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Digitally Savvy Customers are prepared, do their own
<_Gen X—82M by 2025 > +— research and are comfortable with
Gen Y —73M by 2031 digital technology

Primary Considerations:

e Multi-Channel distribution

¢ Customer retention

*  Enabling efficient processes

*  Product diversity

* Payment options

e Customer marketing:
segmentation & targeting, but
highly personalized

Digital

* VIABILITY! Product
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| want to use any device
el s T R (s I'bought 3 products from you. |
want 1 statement.
LY
I want to know where . )
exactly my claim is. I’'ve had my policy for 5 years.
Why don’t you know me?

L

Develop Customer Personas — Get to “Thin Slicing”
Malcolm Gladwell — “Blink”
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data

Where to find the
momentum?
Companies are isolating
funding, or buying,
innovation to build
capabilities.

Digital

Automated
uw

s Seamless

S Flow

a Product

Dynamics

Current Needs
Future
considerations
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Tangible next steps to ensure a right-sized position
vs the trends...

Everything starts with an assessment
For every slice of the pie, there are assessments that you can run
by asking some basic questions:

Digital Do you have metrics on existing processes?
Digital: Do you know the Voice of your Customer (VOC)?

Data: What data does your Customer/Partner need to sell or service?
Data: Isthere clear lineage and governance of your data assets?

Product: What is the digital product plan?
Product: What is the appetite for innovation?

-
SN

What Actions can you consider from this Session?

v/ Distribution is evolving with the Digital Customer, driving
advances in Digital, Data and Product innovation

v’ Develop the questions to understand the Customer
regardless of the channel they use — Thin Slice

v’ Develop Customer Personas and interaction models by
Channel

v Identify and manage your critical data

v’ Consider variations and bundling of core products with
your membership

v’ Thank you!

Contact info: Ernst Renner, Managing Partner @ NEOS
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Current Challenges and Opportunities SE>"

Formulation  Pre-Commerce  Commerce  Post-Commerce

Aworeness s Evatuaton purchase
Collabortion

Customer Interaction Barometer

Reduced Customer
Interaction Across Lifecycle

Regulatory

Experience +
Lopaly+ Advocacy

Business Model

Challenges
&
Digital Customer Q

Interest Rate Uncertainty

Opportunitie

Engagement Cl@

Multiple Ways
of doing Business m

Agility/Experimentation
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Product Innovation
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TECHNOLOGY
Add New Market
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What Are We Doing at SE27? SE?"

Q> S 1
N

Scale Innovate Focus more Continuously improve
our oreanization our technology on automation, Risk management &
& & next gen capabilities Al & robotics controls

Delivering a Customer Centric Framework incorporating
the Technology Enablers

What Are We Doing at SE27? SE>"

These digital enablers have come together in evolving SE2’s architecture

o Digital Customer Experience Robotics & Automation Future-Proof Capabilities
£ « Omnichannel Self service + No/LowTouch « Analytics & Business Insights
= * Realtime + Services / APIs « Straight Through Processing + DOL/Regulatory Compliance
1= « Process & IT Automations « RoboAdvisors, Al,

Additional Digital Tools & Technologies

o Robotics Rules Engine Enterprise ETL&DWH Part
-ﬁ . Service Bus - artner
ALTOMATION e *
@ K‘""‘”"FE : Inl'UIe 4 Muteson el cegeenes Ecosystem
= TECHNOLOGY informatica

Application & Infrastructure Upgrades

In di h FinTech & to further enhance the digital customer engagement and experience
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What Can You Do Today?

Think like a millennial, and then create
services that would engage them:

* Leverage channels they use day in day out for lead generation and
customer service

* Be available anytime on any medium of their choice

Transition to become a wellness provider, of
both financial and life needs instead of just an
insurance provider:

* Adopt the ‘telematics’ model that P&C is moving towards

* Enable creation of peer advocacy groups

* Create need based product bundling

SE2"

What Can You Do Today?

Either disrupt or be disrupted, leveraging both
market & technology disruptors:

* Identify and stick with your core
* Innovate but be relevant for the markets your expanding in

Go lean & flexible, leveraging partner
ecosystems, agile/lean methodologies and
configurable platforms:

* Build the capability to ‘fail fast’

* You don’t have to do soup to nuts. Leverage partners.




SE2 Thank You.

PurposeBuilt to FutureProof

A
Q; THRIVENT

FINANCIAL®

TECHNOLOGY & DISTRIBUTION:
Changing the Way We Do Business

Leveraging Social Media with Natalie Kratzer
Sept. 9, 2016

For internal use only. Not to be shown or distrbuted to the public

Connecting faith & finances for good.”
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It's nice to meet you!

="/ THE 2014

SOCIAL MEDIA
SILVER BOWL

g AWARDS

o e Sociat Mesia Conleraece fr Financie Servicon

[ —

€7 THRIVENT
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Leveraging Social Media—2016 Q1 results

Facebook Followers Facebook Engagement Average
(Likes/Comments/Shares per Post)
Me
Me
Industry Average Industry Average
0 200 400 600 860 0 2 4 6 8 10 12

LinkedIn Connections

Me

Industry Average

500 1000 1500
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Social Media Goals
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B E Create profiles/posts that are compliant, include your
voice, and mesh well with your organization’s brand.

Post content.
Create a two-way dialogue by responding.

Continually add connections and followers.

€7 THRIVENT
, FINANCIAL®

Defining Success

Success is more than the resulting sales:

18 For s

ntemal use only. Mot to be shown or distributed ko the public.

Your name recognition and network is growing.

You are using your voice to differentiate yourself within a
crowded market.

You're fortifying/furthering your organization’s brand and
unique value proposition.

You're getting found online.

You're developing deeper, more meaningful connections with
your members/clients/customers.
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Facebook Examples
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v “  Protecting Your Finances & Your Future e

OF  Here are a few ways 1o help ensure you protect your assels and wealth. Learn about
et o e o o G

A
Q; THRIVENT

49 For intemal use oniy. Mot ta be shown or distributed ta the pubiic. FINANCIAL®

Questions | Comments | Discussion
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