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Legacy IT Architectures
Can Not Cope with Digitalization
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Inefficient IT
Response
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Deployment

High Costs

TCO per
Account
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Reshaping IT to Accelerate Digitized-Internet

Business Transformation

Ubiquitous, convenient service channels

Mobile Mobile
banking marketing banking

Smart Big Data platform
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Telephone
banking

Online Remote

banking

Branch
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Core business O Intermediation C o) Operatlon mgmt

0000 ® & 660 @66®

Credit Core  Credit Wealth Precious Payment Risk Marketing Finance
loan accounting card mgmt metal agency control mgmt mgmt

E High-Performance,

6@ Distributed architecture
= open, IT platform

& cloud platform

Open, efficient IT infrastructure
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Millennials bring new challenges to traditional banking e New icT

1 out of 3

Is willing to
change banks

T7hink"tﬁfe%§’\)vill no

f longer need a
‘m ank in 5 years
Source Bank: Millennial Generation, 2015

27%\

refer not to

N\

have a bank

pple Google

\&

mazon Service

u I\“GE/*‘\ »

Have never

stepped inside
a bank

e ——— "‘\l !

Use online banking
on tablet, smart
phone
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Focusing on People — New Customer Segmentation {L New ICT

1. Upwardly Mobiles | ' 3. Elites
1. Young, highly educated, high | | ‘ _
household incomes and investable B s ’ " 1. Older, highly educated

assets

View banks as relatively
undifferentiated

Own the most products

Most active in opening and closing
accounts

Value financial advice: in person,
on the phone, over video chat or
via self-service

with high household
incomes and assets

Second highest number of

products owned
Heavy users of online

channel

Value using self-service
financial management
tools & conducting

research online ‘ p

2. New World Adopters

1. Younger, highly educated, relatively 4 Balancers
modest household incomes with PR
significant savings relative to
income
Heavy users of technology
Receptive to broader range of
channels & new market entrants
offering new ways of doing
business
View banks as relatively
undifferentiated

Modest assets vs. income
Do not open or close
accounts frequently
Comfortable with online
channel but value
relationships Value fee
transparency and assistance
with problem resolution

e ‘_‘){?h E il .
A

7
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Focusing on People — New Customer Segmentation

5. Safety Seekers

1.

2.
S

Younger, less educated, limited
cash flow & savings

Have relatively small portfolios
Value keeping personal &
financial information safe, and
fee transparency

Strong preference for using the
branch for most banking
services

7. Traditionalists

1.

enterprise.huawei.com -

Less educated, most limited in
income

Lowest number of products,

Will use remote channels although
prefer to use the branch

Use the ATM most frequently each
week

Value being rewarded for loyalty

Huawei Confidential = 6

FOCUS ON

SAFETY

1.

2.

6. Self-Sufficients

Older, less educated, more
limited financial means

Value convenience (online
banking features, ATM/branch
access, ease of doing business)
and are least frequent users of
the branch

Prefer doing their own research
and using self-service tools over
talking to an advisor

8. Unhappy and Unmovings

1.

Older, least educated, low
household incomes and low
investable assets

Most critical of their PFSP and
industry overall

Infrequent users of both branch
and remote channels

High incidence of complaints,
especially around unexpected
fees, and low satisfaction with
resolution

TH ENTIRELY

NEWICT
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Focusing on People — New Customer Segmentation «» New icT

Safety Seeker AUM of Total Population (%)

Y \
E\ 5\ -9 10-19 >20
R o
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NEWY World
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Source Ernst & Young, EY Global Consumer Banking Survey 2014 (February)
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Focusing on People — New Customer Segmentation @ New IcT
80 : 20 Rule Exemplified "

Brazil I [

Chile I N (5

ATgenting | [
10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

22% of Brazil, 23% of Chile, and 24% of Argentine Customers
are in Top 3 tiers of New Customer Segmentation Model

Upwardly > Elites 3 New World A Balancers

Mobile - Adopters

Safety w : = Self-Sufficient B Unhappy &
S Seekers 6 Tradltlonallsts Unmovings

Source Ernst & Young, EY Global Consumer Banking Survey 2014
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BBVA Bank Big Data Analytics Results %
BBVA ”

Clear Exam 9 les That Show the Value of
Data Analytics

Results
[IiSl‘ﬂver"'_f of mass affluent clients
- within our mass clients, based on:
"H"alue C|IIEI'It5 « Behavior within BEVA

«  External information
Vs tradiional campaigrs
(415K .=||L-=" lienis Mentified)
Autﬂmated customer qegmentatmn
to acknowledge current and po

Behavioral customer value and channel prefs e

1= GO - Behavior within BBVA
« Channel Use
5 2 months prior processes
Complementary retailer scoring
technology, based on data from:

B800K POS + 5.9Mn Cards D'I: r'EEC“Ed I.nans
Payment Data Attributes (originally denied)

3 Mlustratlve projices in Spain. A0 projects to be rolled ot In different goographles

-
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Huawel's Financial Big Data Offers Precision I\/Iarketing((p

Small loan
prediction

Contingent  Financial
asset relationship Real-Time |
prediction analysis  credit query ;

Second data plane:

big data platform

First data plane:
data warehouse

Debit card
transaction

Farmer data services Miner data insight

Steam stream
processing

Spark memory.
iteration

Credit card
transaction =\.
uy

e-Banking, mobile
phone banking

2.2 million

Past

300,000
_ Now _

NEW ICT
52.9%
Now

1.3%

— N

Marketing messages
sent per month

2 weeks

Past

10 minutes
_Now

Turnover rate of Top 1000
small loan customers

60%

I

Credit query time

Error rate in contingent
asset prediction

enterprise.huawei.com -
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“Banks need to take on Amazon and Google or die” (g b
JA“GE

‘Some bankers and analysts think that Google, Facebook,
Amazon or the like will not fully enter a highly regulated,
low-margin business such as banking. | disagree. What is

more, | think banks that are not prepared for such new
competitors face certain death”.

SPRRRWeME

Francisco Gonzalez, CEO BBVA

Financial Times, 02 December 2013
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NEWICT

High Transaction Rates: Credit Card Systems to Open Cloud Platforms

KPI Result Requirement
Average TPS 1925 TPS | 100-200 TPS
Peak TPS 2200 TPS 1000 TPS
Mix TPS 1500 TPS | 100-200 TPS
Average response time for AUTH 25 ms 51 ms

Daily (30 million cards) 84 min
Critical | Payment due day (30 million cards) | 110 min

path 120-180 min
time Daily (60 million cards) 95 min
Payment due day (60 million cards) | 111 min

Meeting large and medium-sized banks'
business requirements and significantly
lowering the OPEX

24 million

Host
platform

5 million

Open

Total OPEX in 5 years (5 million cards): USD

Source: POC test report of a bank's open platform-based credit card system (30/60 million cards)

enterprise.huawei.com -
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Huawel Helps Banks Develop Next-Generation

Cloud IT Platforms

O :
? Cloud administrator 9 Cloud user Cloud maintenance
“ personnel

Customer-centric

Administration Service Maintenance
O&M platform
Northbound API Northbound API
cleve management Monitoring Deployment Maintenance Analysis
services
A latform cloud (PaaS
PP P ( ) Process
orchestration,

scheduling, and
execution engine

ﬁ PaaS service interface

App template Open framework Lifecycle management

Traditional
Infrastructure cloud (laaS) infrastructure
ﬁlaas service interface - - AR
L) e D

Computing

Storage resource pool
resource pool

Network resource pool Computing Storage  Network

enterprise.huawei.com = Huawei Confidential = 13
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laaS helps banks develop private clouds

ICBC: development and testing cloud
New service deployment:

6 months > 15 days

Devices managed per technician:
200 > 500

Partners offer SaaS-based cloud apps

* Yusys apps (e-Banking, mobile banking, social

media banking), serving 30+ banks

Minute-Level service rollout, reducing
TCO by 30%

First Data credit card

11+ customer, 15+ million consumers

OPEX per card reduced by 50%

»
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Banks also need to take on BATs or die ME FO° New icT

I ¢ | Gl Sl | e

SEE]
Products

.1 K“GE/ﬁ )
du

(and new JV Partner of Allianz)

=z & & @8 @ £ =

o LU b SN isee smetie
: lndha

Social
Products

UGC-based
Knowledge
Products

. Huawei Contributionss

Location-based
Products/Service
s

>20 Data Centres across China

Music Products

PC Client
Software

>10,000 GE Servers per DC or
>5 000 10GE Servers per DC

Mobile Related
Products/Service
s

Products/Service
s for Developers

BAIDU PUBLIC CLOUD SERVICE

Diversified
eCommerce
Products/Service
s

Many Products &
Services offered
by other sites

enterprise.huawei.com = Huawei Confidential =
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Banks also need to take on BATs or die WEE New icT
T ANGE o [N
d

u

Alibaba Tmall

AT,

Customer Environment DDoS Specific Huawei Contributions

> SERVERS & STORAGE

> 40,000+ Servers with PCI-E SSD for big data
storage & data mining, Web App & searches

> 2015 USD 14.34B (USD 1B in 15t 12min) Overall

- Alipay: 500M+ transactions 100 Attacks per day average | -ore ROUTERS & SWITCHES
> 12 sets of CloudEngine 12800 plus >100 sets TOR
@peak 5.15M/min, 30.9M/ hr 10,000 Attacks per year . 24 sets of NEAOE-X16 with 40G/100G ports
core routers
> Mobile users: >74% - >100Gpbs Attack @peak » SECURITY
Peak: > AntiDD0oS8000 with multiple 100Gb/s
> Parcels delivered : from 152M to 278M celis attackprotection capacity
> Largest DDoS ever reported - OPTICAL TRANSMISSION
> Go Global: 217 Active Countries > OSN 8800 with 80x10G/40G/100G channels
> @12/20/2014 in one fiber
> 5 days in US Bad Friday = 11h 49 mins _ > OSN 9800 with 400G per slot capacity,
» 458.8Gb in 14 hours smoothly upgrade from 100G/100G+ to
> Huawei Tmall Flagship Store sold 400G/1T/2T

940,000 smartphones USD 187.12M

. ; -~
enterprise.huawei.com = Huawei Confidential » 15 HUAWEI



Banks also need to take on BATs or die

NEWICT

lencent The Largest ISP in China

du
Alibaba Group
> PEEEE[H

Rank #2

: QQ'& Weixin TencentVideo Huawel Contrlbutlons

>30 Data Centres across China

>10,000 GE Servers per DC or
>5,000 10GE Servers per DC

Tencent Games

SDN-based WAN Traffic Optimisation

QQ'Music

enterprise.huawei.com = Huawei Confidential » 16 W HUAWEI



Omni-channel Distribution Empowers Digital Customer

Engagement Innovation

Large branch in high-traffic
crossroad surrounded by
small, largely automated
branches "

Mobile Apps/Payments

For remote deposit

capture, alerts to =
accounts, alerts on ﬁ

homes for sale, etc

Video across the bank

With expert specialists
for advice and
consultation

enterprise.huawei.com = Huawei Confidential » 17

In-store or metro station, with staff
or video concierge for quick service

Touch Systems in Branch

Walls, Table tops to
enquire, learn, transact

Video Teller Machine

Video to extended-
hours tellers for
transactions or
problem solving

Social Networks

Marketing, awareness,
reputation management,
transactions, Bl intent

Ubiquitous Connectivi

Anytime, anywhere, any
device, begin, suspend,
resume, conclude
transactions

NEWICT
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Omnichannel and Big Data Analytics top Enablers

Omnichannel’s Importance

= Entirely
Dependent

X Important
Role

E Limited
Role

= Not
Important

37%

58%

Source: Oracle Banking is changing...with or without banks, 2015

enterprise.huawei.com = Huawei Confidential = 18

HIGH PRIORITIES

Increasing profitability

Primary Ensuring regulatory compliance
business
objectives Increasing revenues

Reducing cost base

Diversifying product / service offering

Penetrating new geographies

NEWICT
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Digital Customer Engagement Priorities New icT

Customer engagement

- 75% Pavments usmg moblle dewces
61% Real-time svnchmmsatlon across channels

Digital, Iocallon-dnven services

Comparison services based on customers proﬁle
Offers via social media

Social media account management
Gamification

Digital personal assistant

B vital Important Not important
Very important Il Not very important

Source: Oracle Banking is changing...with or without banks, 2015

-
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NEWICT

Large time requirement
Dealing with incomplete or inaccurate data sets

Complying with legislation and regulations
Lack of clear strategy

Difficulties connecting data sets
Lack of technical knowledge or skills

B Significant barrier Small barrier Barrier Not a barrier

Source: Oracle Banking is changing...with or without banks, 2015

-
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Holistic Digital Customer Engagement Model New icT

Enhance 360° Re-think Engagement Establish Omnichannel

o Analytics o Platform o Distribution

|:J‘\-.‘?.'\. . .- -
Strategic segmentation \ i”ﬂ —— Top 3 priorities to improve Customer engagement

by personas
Customer . B r'{a nch
& &

—-— - (1] H
s Ty 1S 21% Customer experience

I
Web
"\. B

Promotion of full need It
Coverage (FS/non FS) s ! @ . |

Smart TV

19% Omnichannel distribution

ic priorities

18% Marketing analytics and sales engine

-

Next bestaction

|
M\obile / Tablet
-

1 Increasing online valuable traffic

Y -

Right channeling :\ &
) -

Contacthentre
Customer engagement =

enrichment

9% Communication & brand management

-

e 9% Digital processes
-1

e ' ' P Sales & service behavior excell
Crowdsourcing 2 CUSTOMER 8% ales & service behavior excellence

FIRST!

Top strateg

Low 6% Other!

—
Activate Organizational, IT and HR Enablers
a lncluding new branch formats and experience, loyalty and retention, acquisition strategy

| Customer Experience Governance ¥ Source: Accenture interviews with C-levelsin Retail Banks — March-April 2013
| Sales & Service Behaviors Excellence )

| Digital processes

l

N/

N

| Lock-in technology ecosystem

| Cloud infrastructure

/

B Data flow

AV AL

- - ‘
enterprise.huawei.com = Huawei Confidential » 21 b HUAWEI




Mobile and Virtual Remote Banking Brings
Financial Services to Your Fingertips

eSDK open interfaces: enables efficient industry app integration

Remote teller Core Banking

— Multimedia collaboration —
platform od)
& = a

Home banking
Financial services at
your home

Community branch Self-Service branch ' Mobile marketing
90% counter services 24/7 services Home services

enterprise.huawei.com = Huawei Confidential = 22
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30

Counter

Debit card issuing time: min

¥ 8 4t 47 =iy il DETES
@ BANK OF CHINA QM PING AN
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VTM = Virtual Teller Machines

Multimedia, video, collaboration experience for 7x24

NEWICT

Remote | = lio«Sevice mini branch, 70%-90% traditional branch services
Concierge = 1 Concierge:
4VTM
/ Teller °

< . = Intelligent CTI
' . Collaboration

' = Redirect to Any
Device

Vit oo mems LV ¢ IBKIBLRG Sank

BANK OF CHINA BANK OF KUNL ANK

CHANGIANG COMMIRCIAL BANK backed by 4 nab



Nine key business imperatives to accelerate digitalization NewicT

Make pricing and services Encourage customer From multichannel to Shift marketing from
promises transparent self-directed service omnichannel distribution “push” to “pull”
74 PG = ' i
-
Develop flexible Offer segmented levels
loyalty pragramsnz: . . of customer service
5 m Help customers to shape their experience
[ ] { ]
. -
g 6. p*Pvites

F 11y ¢
| zé

7 5] ;,..e.,‘ 1 o

] < i - \ —_— ’ @ o
A o\ Z
; Prioritise investment Make low cost digital
Use multimedia technology to on critical customer channels customers’
deliver the retail branch of the future interactions preferred choice

enterprise.huawei.com « Huawei Confidential » 24 HUAWEI



Create a Digital Strategy for Me!

n

Infrastructure

v \ \Strategy ) \

Customer D
Experience 2tz

Strategy Strategy
e~
Igita
Socig z} Strategy 3 \
\Sl\t/:rglt)e”gy \ \Sct?zttgg)t’
5\ 4

Analytics Business
Strategy

NEWICT

Process
\ Qrategy
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Summary

Full range of
competitive products
and Solutions

Well recognized
by market
with proven results

enterprise.huawei.com = Huawei Confidential = 26

Over taking on emerging
technologies

A better
Technology
Partner

Continue strengthening our
support to clients and partners

NEWICT

Engineering plus
scientific
research

Solid R&D commitment
with 70,000+ R&D staff &
>26,000 patents granted

»
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