®

What is the
role of brand?

Especially in an industry which has
either become commoditised, or where
relationships and performance are everything

November 2017, prepared for FSF
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Relevance of Brand

Natwest

BRAND - A complex, .
multi-layered set of s
perceptions driven by
products, interaction

and experience

el

4.74% (variable) for the remaining ronthly payments of £342.
would be £147,013.00 made up of the loan amount plus interest (£55,144.00) and booking fee (£1,499).
represent. e.

ued up

Discounted
Variable
for2
ails
Representative example: rtgage of £90,000 ble over 25 years, initially on a discounted variab)
current variable rate of 5.39% (variable) for the remaining 276 months would requi 4 monthly paymi
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Relevance of Brand

Brand is not just a...

vV V V V V V

Logo
Pantone
Typeface
Tagline
Campaign or
Brochure...
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VWOMEN: New Portraits
Annie Leibovitz

3 UBS

...it’s what defines you,

and how you want clients to feel about you...
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Brand

Relevance

Impact

prophet.com/relevantbrands
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About Prophet

We tI'aIleOI'm We’re a strategic consultancy

businesses today e G
to deliver growth e
fOI‘ tomOI'I'OW accelerate growth.

3 UBS @ swissre Citi  TRAVELERST P PayPal M MetLife iShares
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About Prophet

The customer is
at the heart of
everything we do

Accelerating growth requires a
ruthless focus on
understanding under-served
customer needs.

We fuse this insight with
strategic analysis, digital and
marketing expertise, world-
class design and operational
experience to deliver
successful results for the
world’s biggest companies.

:°°:

CAPABILITIES,
CULTURE &
ORGANISATION

PRODUCTS,
SERVICES &
EXPERIENCES

]

BRAND, IDENTITY &
GO-TO-MARKET
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About Prophet

We have 400 people and
10 offices around the world
but only 1 P&L

Our people have diverse ® © o ﬁ?

backgrounds in strategy ® ®® &
consulting, industry, customer

insight, UX design, graphic Q)

design, digital and more.

We are privately owned

with all of the ownership in
the hands of the people who
work here.

One P&L means you always
get the best resources on
your project.

San Francisco | Atlanta | Richmond | Chicago | New York | London | Zurich | Berlin | Hong Kong | Shanghai
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Brand Relevance Index

Brand relevance is measurable...

2017 GLOBAL BRAND RELEVANCE SCORES
IN PAYMENT CATEGORY

@ Customer Obsessed @® Ruthlessly Pragmatic

@ Distinctively Inspired

Pervasively Innovative
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2017 Prophet Brand Relevance Index Research
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Brand Relevance Index

...and predicts business growth

RELEVANCE VS REVENUE GROWTH NPS VS. REVENUE GROWTH

10- YEAR REVENUE CAGR
. )
10- YEAR REVENUE CAGR
)

R COEFFICIENT =0.72 R COEFFICIENT = 0.56

v

\4

PROPHET BRAND RELEVANCE INDEX SCORE NPS

TOP 50 BRANDS OF 2016 (US): TOP 50 BRANDS OF 2016 (US):
10-YEAR GROWTH VS. RELEVANCE SCORE 10-YEAR GROWTH VS. NPS

2017 Prophet Brand Relevance Index Research Prophet Confidential 10
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Brand Relevance Index

16 attributes can
explain relevance

Customer obsessed

In touch and responsive to

how consumers live and

work, their needs and

desires

* | can’t imagine living without

* Meets an important need in
my life

* Makes me happy

e Connects with me
emotionally

Ruthlessly pragmatic

Makes life easier, is
dependable, consistent
and available when and
where they need it

 |s available where and
when | need it

» Makes my life easier

» Delivers a consistent
experience

* | know | can depend on it

Distinctively inspired

Motivates and inspires
with a clear purpose, is
trustworthy and authentic

* Makes me feel inspired
* Has a purpose | believe in
* | trust

* Is modern and in-touch

Pervasively innovative

Pushes the status quo,
offers novel solutions,
engages in creative ways
of working

* Pushes the status quo

* Engages with me in new
creative ways

» Has better products,
services and experiences
than competitors

* Always finding new ways to
meet my needs
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Brand Relevance Index

Financial services
brands appear

to be out of touch
with customers

)
50
40
30
20

10

-10

@ Customer Obsessed @ Ruthlessly Pragmatic ~ @ Distinctively Inspired

Services

Financial Data Retail Banking &

Investments

Banking

Insurance - Life and P&C Insurance

Health

Insurance

Pervasively Innovative
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Relevance of Brand

... most FS brands perform really poorly

@ Customer Obsessed @ Ruthlessly Pragmatic @ Distinctively Inspired Pervasively Innovative
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All Change Ahead

The sector is about to change even more...

DISILLUSIONED POST-CRISIS CUSTOMERS
Question banks’ motives

Relationship has become impersonal

Increase in time-consuming red tape

UNIQUE MACROECONOMIC TIMES
Historically low interest rates & returns
Stagnating growth

Brexit uncertainty

Increased margin compression

NEW COMPETITIVE FORCES
Fintech

Digital commerce firms (Google, Facebook, Alipay)

Uber-isation of consumer expectation

Banking
1s essential,

banks
are not

DIGITAL DISRUPTION
Artificial Intelligence
Robo advice
Block-chain

CONTINUED REGULATORY CHANGE

Fatigue from continual regulatory restructuring
Open Banking & PSD2

GDPR

Increasing risk, finance, legal & compliance costs

N_ "

SHIFTING EXPECTATIONS
Seamless experience across all channels 24/7

Growing rift between needs of ageing and next generation

Societal role of banking and UN SDGs
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All Change Ahead

...and FinTech, is
already going
mainstream

69%

52%
42%  40%

33%
27%

14% 13%

N
4
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O&Q(b \06\{0 S

EY FinTech Adoption Index 2017

Proportion of 22,000 digitally active
customers across 20 countries who have
used 2 or more FinTech products in last 6
months (up from 16% in 2015)

Financial planning

Borrowing Money transfer
& payments
Savings &
investments

Insurance
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The Way Forward

e TOP 10 e==Top 11-50 =====The Rest

Customer

To stay relevant FS

brands need to

become more

customer obsessed

and innovative eIy Pragmaid

The most relevant brands outperform
the rest across all four dimensions.

Leading brands have permission to
move into new categories, including
further into Financial Services.

Distinctively
Inspired

Prophet Confidential 16
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The Way Forward

It doesn’t really matter which

brand model you use...

UBS Brand House

Optimistic by
W believe tha

Capital strength

rposefully intclligent
We ook for the smsarcst

nncames i ur el ather

Exceutig cut principles Livimg our behavaouns

P —— Efficiency & effectivencss

Cllear facus

Excellence Sustainable perfarmante

Callaboration (Werking
tageshor foe our lienss goals)

Chaen, Integrity
{Abmways looking ot the best (Worthy of our elicses st}
answer for ur diens)

Brand propeller

A
Competitive set
Thai Danish, Datchinill
"Dancaw, Ulra. SGM, Indamils,
Marigokd. Dumes, Mi, Exfa.
Vinamik, Dislac.

THE JAGUAR BRAND MODEL

THE ART OF PERFORMANCE

EXCITE THE SENSES

WE OFFER
PERFORMANCE AND SEDUCTION

Prophet Confidential
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The key is to have a

clear and relevant
oint of view that
efines how you

want the world

to tpercelvg and

inferact with you.
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The Way Forward

How we think about brand ‘ingredients’

Brand role (vision/mission) Brand promise Brand personality Customer experience

Strategic target Brand pillars Brand voice Products & services

Frame of reference Brand essence (handle) Tagline Internal engagement
Brand narrative (manifesto)  Visual identity Culture & capabilities

Prophet Confidential
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Thank you!

Greg Handrick
Partner

Prophet

10 Bedford St.

London, UK, WC2E 9HE
+44 7867 521 060
ghandrick@prophet.com
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