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OP Pohjola
In brief

OP Pohjola, which is owned by its customers, is
Finland’s largest provider of financial services.
We have a mission — to promote the sustainable
prosperity, security and wellbeing of our owner-
customers and operating region.

2.1 million owner-customers

47 OP cooperative banks*

Central cooperative

Retail Banking ~ Corporate Insurance

Banking

Approximately 15,000 employees
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Operating profit H1/2026

€3831m

e

[ Retail Banking
[ Corporate Banking
Insurance

Balance sheet on
30 July 2026

€166.5m

CET1 ratio on
30 July 2026

21.3%
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OP Pohjola’s mission

We promote the sustainable prosperity,
security and wellbeing of
our owner-customers and operating region.
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OP Pohjola’s strategic priorities

and satisfied
personnel
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Efficient, high-
guality operations

technology,
data and Al

Strong culture of risk management and compliance
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Starting point: Multiple Systems, a
™ Fragmented Operating Model, and
Channel & Product Centn(:lty




Towards Customer-Centric, Omnichannel approach in
marketing and communications

BEFORE TARGET STATE
Product centric Customer centric

Scheduled Product Campaigns for Customer "Always-0n" Real-Time 1:1 Next Best Actions
Segments ("PUSH") (NBA) and Customer Journeys ("PULL")
Channel-Specific systems and marketing & A Unified Omnichannel Platform and customer
communications engagement
Fragmented Data Foundation Unified Customer Data Foundation

Customer Experience
challenges, Low ) )
Conversion Rates, and Sales and product focused content Rich and personalized content

Weak Business Results

Scattered operating model and governance Group level operating model and governance
Product
Actions  Sales Nurture Educate Service
Bob Bob v
Jennifer v Jennifer
Mary Mary v
Emily v Emily |V

Improved Customer
Experience, Driving
Higher Conversions and
Business Impact



Strategic objectives and benefits

CUSTOMER
@ SATISFACTION AND

RETENTION
5 CROSS-SELLING AND
) UPSELLING
OPERATIONAL
EFFICIENCY
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v" Increased Customer Satisfaction (NPS)
v Improved Customer Loyalty and Retention

v Strengthened Value Experience for Owner-Customers

v Improved open rates, click-through rates, and conversions (Customer
Engagement)

v Growth in the number of customers with broad product holdings

v Increase in leads and prospects generated through digital channels

v" Lower development and maintenance costs
v Improved marketing operational efficiency

v Increased efficiency of personal assisted channels (Lower Cost-to-Serve
and reduced employee effort)

v More cost-effective paid media
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OP Pohjola s Pega journey

2020-2021 2022 2023 2024-2025 2026
Commit to vision * 15t Go-Live in OP Mobile app. Insurance Outbound calls Sales tasks to banks SME expansions
Vendor selection op.fiweb channel, Email, SMS  Online secure messaging and SME implementation First service actions

, channels piloted letter , , .
Implementation starts First customer journeys and ~ Refresh process established
Adaptive models and realtime Enable legal and obligatory variants *
data taken into use COmmes. 5/5old systems
4/5 old systems decommissioned
Business rules agreed decommissioned
GOVERNANCE AND
COVERNANLE MODEL OPERATIVE LEVEL PROCESS MATURED SME GOVERNANCE
DESIGNED AND STR.
LEVEL GOVERNANCE GOVERNANCE FORUM MODEL
EST. NEED FOR CHANGES (OPERATIVE)
FORUM EST. NOTED
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Pega CDH is at the core of targeted customer
communications and marketing across OP Pohjola

8 USE CASES
. . Legal and obligatory comms.
- Channel A centralized multichannel ° Sales gctionys
Integrations orchestration capability for Nurture actions
managing targeted Usage activation
~4/0 8 customer communications Upcoming: Service actions
Actions Journeys :
e y personal and business SEGMENTS AND BLs
Customers across Private and SME customers
5 OP Pohjola. _
Decommissioned Banking, Wealth Management,
Insurance, Life Insurance
systems
PERFORMANCE TRACKING

OP Pohjola-level reporting for performance tracking through to
purchase conversions (WIP).




Robust governance model is essential

Business - ~
targets & OP Pohjola level governance forum .
priorities, | (strategic level) ) Business Leads
general p
principles OP Pohjola level tactical leadership forum
(operative) Team Leads
\ J
2020 Current state Backlog
Digital Sales and Marketing teams are in priorities ( OP Pohjola level .
different business lines and have their results Operative teams OP Pohjola level
own KPIs and mostly operate in silos t (Pega CDH users) Development team
Conclusion { Business lines — digital sales
1 to 1 customer centric approach requires and marketing teams
more centralized operations, governance and Use cases,
collaboration across all business lines. content.
and business
knowledge
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Selection of Business Qutcomes

ENGAGEMENT LIFT ENGAGEMENT LIFT OWNER CUSTOMER VALUE
OP-MOBILE OP.FI EXPERIENCE LIFT

55% 367 +3%

(62 points -> 70 points)




Lessons Learnt

Data is at the core
of everything

Enable analysis and

optimization culture

You can get started without a
perfect data foundation, but you
need to constantly invest in it to
enable 1:1 personalisation and to

achieve better results

Perform continuous assessment
of the NBA portfolio against the
strategy and goals

Build Governance
model to support
customer centricity
early enough

Otherwise A product-focused

mindset and the associated silos 4l .

remain strongly rooted in the
organization.

Ensure executive
sponsorship

E Make managament commit to k&
the vision and targets in the long
term.

To fully realize the potential
benefits, the system must be
deployed at scale




Future focus areas

Expanding and
enriching the
data foundation

Utilize comprehensive and
high-quality data to enable
a hyper-personalized
customer experience in our
service channels.

Omnichannel
solution across
digital and
advisor-assisted
channels.

Enable consistent customer
engagement across OP
channels e.g agent assisted
channels/CRM,
chatbot/conversational Ul

and paid media.

Scaling the
solution to SME
customers

Scale customer
engagement capabilities
across the SME segments
(Banking and Insurance)
and broaden the reach of

the solution to SME

customers.

Data driven
marketing

Develop reporting to track
results all the way through
to purchase conversions.
Continuous optimization of
actions through high-
guality reporting and
advanced analytical tools.

Customer
engagement /
CDH in an
Agentic World

Leveraging Al to streamline

the End-to-End marketing [See

ja communication process @
(From idea to production) §
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