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Who are
Nationwide?




Who are Nationwide? 3

Nationwide is the world's largest building society,
with over 17 million customers.

o
Banklng - * Owned by its members and focuses on providing
° banking products and services to its customers
but fairer,

O
more rewarding,
* One of the UK's largest mortgage providers and holds
almost £1in every £10 saved in the UK, as well as one in
a n d fo r t he g OOd ten of the UK's current accounts
Of SOCiety‘ * Also offers credit cards, personal loans and insurance

* These offerings diversify its income, and help it give
value back to its customers, through better product
pricing than the market average and better service than
its peers

* Over 18,000 employees, including 600 branches across
the UK



Creating the
case for change




Creating the case for change and investment in our Personalisation Strategy

Behind our peers who have made Huge potential to drive improved
and continue to make significant business & customer outcomes
personalisation investment

Neutral experience low Maximise experience
returns For customers within profit thresholds
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Poor experience Maximise profit within

Moderate returns experience thresholds

For shareholders

>
Interaction Timeliness and Relevancy L o

Customer expectations - T1% expect personalisation Investment of ¢.£XXm has potential to drive ¢.£XXXm

-and limit growth L ) . )
Significant opportunity to deliver broader experience

We have the potential to leapfrog this peer group uplift as well as drive out costs for the Society



Creating the case for change and investment in our Personalisation Strategy

To realise this opportunity requires action across 4 domains

1 Techno[ogy v' Purchase a real-time marketing technology stack

Address data gaps and quality issues

3 Consents v" Reimagine our consents strategy to increase reach

v Scale our resource through dedicated squads and
embed Centres of Excellence

N
S

4 People & Skills



Personalisation
\T3Te]g

“The best customer outcomes from personalisation
of any bank, anywhere”




Personalisation vision - exceptional engagement, everywhere

Banking, but fairer, more rewarding and for the good of society

Ambition ..
Personalisation
The best customer outcomes from personalisation of any bank, anywhere
Domains Communications Digital Channels Human channels Services
) ) “Whenever I speak to “What I am offered has
“Everything I receive “When I use the App or . . > .
.2 o Nationwide, they know the right features for me
from Nationwide shows website, it is tailored to .
Customer . .. me, have my details and and reflects my
. they know me & will help me, anticipates my needs ) . N

sentiment proactively suggest relationship with

Example
capabilities

me reach my goals”

Real time, individually
personalised

communications based on
customer needs

and its easy”

Machine learned
navigation, quick links and
push notifications that
make banking easy

things that help”

Curated customer
information and suggested
actions that enable
colleagues to have great
conversations with
customers

Nationwide”

Service treatment,
features and decisions

personalised to account
for vulnerability, needs
and preferences




Personalisation use cases and business benefit 9

Primary
Benefit Driver How achieved Outcome
. Anticipate customer needs and create personalised
Product Openings - . . ¥ Value
actions inall channels
. oe . .. . Customer
Product Activation & Address incomplete applications, products not active R
Usage and signs of disengagement
9 '9 Isengag Value
Customer . . . .
Enable customers to make better decisions which are in I\I.Iemb:er
Engagement & . . Financial
their best interest .
Member Value Benefit
ducti Assist digital containment when customers needs to ST
Cost Reduction complete simple tasks/get answers quickly
Regulatory Best Support customers with pro-active identification and Customer
Practice actioning of signals to avoid customer harm Experience
|
\
Holistic Customer Creating personalised experiences that are connected Customer

Experience across Nationwide Experience




Example Use Cases: Anticipate & Prompt Customer Needs

Need a loan?

Sam, it's almost 3 years since you started
paying £354 a month to Vauxhall Finance.

If you're thinking about a new car, a personal
loan might be a cheaper way to borrow.

You could borrow £20,000 at 6.5% APR and
are highly likely to be accepted.

View my loan options
C Remind me later )

View my accounts )

p—

Work out what your loan repayments
could be

Are you a Nationwide member?

0 v No

Loan amount Add a quote from different provider

£ 20,00¢ 3 yom 12.9% £ 2422498

Results

Loan Representative APR Monthly Total amount

term (fixed) repayment repayable

Your personal loan results are in

"o

Sam, you could save £2,255 with a

Nationwide loan compared to your other
provider

Home

Good evening Sam

Your recent loan application X
Sam, complete your loan application for
£20,000 over 3 years at 6.5% APR and
receive the money in your Nationwide
account within 2 hours.

Apply for a personal loan

FlexPlus
£1,569.43

Available

07-00-30 - 12345678

Did you know? X

Nationwide offers vehicle
breakdown cover in the UK and
the rest of Europe with our
FlexPlus current accounts

=4 ®

Payments Products

Home

Good evening Sam

FlexPlus
£25,146.07

Available

07-00-30 - 12345678

Your loan is all set up! X
Don't forget your first payment is
due on:

Monday 2nd of October

Personal loan

Car loan

-£20,000.00

07-00-30 - 87654321

sponsored  #) nationwide

Nationwide home insurance from £350/year
with discount for existing mortgage holders

=)

o

Key points

Use personalised data

& high-impact placements
to start the customer
journey.

Collect details of the
customers’ loan calculation

Real-time email follow up

Next login utilises detail
from loan calculator.

‘Theming’ allows awareness
building for related products.

Continue the journey post-
purchase with helpful
next best outcome.

1st party dataintegration
to paid search ensuring we
capture next need (e.g.
home insurance)



Building a
marketing
leading tech
stack




Guiding principles for our transition states to uplift our data and tech ecosystem

Z8®  Business

Maximising total value
contribution

Maximising member financial
benefit, making banking fairer
and more rewarding

© Colleague

Market leading capability -
one tool to build and deliver
across all channels allowing us
to scale from 100s to 1,000s
of actions

Access to more data to turn
into insight to better
determine customer need and
in real time

Customer

Help customers to maximize
the value of their products,
services, and interactions with
Nationwide

Connected experience
through one brain decisioning
across all channels



Marketing & Personalisation - current to future state

Current State Target
. Initial State
Web Analytics Adobe Analytics Adobe Analytics

(@)

=

5 Tag Management Adobe Launch Adobe Launch * Batchbased

o

L

) i =  Weak set of traditional signals

Z Data Inggstlon & MDB + Adhoc Files 9

- staging

o3 . .

~ T B NoedEing . 'Segrr'1ent / Product oriented campaign and not

L Customer 360 capability individualised

o

— Predictive analytics SAS, IMAAS = Not enough channel personalisation or
N PEGA CDH + outreached mechanisms like push

ecisioning Adobe CDP

Segmentation Unica . Key Points to note:

L
=
e Campaign Management = Pega will hold most of the data and will be the primary
= marketing data platform for segmentation,
Jeuyzy Cre s e No capability decisioning, journey management, orchestration
iR FEO Adobe Workfront + DAM = Adobe AEP (CDP) will be used as a secondary
. . . platform, mainly to collect real time events/attributes
s {9 Ol PEGA+ Sitecore and pass the customer profile into Pega
- Email/SMS Adobe Campaign Adobe Campaign
S.‘:) =  AWS pin-point for simple messaging, push
Push/ In App No capability AWS Pin-point notifications

CRM Portrait CRM ICE (NBS)




Enabling hyper-personalisation - how does it work?

& T o &

~
y Demographic Transactional Financial 3™ party
—
-—
Internal
Customer
Identifiers /u D D Digital Prompt
> Real-Time CDP @@ @
5 M Email
D Real time —
‘ — customer profile ’Q PEGA (@ SMS/Push
Decide next best @ icEcrwm)

Digital action (NBA)
Interaction data

< < 3secs

v

The new personalisation platform is able to ingest customer channel events in real time, identify the customer and pass it to
Pega to decide & deliver the NBA in the customers channel of choice



How did we do it? The keys to Success

From Programme being stood up to going live in just 6 months
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Results so far... g
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Example use cases

Loans Journey Drop Out

Home

Good morning Jerry

‘ & 20 100%8

Q)

Ready for that loan? X

When you apply for a personal loan, you will

find that some of the details are already
filled in. Ready to start?

Current accounts

Flex ODRO7

£30.57
0712-34 + 12345678

Flex ODRO3

£1,637.48
07-016 - 09352601

«—
-

Payments

£

Products

The Big Thank You

Home

Good evening Jerry

Enjoy a £50 thank you from us X
You're eligible for a £50 payment as part of
The Big Nationwide Thank You. You don't
need to do anything; we'll pay it directly to
you by 30 April 2025.

About your payment

Current accounts

Flex ODRO7

£30.57
071234 + 12345678

Flex ODRO3
£1,637.48

__O7-0116 » 09352601

b £ ?

Payments Products Help

Savings Maturity

Home

Good afternoon Jerry

Your Flex Regular Saver has matured

You could get a better rate by opening a new Flex
Regular Saver. Or take a look at our other savings
options. Terms apply.

Explore options

Current accounts

Flex ODRO7

£30.57
07-12-34 + 12345678

Flex ODRO3

£1,63748
07-0116 + 09352601

S z

Payments Products




Early results show improved performance and
experience

Pega CDH is generating value

Increase in click

engagement Increase of monthly average value

generated by mobile.

..and our capability is maturing

Lo e -
Increase in actions ﬁl the number of active models
live since go live. from go live




The journey
continues...




What’s next...

Next steps to create the best personalised interactions
of any bank, anywhere and that customers
love.

April 2024 Today +9Months +12mths

Building Foundations Launched on Mobile and then Internet Bank
) Connecting Email, DM, SMS, Human Channels & new Push
Connecting more channels capability

e Unlock advanced capabilities to
Optimisation and Scale
elevate customer engagement and
satisfaction.

Live with 145 actions,
Scaling and adding more and more actions through Squad model
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