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About Greenwich Associates

Greenwich Associates is the leading provider of global market intelligence

and advisory services to the financial services industry

We provide unique market information, insights and advice to help clients:
Improve their business performance

Drive product strategy & development
Increase sales effectiveness

Gain a significant competitive advantage
Enhance operational performance
Optimize development initiatives

Transform their business to improve every aspect of customer experience

Firm Facts:

Founded in 1972
Privately held

Headquartered in Stamford, CT, with regional offices in
Pleasanton, CA, Toronto, London, Singapore, and Tokyo

Greenwich Associates

By the numbers:

260+ Sell-Side Clients
in the financial services industry

350 Employees
throughout the United States,
Canada, Europe, Asia, and Japan

60,000 Annual Interviews
with buyers of financial services

150 Executive Interviewers
gather data in 70 countries in 14
languages

310,000 Universe of Experts
unique buy side contacts



What Will the Future of Banking Look Like?

A look at the forces that will shape banking for the next 10 years

BY 2025, LEADING BANKS
WILL BE OPERATING AS
DIGITAL FINANCIAL
SUPERSTORES THAT BLUR

o
OF NONBANK

BORROWERS SAY THEY WOULD
OBTAIN CREDIT FROM A
NONBANK PROVIDER AGAIN

THE LINE BETWEEN
TECHNOLOGY COMPANIES
AND BANKS.
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Perceptions of Banks Today Don’t Meet Expectations

PERCEPTIONS EXPECTATIONS OF BANKS
OF BANKS AND FINANCIAL PARTNERS

Slow Fast
Difficult Accessible
Cumbersome Transparent

Costly Easy
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Driving Forces and Current Challenges in Banking

2
AN
')

FORCES SHAPING CHALLENGES TO

BANKING BANKING
* Legacy bank systems * Rapidly evolving
N o expectations
* New regulations
s « Retail digital
* CARL (compliance, customer experience
audit, risk, legal) shapes expectations
s Cost of technology * New competition
spend (e.g., from nonbanks)
* Unlevel regulatory
playing field

Greenwich Associates




The Profound Darwinian Shakeout

Rise of Fintech and
Regulatory Inconsistency

»

Digital adoption in consumer
applications raises expectations
for convenience everywhere

Rise of fintechs and nonbanks
Regulatory playing field not level
- CARL (compliance, audit, risk,

legal) issue

Large banks invest in digital
capabilities primarily for retail

Most banks feel “analog” in an
increasingly digital world
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2022-2025

Rise of Digital Banking
Superstores

Digital banking is mainstream

Transformation of leading banks’
cultures to “tech companies with
a banking license”

Specialized knowledge of clients’
industries translated into
distinctive advice; capabilities
remains a differentiator

Subscale banks can’t compete,
valuations impaired

Major banks continue to acquire
bank and nonbanks to fill in
product, technology or
geographic gaps




Analog vs. Digital

BANKS FEEL “ANALOG” IN AN INCREASINGLY DIGITAL WORLD
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Large Bank Client Satisfaction is Declining

Dramatic change in expectations, cost cutting on front and back office staff,
focus on prospecting, and regulatory burdens are driving the decline

60% - Overall Satisfaction Top 10 Banks $10-500MM

55% -

50%

Excellent Satisfaction

45% -

40% -

35% -

30%

25% -

20% -

15%

2004 2005 ?006 200> 2006, ?OQ9 20 20 20z 7 20z > 207 3 20; 4 20 75
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Ease of Doing Business is # 1 Driver of Overall Sat.

While some RM-centric opportunities can be addressed immediately, other
elements that will improve ease of doing business may take longer to implement

KEY ELEMENTS OF EASE OF DOING BUSINESS

Responsiveness of your main
contact at the bank

49%
50%

Electronic banking options that
simplify day-to-day banking

A single point of contact assigned
to work with you/your company

Local decision-making/local authority on

loan decisions or service issue resolution 37%
Conventent acation of oranches o | NNREEEEE
your points of contact at the bank 23%

My relationship manager properly informs me of _ 17%

all administrative steps and process specifics
to complete the project on time

Your main contact’'s knowledge about _ 16%

your business and industry 31%

The amount of bank process “"paperwork” _ 1%

and administrative documentation 1%
is appropriate to the situation °

10%

[l small businesses

The total length of time required to - 3% Mid-sized companies
complete a project is reasonable 8%

Other 2%
0%
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Why Customers Switch Banks

» The shift of routine banking
transactions to digital
channels will commoditize
basic functions.

* This will have two effects:

1. Require banks to innovate
in order to stand out

2. Free up time for
relationship managers to
focus on higher-value
activities like providing
industry, company or
product-specific advice to
clients

Greenwich Associates

MOST IMPORTANT CONSIDERATIONS WHEN ADDING OR SWITCHING PROVIDERS—

SMALL BUSINESSES

Better customer service

Higher guality relationship manager

Demonstrated commitment to
business banking clients

Better online banking
capabilities or services

More convenient branch locations

More reliable access to credit

More flexible terms and conditions

Ability to consolidate personal and
business accounts into one relationship

Better reputation in the market/
More stable financial condition

Industry expertise

Reduction or elimination of
operational errors or problems

Better cash management
or operations services

35%
35%
35%
34%
32%
29%
24%
21%
16%
15%

12%

9%
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Importance of Mobile

There is a clear and pronounced shift in what business executives are looking
for in their bank

Functionality from mobile phone or tablet is increasingly important for busy executives running their
company, wanting to take care of banking needs on their own time and terms

MOBILE GROWING IN IMPORTANCE TO BUSINESS EXECS Importance of mobile features when selecting a bank

Importance of mobile features and (over past 12-24 months)
functionality when selecting a bank

Small businesses Mid-sized companies

L
Very important — . 1 25% e

2 32% sk

B:

M

Not at all important — . 5
Small Mid-sized
businesses companies
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What People Want from Mobile Devices

Check account balances
Track progress of transactions
Make deposits

Payment initiations

I 1 Bl small businesses

7% Mid-slzed companles

Use mobile device as a second _ 14%

authentication factor 17%

Submit/Sign documentation

Payment approvals
28%

Receive event notifications _ 12%

on your mobile device 19%
7%
Re-set password -
9%
Administrative functions - 5%
(e.g., unlocking a user) 20%
Other . 1%
0%

None/Don't use 27%
26%
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Customers are Seeking Alternative Credit Sources

BORROWERS WHO WOULD OBTAIN
CREDIT FROM A NONBANK PROVIDER
AGAIN

No
6%
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Rise of Fintech and
Regulatory Inconsistency

» Digital adoption in consumer
applications raises expectations
for convenience everywhere

Rise of fintechs and nonbanks
Regulatory playing field not level
- CARL (compliance, audit, risk,

legal) issue

Large banks invest in digital
capabilities primarily for retail

Most banks feel “analog” in an
increasingly digital world
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The Profound Darwinian Shakeout

\s

Rise of Specialists and
Great Digital Divide

Nonbank and fintech providers
move upmarket to wholesale

Products increasingly purchased
from specialists due to value
and convenience

Economic choppiness removes
many online lenders, fraud sinks
less secure payment providers

Increasing regulation of nonbanks
begins to level playing field

Trust and digital security
increasingly important

Massive investment as leading
banks build and acquire digital
capabilities, others left behind

Rise of Digital Banking
Superstores

Digital banking is mainstream

Transformation of leading banks’
cultures to “tech companies with
a banking license”

Specialized knowledge of clients’
industries translated into
distinctive advice; capabilities
remains a differentiator

» Subscale banks can’t compete,

valuations impaired

Major banks continue to acquire
bank and nonbanks to fill in
product, technology or
geographic gaps
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Rise of Specialist Providers

As banks lag on digital, convenience and value, specialists seize the opportunity
to fill the gaps
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Advice: An Enduring Pillar of Differentiation

See how advice has evolved from specialized knowledge

» True power of Advisory Model emerges from

integration of: talent, “high-touch” service,

predictive information, and digital delivery

— Online educational tools for clients

— Solutions informed by algorithms that
leverage specialized knowledge of:
= Client’s short, medium, and long-term

goals S—

= |ndustry data S—
= Best practices

— Specialized knowledge comes from Big Data
as well as “Small” (client specific) Data

— Leveraging specialized knowledge becomes
a competitive advantage when crafting
solutions across product opportunities
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Banks Need to Focus on Ease of Doing Business

OBTAINING CREDIT FROM A NONBANK PROVIDER vs. A TRADITIONAL BANK

Harder than froma —2%
traditional bank

About the same — [}

Easier than froma | ]
traditional bank

79% cited it easier
> to obtain credit
from a nonbank

Much easier than from o .
a traditional bank
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The Profound Darwinian Shakeout

Rise of Digital Banking
Superstores

Digital banking is mainstream

Transformation of leading banks’
cultures to “tech companies with
a banking license”

Specialized knowledge of clients’
industries translated into
distinctive advice; capabilities
remains a differentiator

Subscale banks can’'t compete,
valuations impaired

Major banks continue to acquire
bank and nonbanks to fill in
product, technology or
geographic gaps
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Leading Banks Become Digital Financial Superstores

Consumers will soon have access to all of their financial needs from one central
location

I LEASING | TN LEASING | " LEASING | ' LEASING

b b
MORTGAGES MORTGAGES MORTGAGES
N LEASING | MW LEASING | " LEASING I I LEASING

OANS' 'LOANS w WEALTHYZ WEALTHZ WEALTHg WEALTH & & :m;
Pz » RERRR

CREDIT CREDIT CREDIT CREDIT CREDIT
CARDS CARDS CARDS CARDS CARDS
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TESERVICESY  ~—ESERVICESY ~— | SERVICES — — | SERVICES —
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Banking is Entering a Profound Period of Change

Clients’ expectations of what they want from their banking provider are shifting

“The only thing
standing between
banks and giants like
Google, Apple and the
Telecom providers will
be a banking license”
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Banking: 10 Trends for 2025

Banks will Digital banking There will be fewer
transform into will become bank branches,
tech companies routine across but they will be
broader customized by
processes location / need

Bank customer There will be a Tech costs will Leading banks will New era of
loyalty will consolidation of  WJESSVCEEE[e]pFL reassert disruption looms
decline before banks and and community themselves as as tech and
rising again nonbanks banks, impairing digital banking telecoms
valuations and superstores compete
viability
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