The Indian Express, The Bank in a new World, February 6, 2015

The bank in a new world

Power has shifted to the consumer, geography is not important, and change is constant and quick

WE worked very hard to set up a good
bank. Only to be told that the brains in
Silicon Valley, through the innovative
use of the convergence of media, tele-
com, computing and networks, would
blow us out of the water. So, to be at
peace, one decided tovisit these brainsin
Silicon Valley.

Dmi]eddwmnsmththemre-
vealed that noone was
plamngmremvmﬂngahankwmm
being envisaged was the use of the bank-
ing platform as a service. Basically, the
networkwould be usedwith the banking
platform to provide greater conven-
ience, efficiency or better pricing to
the customer. Soif yousee “Apple Pay”,
it provides one-click shopping, riding
on the existing banking/ Mastercard
platform. Hoards of entrepreneurs
want to provide loans faster and/ or
cheaper, orcheaper remittance services,
or more convenient shopping. Then
there iseCommerce.

Much as I tried, I could not figure
how this would kill a bank, unless they
lay down and played dead. Otherwise,
the bank has the payment system, the
customer (corporate and retail), the
merchant, the brand, the funding and
th-:nnmk{belmgstoa]l].So,alltbat
the bank has to do is build on its
strengths through the use of the network
to deliver the same convenience, price
and/ or efficiency.

A journey over time would be useful.
The physical world developed on the
back of a network of roads that carry the
cars, trucks, bullocks, cycles, pedestri-

ans and connect cities, leading to the
growth of economies. Over time, the
network of roads wassupplemented by:

wireless networks connecting people,
phones, laptops and other devices;
three, television, radio and telecommu-
nications networks carrying music,
movies, data and other content; four,
information networks; and five, social
networks. Now the networks are getting
interconnected, creating big data, so-
cial interaction, eCommerce and a

new world of mmp!m: mtemel-hmd :

adaptive systems. '/ -

Clearly, power has sh:fted to
the consumer, geography is not impor-
tant, information/ data is flowing
and available, computing is cheap,
change is constant and quick, and
we have two worlds — physical and
virtual — that are different but
also converge.

The shift of power to the consumer
will lead to her demanding what she
wanis, where she wants, and when she
wants. It is imperative forservice organ-
isations torealise that we must own the
customer and provide her what she
wants at the best price and quality,ina
fair, transparent and honest manner.

History shows us that companies
that did not understand this fundamen-
tal shiftin business and technology paid
aheavy price. Itwould be easy toattrib-
ute the rise of GAFA businesses —
Google, Apple, Facebook and Amazon
—to the digital revolution. But a closer
examination would show that these
els recognising the globalised, con-
nected world and a secular shift in IT
towards mobility and social computing
and of power to a demanding customer.
On the other hand, companies that were
market leaders and were sitting on all
the advantages almost disappeared —
Motorola, Ericsson, HMV, Kodak —
because of not recognising the “new

world”. This phenome- makes big data
non is further illus- & analysis relatively
trated with Microsoft Eﬁdml I?E:Td'd e S

ing to Apple’s companies with the
Hmmzfmwm fundamental shift in ability to deliver the
Zune hadbetterlooks  business and technology  right product at the
andfecl, radiocapabil- - pajd 3 heavy price. It HEtitprice inythe
longerbateylinands  Would be easy to e right e, o,

a . A ight time.

choice of colourscou-  attribute the rise of s.n-c:;lghmedia and
pled with a powerful Google, Apple, Facebook  computing: The ad-
marketingprogramme  and Amazon tﬂﬂ'ﬁm ventofsocial media
(Bil Gateswasperson-  pounltinn Butacloser "9 computingfur-
ally involved), it still r ther helped cus-
failed. This was be- 100k shows they tomer insight as we
cause zuﬂ]: ng:; éft changed their business  cannowunderstand
Tecognise 2 model recognisi individuals even
change in the business ﬂﬁgi:bal'wms'ng better—intermsof
model that required d what they shop,
third-party alliances, CONNected world. where they shop,
music licensing and who their friends
software applicationsto createaseam-  are, what their tastes are in music, books,
lessend-to-end user experience thatsat-  entertainment, travelling, and so on.
isfied the customer’s need. This enhanced customer knowledge

Some of the principal trends and  leadsto the abilityto tailor productstoa
changes required in the “newworld” customersegment of one. Three, aswe
are the following. One, big data: The  are moving from macro to micro market-

cause we quickly test the effectiveness of
ouranalytics. Four, the substantial incr-
ease in the use of the mobile phone and
its capability allows us to deliver products
to a much larger customer base at their

Five,we are able to change our mar-
keting strategies, in terms of both brand-
building and sales through the use of so-
cial media, resulting in greater sales
efficiency and lower costs. Six, the ex-
tensive use of “online” has created an
eCommerce world. Simplistically, we
would replicate online the entire com-

" 'mercewithusin the “real” world—sup-

pliers, distributors, payment systems,
brand building, etc. Seven, we are now
operating in the physical world, the “on-
line"” world and the fifty-fifty world. We
are able to move to a technology based
on core systems and the development
of apps, which would interact with the
core system to deliver customer needs,
exponentially. We can also move our
less critical items to the cloud. Eight,
having seen the Apple experience as
well aswhat other disruptorswere trying
to do, we will control customer access
to deliver the “new world™ to the cus-
tomer in a safe, secure and efficient
manner. Nine, we are moving to a virtual
relationship management, based on
chat, to deliver a virtually real experi-
ence to our customer base. Ten, we are in
the process of reducing the approval

‘time on loans to five minutes and dis-

bursalto30 minutes, .

While it would not be possible in
this article to cover the other businesses,
we are doing the same for our whole-
tutions groups (FIG), stock exchange
and other customers.

Welcome to the digital world, and
let’s hope the best guy wins.

The writeris managing director,
HDFC bank




