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Three Forces of Change for FIs
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Three forces of change



The world of Banking & Insurance is changing …
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Banking &
Insurance
Companies

Source: Majesto Research
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“Software is eating the world”
Mar k Andr eesen
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#disruption (still) a myth?
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Market is growing | Example: US
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This change has a significant impact on the industry ...  

7Source: Majesto Research



And it is driven by digital adoption …

8Source: Andreessen Horowitz Research



The world in 2020 | 5bn people have a smartphone

9Source: Andreessen Horowitz Research



“Digital Age” is transforming the industry as we know …

10Source: PWC Global Fintech Reoport 2016



Our customers take Digital strategically and are 
accelerating their transformation programs

11Source: AT Kearney Analysis



Why do our customers need Intellect Design?



Disintermediation is here and now …



Why the rush? Re-bundling of the Bank is already happening 
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Challengers all around us | Insurance
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Disrupters | SME Banking
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Disruptors | Retail Banking
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Disruption | Market Outlook across FI categories
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Opportunity for Intellect Design

Source: PWC Global Fintech Reoport 2016



Opportunity or threat?



Relevant Trends in Banking

21Source: PWC Global Fintech Reoport 2016



Relevant Trends in Payments and Fund Transfer

22Source: PWC Global Fintech Reoport 2016



Relevant Trends in Insurance

23Source: PWC Global Fintech Reoport 2016



Our Focus is on enabling FI’s New #Digital Eco System
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Ideal Customer Profile (ICF) in each Market 
Segment
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Our Sweetspot



26

Digital Strategy – Technology Enablement



#co-exist

Build ecosystems,

and be part of other’s 
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#Disruption : Re-bundling of the Financial Institution
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Opportunity (or Thread): API  based Eco System
through regulation (PSD2) or competition (rebundling)
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*

* API = Application Programming Interface, see also: https://en.wikipedia.org/wiki/Application_programming_interface 



Building Eco Systems through APIs
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Uber in 2014 Uber in 2015



Banks have to choose a path to the future …
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Scenario 1

Digital CX

Digital

Banking
Core Systems

Scenario 3

Aggregator

Banking

Services

Aggregator

Fintech Providers

Fintech Providers

Fintech Providers

Scenario 4

Omni-Channel

Omni-Channel

Banking

Platform

Fintech Providers

Fintech Providers

Fintech Providers

Core Systems

Scenario 2

Greenfield Digital
Built-for-Digital Banking Platform

Lean

Core



API First and Platform Strategy to Aggregate and 
Co-Exist with Fintechs

Extend the

Eco System
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APIs | FI’s Eco System and as Internal Co-
Creation Enabler



Product Offering | Alternative capitalization on 
same Product IP

34

No Restrictions : Flexibility + Control

Part of Full Stack : Speed + Economics



#decomplex

Increase adoption

of digital channels 
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Disruption | Pressure on Cost Income ratio
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Source: EFMA - Digital Transformation in 10 Building Blocks – to boost 

customer experience and return on Equity.  McKinsey 



Cost per user compared
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Digital Adoption: No friction, easy to onboard.
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Innovate on the Glass

Banking As

A Widget
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Bespoke?
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Asset: Knowledge Development



Industrialized UIs for Target Verticals



Netflix for Banking: Everywhere
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Seamless Experiences despite the Technology 
and Organizational Silos
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Enabling Technology



Tailored Experiences through SDKs and Extension 
Points
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Harvest Data Insights: Contextual Banking
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Best Next Offer

Best Next Advise



Machine Learning make interactions smarter
and very context aware.

50Sour ce:  Forrester Research, “Mobi l e I s The New Face Of  Engagement ” report.

http://www.forrester.com/Mobile+Is+The+New+Face+Of+Engagement/fulltext/-/E-RES60544
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http://www.forrester.com/Mobile+Is+The+New+Face+Of+Engagement/fulltext/-/E-RES60544
http://www.forrester.com/Mobile+Is+The+New+Face+Of+Engagement/fulltext/-/E-RES60544


Outside In: Intellect’s Contextual Digital Platform
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OMNI-CHANNEL/API

DIGITAL SERVICES

SYSTEMS INTEGRATION

PREDICTIVE ANALYTICS



#aggregate

To remain relevant,

become a platform
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Wishlist customer
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1

Aggregation
A 2013 survey from Celent Research asked people what they want most in a

mobile financial app. The results showed that, more than anything, users want

the ability to view all their finances in one place.

Source:
 Celent
 Research
 on
 U.S.
 Mobile
 App
 Preferences,
 July
 2013



Hierarchy of Needs applied to Financial 
verticals’ customers
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FORESIGHT

What Should I Do?

INSIGHT

How Am I Doing?

OVERSIGHT

What Do I Have and Where Is it Going?



Threat: Aggregated or be aggregated.
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PFM and BFM: Financial Well Being
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PFM and BFM: How am I doing compared to 
others?
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#bcommerce

Sell into Self Service 

channels, and Improve 

Conversion in Origination
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Disruption | Margin Pressure
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eCommerce for Banking
Operate Self Service Channels with Amazon-like 
mindset
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Enable eCommerce Capabilities in FIs Channels
Allows FIs to optimize channels with Amazon-like mindset driving upsell, cross sell 

and conversion opportunities through cross channel campaigns and digital 

marketing: lowering the cost of  acquisition.




bCommerce and Digital Marketing
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bCommerce: Campaign Management

62



Spending in Marketing Technology
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#timetoconnect

#masscustomize

A-la-carte and 

Full Outsource



This is why they buy: Time-to-Market
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Why the Intellect Digital solutions: Mass Customized



Embrace and Extend: Expand our eco system.



Digital Product IP Superstore, or In-Store
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Roadmap Acceleration and 

Market Alignment: Co-Creation



Summary

 Customer Centric approach: Context Awareness 

will drive Interactions 

 Deep focus: We have Product IP and Knowledge 

to get this right. 

 Solutions are attached to customer’s business 

pains and ambitions.

 Validated: Perfect Product-Market Fit.

 Targeting segments with: best-of-breed and full 

stack.



Our Ambition
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Help Financial Institutions to Accelerate their 

Digital Transformation through Productized Technology- and 

Design Innovation, and make them True Customer Centric, 

Business Aware and Emerge as a FinTech Leader.



Thank you


