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HSBC: An overview 3,800+
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) '&"; b countries
o
Customers

bank with us globally

150+

Years

of history
and presence

#1

Global Transaction
Bank
Euromoney
2018

. HSBC presence

&5 PegaWorld




HSBC Australia 1965

started operations
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Northern
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Traditional marketing wasn’t working




Traditional marketing - segmentation & campaigns
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Traditional marketing ignoring customers

Week 1

Changes email address Makes large transaction
at travel merchant

Views transaction
account details

Week 2 Week 3
It's their birthday  Visits Views
branch Cards page
low bal Views overdraft
Views ow balance Product page
Cards page in account
- A4 \ 4

¢

(
I
I
v

One Off
Outbound Loan offer
Campaigns
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Issue #1:

Consumers have different expectations

Empowered by tech

Connected digitally, across channels

Used to sharing data & using apps

Intolerant of interruption




Issue #2:

Training customers to ignore us
When we constantly push information
to customers without regard for their
circumstances and needs:

e Customers get over-exposed

e Communications become irrelevant

e They dodge all outreach

* They never leverage the value




Issue #3:

) Unified
Customer experience

" Value Open
banking

Semi- Integrated

Digital
®
!

Outbound

Channel Agnostic

Transformational Maturity

v
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How do we?...

e Get to know our customers as
individuals

e Continuously & dynamically tailor
to their context & preferences

* Anticipate their needs and learn




The journey to always-on marketing




Segmented Marketing Always On Marketing

= = - (f)

|
Start with the product
Offline + real time events
Segment the customer relEsiers @i oee)
(indicators of need)
Link t . Match with
Ink to campaign Next best conversation

Communicate in
best channel
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The four features of Always-On Marketing

Holistic Customer Consistent Offers Omni-Channel Unified Interaction
Profile Strategies & Models History
One view One offer One place Record every
of the customer across all channels for all NBA logic event by offer
PegaWorld 15




Next Best Action

Q

PREDICT DELIVER ADAPT

Their Interests, Value, In Moments To Their Changing
and Loyalty Of Need Situation

Always-On: Anywhere. Anytime. Every Time.
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Pega Customer Decision Hub

Contextual

Relevant

Consistent

Timely

PegaWorld




Our journey with Pega
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Pega live in Established new CRM
internet banking operating model and
channel! new team structure

1

Ramp up NBA
strategies and
commercialize

D lﬁl

Pega to mobile app Chat Bot

Pega integrated with
branch network, contact

CRM platform RFP
Pega Marketing

selected centre, sms, & email

o
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Batch capability
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Focus on adaptive

models, Feature
Engineering, and
optimisation

Real-time transactional




AUH - Pega Implementation |
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The ‘Always-On’ Customer Brain

Customer
Demographics &
Usage

o—0—0

Information Insight Action

Resolve issues

All Interactions Data about

customer

Cross/up-sell

Customer
Interaction
History

Mitigate risk

Best
Conversation / - Retain
Action

Service message

Business
Rules

Channel Selection

CUSTOMER DECISION HUB

Customer
Journeys

Lifetime Value
& Retention
Budget

Propensity to Propensity to

Churn Purchase
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Always-On Marketing and single message campaigns

Week 1

Changes email address Makes large transaction
at travel merchant

Views transaction
account details

Week 2 Week 3
It's their birthday  Visits Views
Sl Cards page Views overdraft
Views low balance Product page
Cards page in account
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Always-On Marketing and single message campaigns

Week 1

Changes email address

Views transaction
account details

Makes large transaction
at travel merchant

Views
Cards page

£
A4

Always On

«

Travel

Campaign

Always on Update

service email
online

One Off
Outbound

insurance

Credit
Card Offer

Week 2

It's their birthday  Visits

branch

Birthday
Message

Week 3
Views
Cards page
low bal Views overdraft
ow balance Product page
in account

Credit
Card Offer

Overdraft Overdraft
Offer Offer

Campaigns
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Real-time mortgage offers

For a better

home loan

Look at our 3.59% p.a.
(3.61% p.a. comparison rate)
HSBC Home Value Loan.

Excludes LVA above B0%. Companson rate warning
applies. New borrowings from $50,000 when applying
by 30 Apnl 2019,

Discover more

P—  —

Relation Manager: Jane Citizen
Customer: Toby Doe
Customervisited HL calculator

Excauoas LVA 300w B0%. COMPACN £3ta waring
agpias. New DOTowAngs from $50,000 when

LY
Outbound RM Lead I,

T—

Action lead

Agent notification 3.5922-

ccau!
FPRINCIAL AND INTEREST

3.61%
L[] pa.
COMPARISON RATE

Excludas LVR sbove §08. Comparison rate waming sppias. Now
asehing by

Visited HL calculator. Discuss offer.

O © ©
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Real-time FX education and support

esess Optus 4G

5:00pm @ 77N @ 3 WD
< HSBC 0]

Need support for
trades over
A$10,000? Contact
an FX expert from
HSBC's MarketsDesk
on 1300753892 & HSBC
quote “sFX". Toopt {x}

out of sms text STOP
to 0448616161

SMS Select the FX currency
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Results & Lessons learnt




Results & Lessons learnt

* YoY incremental return

e Always-on is profitable but does not do
away with batch campaigns

® Operating model;
— Right people, roles and skills
— Agreed ways of working
— Optimisation and Pega Al
— Use cases
— Re-assess and fine-tune op model

Together we thrive




The team
ﬁRM Governanch

& Strategy

2N

Scrum masters &

\CRI\/I strategists/

/ Customer \

Decisioning

Pega NBA

Qtrategy buiIdersJ

/ Data Science\

& Bl

%

Machine Learning

\ and analytics/

/Data Engineeri

A

~

ng

Data provisioning

/Digital Messagir@

=

Digital content

k optimisation j

$ &4 S L B

Marketing

PEGA

PegaWorld

Product

Customer
Propositions

Distribution



PEGA



	Unifying the Digital Experience at HSBC
	Summary
	About HSBC
	HSBC: An overview
	HSBC Australia
	Traditional marketing wasn’t working
	Traditional marketing – segmentation & campaigns 
	Traditional marketing ignoring customers 
	Issue #1: �Consumers have different expectations
	Issue #2: �Training customers to ignore us
	Issue #3: �Customer experience
	How do we?...
	The journey to always-on marketing 
	Segmented Marketing
	The four features of Always-On Marketing
	Next Best Action
	Pega Customer Decision Hub
	Our journey with Pega
	AUH – Pega Implementation 
	The ‘Always-On’ Customer Brain
	Always-On Marketing and single message campaigns
	Always-On Marketing and single message campaigns
	Slide Number 23
	Slide Number 24
	Results & Lessons learnt
	Results & Lessons learnt
	The team
	Slide Number 28

