Innovation and the
Customer Experience
Investor Day 2016

The way people interact with banks is changing

Expectations

Data Usage

Interaction

Omnichannel

Customers'
expectations for
experience are
being heavily
influenced by all
industries, not just
banking

Increased
expectation that
data provided to
the bank will be
used to provide a
personalized
experience at all
touch points

Despite
meaningful shift to
digital channels,
human interaction
is still critical in
both sales and
advice

Multichannel is
yesterday’s game
– customers are
demanding
omnichannel
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Retail
Wealth

Mortgage

Payments
Small
Business
Wholesale

To meet those changing demands, we need
to leverage innovation, technology and data
to truly enable a unified customer experience.
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Our bank-wide efforts touch three main areas

Bank-wide culture of innovation
Technology and proactive data management
Customer-centered insights
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Bank-wide culture of innovation
our approach and results are industry-recognized

“arguably the single most forwardthinking major financial institution in
the United States today,” 2016
#3 for Innovation
“arguably built the industry’s deepest
innovation department,” 2015

Real Time
Reward
Redemption

MSA
Pay

First bank to
use mobile to
open accounts

Innovation Award Photo Bill Pay,
2014

No. 2 Superregional banks
Innovation, 2016

Most Innovative Product: MSA Pay,
2016

Pay with your phone
Android Pay
Samsung Pay
Elavon
Developer Portal Apple Pay
Fingerprint and Voice
Authentication
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Bank-wide culture of innovation
building innovation into our DNA

We work across business lines to imagine and develop solutions
that solve today’s challenges and open tomorrow’s markets
HORIZON 3
Value

HORIZON 2
HORIZON 1

Defend and
extend
current core
business

Build
momentum
and
emerging
new
businesses

Create
options for
future
businesses

• Support emerging
technology adoption for
current core
businesses
• Identify changes in
consumer and
business trends
• Seed long-term
opportunities

Time
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Bank-wide culture of innovation
exploring our customer journey: what we deliver to meet expectations

Customer-centered design is
core to our approach.

Consumer and Small Business
co-creates with innovators,
product experts, designers
and facilitators.
Elevated
“Voice of the
Customer”
discipline

Customer journey mapping
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Bank-wide culture of innovation
engaging the FinTech community

We are actively staying at the forefront of innovation and security.
Our partnership with
Plug and Play, a
Silicon Valley innovation
platform, keeps us
connected to other
forward-thinking
leaders
in financial technology.

We have informal
relationships with VC
firms, such as
Andreessen Horowitz
where we vet later
stage Fintech
startups to leverage
in innovation initiatives

Bank Innovation and
FiServ launched the
INV Fintech
Accelerator program.
We were one of four
financial service firm
founding members.
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Bank-wide culture of innovation
ensuring alignment through cross-functional innovation leadership council

Examples of current innovation topics we are considering
•
•
•

Same day ACH
Fed real time
payments
EWS real time P2P

•
•
•

•

FinTech engagement
•

•

Patent strategy

•

Alternative lenders:
assessment and
response

Assessment and
engagement
Partnership with R3
Consortium
Third party data
aggregators: risks and
strategy
Enterprise API strategy
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Bank-wide culture of innovation
expanding core expertise from Payments to the rest of the bank

Wealth Management Future Advisor
We are launching a technology-driven
investing and advising solution using
phone, chat and email support.

Real time P2P
We were the first bank in the
United States to launch.
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Bank-wide culture of innovation
employing a customer-centric engineering approach to deliver capabilities

We are advancing a cloud-based infrastructure to evolve software and
enable real-time, data-based decision-making to serve customers

Cloud-based
infrastructure

Secure platform ensures information
is available to everyone across our
network in the same format

Agile software
development

Continually evolving technology
allows us to roll out iterations to stay
on the leading edge

Real-time data
integration

Accurate and flexible use of data
helps U.S. Bank make decisions
quickly to meet customer needs
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Bank-wide culture of innovation
leveraging customer-centric engineering to deliver business value

Pivot

•
•
•
•

Co-created with iterative agile approach
Transformational client experience
Dramatic market share gains
Secure document management and
compliance
• Self-service reporting
trade processing
Insertand
Picture
• Smart analytics and portfolio performance
metrics
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Technology and proactive data management
understanding velocity: better every day with machine-speed data analytics

Continually improving intelligence to stay a step ahead

500 information
security staff in
28 cities,
6 countries.

1.3 petabytes
of information
security data

Dedicated data
science,
hunting, threat
intelligence,
24x7 monitoring
teams

20-30%
Year-over-year
investment
growth past 3
years

3.8 billion
security events
reviewed
per day

$10 billion
in money
movement
reviewed
per day
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Technology and proactive data management
most trusted choice: customer-centric, risk-based and frictionless controls

Award-winning industry thought leadership

Multichannel customer
authentication
• Secure options
• Frictionless
• Customer-selected

Patent for
customer
malware
detection

President’s
Advisory
Board

• Ponemon’s “Most
Trusted Company” for
Privacy and Security
• Information Security
Executive Central
Project of the Year
Award for data
tokenization
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Technology and proactive data management
intensely data-dependent efforts keep us on the leading edge

Building a “future-proof” defense through intelligence and analytics
Protecting against threats (fraudsters and hackers)
and managing through new breakthroughs
(disruptive technologies and real-time payments)
Offering machine-speed data, using external
intelligence, and taking advantage of machinelearning, analytics and artificial intelligence

Creating a holistic view of customers and fraud
while enabling real-time decisioning
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Customer-centered insights
shifting data efforts from what has or is happening to what will happen

2015
More effectively integrate
insights and analytics to
drive business value
Operational reporting

•
•
•
•
•
•

2016
Optimize customer and
employee relationships

2017
Predict customer behavior

Predictive analytics

Using data to create a 360-degree holistic customer view
Implementing CRM to deliver this data to frontline employees
Attracting, retaining and engaging top talent
Building deep base of customer knowledge
Driving insights and analytics into actionable, measurable business outcomes
Training and teaching the organization to effectively use these capabilities
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Customer-centered insights
ensuring we have the right data for use at the right moment

We are integrating our CRM systems to deliver one holistic view
of the customer, which enables us to leverage the whole bank
CUSTOMER

PLATFORM

EMPLOYEE

Unified customer experience

Integrated solution

Employee productivity

Seamless cross-channel
experience, allowing us to bring
all of U.S. Bank to the customer

Integrated technology, data and
analytics

Integrated marketing, sales and
servicing, empowering our
frontline, saving time by
reducing “back office” effort
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Customer-centered insights
reaching the multicultural consumer

We have a tremendous opportunity to connect with a more diverse
audience, leading to higher growth for the company.

94%
of new population growth in our retail footprint
will come from multicultural consumers

>50%
of U.S. households will be multicultural by 2050
and will command significant buying power
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Customer-centered insights
measuring our progress and success with a top-of-the-house loyalty metric

• Aligned across business lines and products to
ensure we are measuring and acting against
recent, specific, consistent data
• Comprised of “Overall Satisfaction,” “Likelihood to
Recommend” and “Likelihood to Continue”
Proven metrics that connect business results to company growth

25%

7x

43%

greater annual revenue
(Gallup)

positive referrals
(Bain)

gain in performance over six years
(Forrester)
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Summarizing our foundational efforts
Our unified customer experience efforts impact how we work,
think and mobilize around the customer at U.S. Bancorp
FROM

TO

Product-focused

Customer-centric

Several approaches to segment
and target customers

Bank-wide segmentation model

Fragmented initiatives, focused
with business lines (e.g. customer
communications)

Company-wide, integrated
initiatives and investments

Sales-focused experience

End-to-end customer focus

Financial transaction excellence

Engaging and personal
interactions

Functional features

Emotional connections
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A prime example of this cross-company work
is our Next Generation Banking initiative
Next Generation Banking aspiration: define and deliver a brandable,
differentiated consumer experience that delivers personalization and
strengthens “relationship” through all touch points
• Efforts are channel-agnostic and focus
initially on consumer banking (retail, small
business and wealth), with intent to expand

PHOTO?

• We will assess efficacy (e.g., branch
format, website content, app functions,
etc.) and scope (e.g., branch footprint, etc.)
of each and every channel
• Define our ideal, as well as what we do not
want to be, ensuring we build a scalable,
efficient model
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We will deliver a
Unified Customer Experience.
The Unified Customer Experience strategic
initiative puts the customer at the center and
will deliver one seamless experience across the
entire bank.
This effort will require the bank to
fundamentally evolve the ways in which we
engage, advise and service our clients.
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