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i Analytics Journey
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S - Executive Alignment
 Organizational
Alignment

. Strategy

and Roadmap

+  Quick wins
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Digital Analytics Platform

Employees Members and Prospects
Call Center s
e
Digital Investments
2, afonc 1

ol

Visualization & Analytics

(Bl Tools) Omni-channel Engagement

Data Management Platform
E.g. Centralized Database, Modeling, etc

Web Analytics (0| Lending QB -3 Maxarr Cview DB Touche

Social Listening, Survey* Online Akcelerant eFlow Satmatrix Experian and Other Third
Banking Others ... Party




Organization Engagement

Customer insights
anchor strategy with complete
customer intelligence

* Business Analyst

Customer H H
Product insights insights Marketing insights allgned with a
improve products and teams improve customer . .
find new products Product M i acquisition, engagement, pOfHOIlO Of bUSIneSS
A0 arketing H
insights and loyalty functions

insights
teams

teams

« Technology and
Operational support
Sales insights

optimize sales, renewals,' AanYSts Community

and lifetime value

Common processes

tomer servi
Customer service and technology

insights
optimize service delivery
and improve offerings

Service
insights
teams

Sales
insights
teams

Other
insights
teams

Risk
insights
teams

Risk insights Other insights
improve real-time

risk response

First {p Tech

*Source — Forrester Research Inc. federal credit union



23 Process

The potential value for analytics is real

across the customer lifecycle - Ongoing business

engagements

Discover Explore Buy Use Ask Engage

*  Frameworks for
business
Minimize cost 10 serve :;?’zll-ltiloannrdegenn;r;;menr e nga ge me nt

>

Maximize usage and Focus on
consumption recovery
2 A
5 Reduce cost to serve Value of
8 and drive margin analytics
B Y
E Cross-sell/upsell and e em e ——— e

drive revenue

Make customers profitable
faster

Acquire profitable
customers

Customer lifetime

First {p Tech

—————— S federal credit union
*Source — Forrester Research Inc.



