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Experience

A delivery platform that
transforms customer
experiences

Driving increase in
customer numbers and
higher retention
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Use data to power
decision making by
better understanding
our customers

Unlock value in our data

Embed cognitive
capabilities that anticipate
customers’ needs

Personalised experiences

Connect our customers
to real time experiences

Strengthen profitability

Develop an innovation
approach which
provides the ability to
think differently and
deliver quickly

New sources of revenue




CUSTOMER
Segmenting our customers

Customer Experience

A delivery platform that
transforms customer experiences

Driving increase in customer
numbers and higher retention
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HIERARCHY OF NEEDS

Defining elements of value

8

Social
impact

Life
changing

Emotional

Functional

o
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e Self
transcendence

* Provides hope
 Self-actualisation
* Motivation

* Reduces anxiety >
* Rewards me
* Nostalgia

¢ Savestime
* Simplifies
* Makes money

* Reduces risk'—JA
ile!

* Heirloom
* Affiliation/belonging

* Design/aesthetics
* Badge value
* Wellness

* Organises
* Integrates
* Connects
* Reduces effort ’-I

\2

Insurance

* Therapeutic
* Fun/entertainment
* Attractiveness

* Avoids hassles *—
* Reduces cost

* Quality

* Variety

* Provides access

* Sensory appeal
* Informs




DISRUPTIVE LIFE NEEDS MODEL
Connecting to the hearts and minds

of our customers

Consumer How consumers How consumers Category
life needs | satisfy those needs aspire to satisfy i behaviour
' their needs :
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14

Distinct
customer
segments
across four
quadrants
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SELF

CONTENTED

Affiliation &
Reassurance

Independence &
Freedom

Go Getters

Control &
Certainty

Achievement &
Recognition

RESTLESS

ONIONO139




Segment:

G O G ETT E RS Emotional need:

Help me focus =

on achievingmy &= | ol

goals and et = | <
How do they FEEL ‘

gaining the
recognition st

seek o

How is the ph
A g\ug: ;
e o o o o
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BRINGING

segmentation to lite

Customer
value
proposition

Segments
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Brand
architecture

Brand
proposition

Design
experiences

Segment
performance
& profitability

Informs

* Product

development

 Partnerships
* Marketing




CUSTOMER
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Customer
Experience

A delivery platform that
transforms customer
experiences

Driving increase in
customer numbers and
higher retention
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Data

Use data to power
decision making by
better understanding
our customers

Unlock value in our data

Organisational capabilities

@)

Analytics & Al

Embed cognitive
capabilities that anticipate
customers’ needs

Personalised experiences

K

+ Digital

Connect our customers to
real time experiences

Strengthen profitability
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¢ Innovation

Develop an innovation
approach which
provides the ability to
think differently and
deliver quickly

New sources of revenue




DELIVERING NEW VALUE

Forming an enabling innovation ecosystem

BUILD buddycover
(> poncho -
F‘Wemark / AIRPORT BUDDY
Labs
IAG Labs Shappy
created AskMarss
; \ # Ir-ureLite
HCD introduced GO/ JEK | safov ShareCover
GIVIT Food agility Jowwel
Springboard CRC
:
Galaxy.Al
N\ ’ '
CAPABILITY “wc UBI Pilot
¢ shug
STONE \ Expense
NCHALK] @mmum Check
PARTNER -
PLUGANDPLAY

@D HYPER ANNA

@ 2) ambiata

@ Life360

l Pocketbook

: INVEST
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—® \enturing
—o New Product
Partnerships & Sponsorships

—@ Enabling Capabilities & Infrastructure




