata, The Culture Of Analytics 

RACE: Overview & Deliverables  

Å Document use case detail  

Å Data confirmation  

Å Assign Insight Pod team  

Å Assign Data Pod team  

Å Business client role defined  

 Align  

Å Scope Document  

Å RACE Project Plan  

 Deliverable  

Å Analysis, models & code  

Å Insight report & findings  

 Deliverable  

Å Load & prep data  

Å Develop analytics & models  

Å Develop early insights  

Å Iteration phases with business  

Å Finalize insights 

Create  

Å Art Of Analytics Visualizations  

Å RACE Report & Presentation  

 Deliverable  

Å Final recommendations  

Å Document ROI  

Å Deployment plan  

Å RACE Report write up  

Å Executive Presentation  

 Evaluate  

365 Projects ð 06.10.2016 



Time to Market with banking analytics  
15 minutes ð is it fast enough  
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The traditional approach to banks  
is dying with digitalization  

òWe need banking but 

we donõt need banks 
anymoreó  

Bill Gates 
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Fintech  ð Coming your way  

In his latest annual letter to 

shareholders Jamie Dimon , 
the CEO of JPMorgan 

Chase, warned é. òSilicon 

Valley is coming.ó 
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Vision  

You can't just ask customers 

what they want and then try to 
give that to them . 

 

By the time you get is built, 

they'll want something new.  
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What  is wrong ? 

11-28% of customer questions NEVER get answered  

Reality is - even basic service is not good enough:  

Å 2 out of 5 customers shifted business to 

another bank after a bad experience.  

Å 50% of recommendations are due to good 

experiences, not discounts or free products  

Å 89% of consumers have stopped  doing 

business with a company after experiencing 

poor customer service  

Å 96% of unhappy customers donõt complain, 

however 91% of those will simply leave and 

never come back  

Å 39% spend less after poor experience  
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ÅCustomer Experience management is 
key for  financial institutions and has 
been a focal point for years with great 
attention on the touch points  

ÅBut changes are happening and 
fueled by the digital transformation  

ÅCustomers are changingé 

ÅBanks need to change too!  

ÅData and analytics become core for 
the new battleground as only deep 
customer insight will enable banks to 
win their customers hearts, minds and 
wallets  

ÅTeradata is a partner to help financial 
institutions realise  a data -driven 
customer experience in the era of 
digital transformation  

 

Customer Experience is 
changing in the Financial 
sector  
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Customer Confidential  

Today we have a gap in the customer experience 
strategy  

The customer 
experience we 
have  
Focused on the touch 
points, customer 
satisfaction, emotional, 
customer handling timeé 

The customer 
experience we want  
Focus is digitization, treating 
the single customer 
individual, being proactive, 
deliver 24x7 serviceé 

Data driven  

customer experience  

É 2015 
Teradata  
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Customer Confidential  

É 2015 Teradata 

Data -driven customer experience bridges existing customer experience 
into the digital era  

Real customer 
experience journey  
based on customer data  

Real data driven 
recommendation based 
on customer insight  

Bringing data together 
to a more complete 
customer view  

Agile and fast building 
prototypes of insights 
and analytical models  
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Customer Confidential  

We need to get smarter with respect to our customers by 
taking advantage of all the data now available in the digital 
solutions  

See the customer clearly?  
  
Å Visitors? Consumers? 

Customers? People? Or a 

person?  

 

Å Less than 10% of companies 

use the data they currently 
have access to in a 

systematic, strategic way  

 

Å 45% of marketers agree that 

data is the most underutilized 

asset in the marketing 

organization  

Only 18% of companies have a single view of their 
customers ð almost 80% has it as top priority  

Value  

Insight 

Source: Teradata, 2013  

É 2015 
Teradata  
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Customer Confidential  

É 2015 Teradata 

And we need to do other analytics to deliver a relevant and personal 
customer experience  

Analytics need to change - and be about the customer:  
Å Customer journey mapping, identifying process issues  

Å Customer Experience Index providing score on what the real experience is like  

Å Customer multiple segmentation, clustering customers into dynamic groups  

Å Catch customer sentiments and opinions  

Å Personalised  recommendation for a relevant offer/interaction  

 

Source: Pictures from Teradata  Aster 


