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6—Episode Webinar Series MSTITUIE

Episode 01 — Introduction: Why Data is so Valuable Episode 04 — Data Monetization in Retail and Consumer
and how Data Monetization has Become Big Business Thursday, November 19, 2020 at 12:00 PM CT
Thursday, October 8, 2020 at 12:00 PM CT

Episode 02 — Data Monetization in Medical Device, Episode 05 — Data Monetization in Autonomous Vehicles,
Healthcare and Insurance Security & Surveillance

Thursday, October 22, 2020 at 12:00 PM CT Thursday, December 3, 2020 at 12:00 PM CT

Episode 03 — Data Monetization in Manufacturing, Episode 06 — Data Monetization in Financial Services
Industrial & B2B Markets Thursday, December 17, 2020 at 12:00 PM CT

Thursday, November 5, 2020 at 12:00 PM CT
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Before We Get Started... INSTITUTE
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Today’s Presenters...
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Steve Lundberg Suneel Arora Manjeet Rege, PhD. Chris Hohman
Principal & Chief Innovation Officer Principal Director of Center of Applied VP Product Management, Bank of
Schwegman Lundberg & Woessner Schwegman Lundberg & Woessner  Artificial Intelligence, Professor, the West
Former Senior Engineer at Cardiac University of St. Thomas Lead product innovator at Amazon,
Pacemakers (Guidant Corp.) Graduate Programs in Software Cisco, Adobe
Engineering, Data Science Founder of Connect 6
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* The financial services market is changing. A recent
PwC survey revealed that 71% of U.S. banking
executives consider non-traditional new market
entrants to be a threat, indicating that
competition from FinTech and companies like
Amazon and Apple is putting pressure on legacy
financial brands.

For financial services companies, the key to
staying competitive in a changing marketplace is
to meet consumer demands for greater
personalization while boosting growth.

It is critical to leverage consumer data for
developing a customer-centric experience across
the entirety of the user journey.
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Four types of Consumer Data

Zero-party data

* Data that is shared directly and proactively by consumers about
their preferences, interests, and/or intent. (e.g., surveys, preference
centers, polls)

First-party data

e Data collected by marketers about their audience and customers.
(e.g., account history, email activity, web behavior)

Second-party data

* Data that is collected, owned, and managed by a partner company
(their first-party data). It is shared through a partnership agreement
and with the consumer’s permission (e.g., data from co-branded
campaigns, ad data from Google)

Third-party data

» Data collected by third-party data providers, that do not have a
direct relationship with the consumer. The data is gathered from
various platforms, apps, and websites. (e.g., consumer contact,
demographic, psychographic, or business data purchased from a
data provider).
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How do financial institutions capture zero-party data?

Banlk

America's Maost Convenient Bank®

&l

'< Inbox

SN Wells Fargo AssetMgt £
e W FAsset Mgmi

BANK OF AMERICA %7

According to our recent Twitter poll, 48% of respondents
believe that a #recession is likely soon. See how our
#FixedIncome strategies strive to offer consistency in
inconsistent markets, onwf.com/601211kSo

Manage Your TD Bank Marketing Email Preferences

Your email address: jsmithi@website.com

Dear MARY,

Thank you for your recent visit on March 09,

| choose not to ecaiva tha following markating emails: 2019, to a Bank of America financial center,

v . R e " ~ To help us better serve you in the future,
Emails about deposit products, such 3 ] W ]1 at 1s }l‘ our view on tl-lE status Df please take a few moments to share your
thoaughte abaut your vigit.

chacking. sauings, cerificales of deplosi
and manay marnetl accounts

the current economic expansion?

Rate your overall satisfaction with your
visit to the financial center:

Emails abaut landing products sugh as | |

mortgages. hama aquity and avis loans
Not ALAI Extremaly

Salisfied Salished
Emails aboul credit Gands | |

ETS HAWVE THIS FEELS
{ W TO RUN LATE CYCLE
Emails aboul ather inancial products and I:l
servlcas, such s Insurance, secunties

and ather non-depasii imestments CERT BT

All bypes of markeling emails from | |
TD Bank

Social Polls

Preference Centers Feedback Surveys
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What can financial institutions do with zero-party data? INSTITUTE
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HSBC »

What Will Your Financial Style Be?

= s i N

All financial products are the s; ; it's the relationship with my financial
representative or company that makes the difference.

Expanding their knowledge of prospects and customers Craft customized campaigns Boost remarketing and acquisition efforts
e.g. Western & Southern Financial Group e.g. HSBC e.g. Bank of Tennessee

—

Enhance customer experience © 2020 Schwegman Lundberg & Woessner. P.A. All Right< Reserved.
e.g. Payments Company Improve Engagement



How do financial institutions capture first-party data? INSTITUTE
First-party data is also known as Customer data or ‘ ] ‘

CRM data.

It can be data observed through spending

behaviors, or it can come from cookies on financial [.#
service provider's site.
First-party data includes:

* Form-submissions

* Transactions

* Marketing campaign activity
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What can you do with first-party data?

PENFED
O e rT—

HEY, WE NOTICED
YOU LEFT...

Hey Smiles Davis

Bt the claa of prtnct Lins

CONTACT US AT:
HXH-KXK-XXXX

Application Number: 456789

#2015 urtagor Facnd Cott i

Trigger Communications

M INSTITUTE

Building Extraordinary IP Assets

[ ] a f ] +
. SoFi s Like Page

Refinance your student loans. Pre-finance your future home.

&

=l=m m 1M 4 AW-ga

Student Loan Refinancing
Save an average of $14k. Find your rate in 10 min onling.

MWW, SOF).COM Learn More

Build stronger acquisition campaigns
with look-a-likes

Dynamic and automated messaging
e.g. Simple Finance

Data-driven cross-selling e.g. PenFed

e.g. ATB Financial e.g. SoFi
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How do
financial
institutions
capture second-

party data?
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Second-party data (aka, partner data) is information
retailers acquire through a partnership with another
company that provides access to their first-party data.

Second-party data is collected directly by your partner,
so the origins are completely transparent. You know
where the data came from, when it was collected, and
how/if it was verified.

First-party data on its own may not be enough to power
all of your marketing programs. In a recent Forrester
survey, 27% of participants said they use second-party
data due to a lack of scalability of their own first-party
data.
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What can you do with second-party data? INSTITUTE
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|é% StateFarm ROCKET Mortgage

by Quicken Loons

“Women-owned businesses are home runs. They're
very attentive, good at paying back money and quick to 12 Ways to Save on Baby Costs (According
know when they're in trouble. Women are a good bet.” | .

e esE to Experienced Moms)

Anne Finucane

‘R ) o
’ i | Melissa Walker

Vice Chairman at Bank of America

Increase your audience

Reach niche audience Identify opportunities for co-branded campaigns
e.g. Rocket Mortgage e.g. Bank of America and events
e.g. Ally Bank
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How do
financial
institutions
obtain third-

party data?
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Third-party data can be purchased or licensed from a data provider. It
can be integrated with a data management platform (DMP) or
consumer data platform (CDP), which enables companies to easily
append third-party data to their zero-, first-, and second-party data
to build more comprehensive audience profiles and better targeting.

Third-party data is collected by external data providers that do not
have any direct relationship with the consumers whose data is being
collected. The data is collected from various platforms, apps, and
websites, then aggregated and “packaged up” in various data sets.

Data providers can create packaged data solutions by:
* Industry or use case (e.g., small business, B2B, insurance, non-
profit, etc.)
* Consumer categories (e.g., frequent travelers, new movers,
sports fans, etc.)
* The specific needs of the individual brand
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What can you do with third-party data? INSTITUTE
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Bankof America %%

Life means new beginnings —

and changes

Upgrade with our
30-Year Fixed

Jumbo Mortgage.

Achieve a complete view of your customers

e.g. Finance Common interest Connect with new customers via personalized campaigns

e.g. Major Life event like moving or college graduation
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Trust has been a pillar of financial services
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Banks have long been seen as the
community adviser

In the 1947 film It’s a Wonderful Life,
George Bailey, took care of his
customers financial interest in tough
times

Digital transformation met with
skepticism

Data has been at the heart of the
issue.
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The value of trust in Banking ey INSTITUTE:

Figure 5. Trusted companies achieve higher revenue growth
Annual revenue growth rates (%, 2018 v 2017)

Maost-trusted companies*® All other companies

B uigzc companias

. Banks
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Consumer Trust is Falling INSTITUTE

29;,/ of respondents trust their banks to look after their long-term financial wellbeing,
0 compared with 43% two years ago.

° Digital tra nsformation iS accelerating but at Figure 10. Consumers’ trust in businesses to look after their long-term financial

wellbeing has dropped.

what costs? Q. To whtextentd ouustheolowing prviders olook er your ong e rancl velben?
e 2020 Accenture study shows decay in trust Yourbank [
* Two reasons Yourinaure o -
* Loss of humanity i b companie —

* Value of money e D

Tech/telecoms companies or [ ﬂ

online service providers

Social network providers [ m @ 2018 @ 2020

2020 Accenture Global Banking Study, 47K Customer survey © 2020 Schwegman Lundberg & Woessner. P.A. All Rights Reserved.



Trust in Data Protection is falling INSTITUTE

Figure 11. Consumers’ trust in businesses to look after their data has also fallen.

* Banks still rank higher than
Other Service prOViderS E L::;::hat extent do you trust the following providers to look after your data?
Your bank D)

* Most legacy banks have fallen

prey to short term thinking —_— [ -
* “Bad Revenue”
* Push cross-sell and up-sell features Online payments companies W) s
* Personalization has used to market
products T e e, I IED

Retailers [ m

Social network providers [ m P 2018 2020

2020 Accenture Global Banking Study, 47K Customer survey © 2020 Schwegman Lundberg & Woessner. P.A. All Rights Reserved.



Loss of Humanity

* Digital banking is table stakes

 Branch based banking has
been deeply impacted by
Covid-19

e Consumers and small
businesses have adopted
“out of sight, out of mind
mentality”

 Anonymity has its drawbacks
— Less personal; attractive to
fraudsters




Value of Money

e Services for the long term
financial well being; Customer
”LTV” is not a four-letter word

* Personalization means more than

a sales pitch
09 03
* Money is where the consumer L o
goes ; Consumers shun banks for 06
point solutions — “Apple Pay” m

“Your margin is my opportunity” - Jeff Bezos, Amazon




Building Extraordinary IP Assets

Re-Write the value of trust INSTITUTE

* Legacy institutions trust will no
longer based on years in the
market

* Trust will be built on transparency,
accessibility, customer experience
and control

e Conventional banking experiences
will need to evolved to keep up

© 2020 Schwegman Lundberg & Woessner. P.A. All Rights Reserved.



What is next?

Open Banking

API
O An Open API economy.

Tech Giant Innovation <K $
Amazon, Google, Apple $

FinTech Disruptors

Klarna, Robinhood,
Neobanks

N5k

Blockchain

|dentity Portability and
Bitcoin

amazon
S
pay

‘e § Pa
G Pay % Pay -



The Schwegman Analytics Advantage INSTITUTE

SLW has been helping its clients find and improve high value patents for over 20 years and has
invested heavily in its Analytics processes and tools for the last decade and is now expert at
helping.

* Highly efficient work

* Short timelines

* High-quality and key strategies
* |P Operations

* Fixed Fees/AFAs

* Tracking metrics

* Non-traditional providers
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Thank You For Your Interest
Questions?
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These materials are for general informational purposes only. They are not
intended to be legal advice, and should not be taken as legal advice. They do
not establish an attorney-client relationship.
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