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| Introduction

Amid the digital hype, it's important
to remember that an “all or nothing”
approach to digital transformation
is not the reality for most banks

and credit unions—and that each
organization’s path forward is
unique. Innovation is not one-size-
fits-all. It looks different for every
financial institution based on its
identity, maturity, and landscape.

Taking the right steps—of the right size —drives
long-term growth. In most cases, this is a process
of evolution, not a big-bang revolution. It takes
fransitioning from a mindset of “do everything, all
at once” to “do the right things, in the right order.”
At Temenos, we call it micro-innovating. Whether
you are focused on growing your customer base,
deposits, loan business, or even the skills of your
people, your path forward will depend on the

realistic and strategic steps you can take today.

Unfortunately, pressure from increased competition
and growing customer expectation makes it

easy to get stuck in a mindset of survival. This is
where technology comes in. leveraging the right
technology empowers your people to focus on

achievable goals with maximum impact.

This approach may lack the drama espoused by
the pundits of disruption, but it is sustainable and
strategically sound. In a business founded on
integrity, trust, and service, growth can’t come at
the expense of people —employees or customers.

Neither can innovation.

In this e-book, we will explore the rationale

for defining a unique path forward—your path
forward—and how to overcome some of the
common challenges to getting there, including culture,
technology, and customer orientation. We present a
growth matrix that helps you define your current state
and identifies potential paths forward specific to your
situation. Based on our work with more that 3,000
banks and credit unions, the Temenos growth matrix
highlights proven strategic choices based on real-

world results.
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| Growth Principles for Better Banking
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Your path is multidimensional: Your path drives better Your path should be unique to you—with

encompassing your company, your workforce, customer experiences and new freedom to move and change based on

your solutions, and your customer. employee opportunities. your goals and needs.
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Defining a
Growth Path

Commoditization of core banking functions You can start by asking questions such as:
makes it more important than ever to recognize e How does your banking experience compare
and cultivate what makes your bank or credit to competitors?

union unique. As the number of competitors— e What do you provide that's diagnostically differente

and their digital sophistication—continues to
J P e How do you feel about the digital

row, you need a clear vision of why customers . .
9 y y banking experience you offer?

should choose you. In a crowded market, this is

your key to growth e |sitaligned with your differentiators@

e How well does your technology support
your ability to stand out from the crowd?

e What about your workforce@ How are they using
technology to deliver a differentiated experience?
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As you explore these concepts, you are likely to
recognize several challenges in your path. You may
find continued difficulty in delivering omnichannel
experiences. Customer needs may be evolving at

a faster pace than your technology can keep up
with. Perhaps you feel hostage to vendors who

are stuck in the past. Virtually every bank or credit
union could benefit from increased flexibility and
agility—but they all have different starting points,

requiring specific approaches.

Smaller organizations may differentiate based on

personalized service and community connection,

Your Growth Starts Now ‘ Togefher with Temenos

while large banks may be able to deliver cutting-
edge technology innovation. Some companies
have a boundless appetite for growth and

a greater tolerance for risk, while others have a
more conservative approach, favoring incremental

Investment over time.

No matter what specific shape your future takes,
you're competing for customers and the services
they need. To stay in the game, you must grow.
The first step to your larger future is to identify your
specific growth path. This enables you to build

a growth strategy on your own terms and start

micro-innovating based on the state of your
business. It helps you sharpen your vision and
build a roadmap that resonates with your culture
and leadership mindset. And it builds a business
case that allows you to evaluate the results of your

journey and adjust along the way:.
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The Temenos
Growth Matrix

i 0
We have helped more than 3,000 banks P 3,

N
solve their growth challenges with flexible : g

i 9
technology. Based on this experience, we ' 3
have developed a tool to help you define g
your growth path. The Temenos growth e
matrix makes it possible to define your own Capacity for ch P
_ P _ yo! CONSTRAINED -o-vvveveeverramsersensenaenaon, b ibvivent Aol iveds- oAU OO OO OO OUOUO TS OSUEURUTRUOOO LIMITLESS
investment path to growth, implementing what
you need, when you need it—and focusing
where you have the biggest opportunities.

SURVIVALIST
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It starts with a simple idea: fundamentally, any
organization’s ability fo grow is a combination of
its culture of decision making—its organizational
mindset—and ifs capacity for change. The
Temenos growth matrix is about understanding how
financial services organizations can find a path
forward through technology investment and cultural
readiness.

Let's look at each dimension in more detail. As
you consider where your organization lies along
each axis, keep in mind that it's more important
to accurately identify your unique path than it is
to align to a predetermined notion of what you

"should” be doing.

CONSTRAINED

EXPANSIONIST

J9spuiw [puoypziunbiQ

Capacity for change

oooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooo

SURVIVALIST

....................................... LIMITLESS
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Organizational mindset reflects the mission, EXPANSIONIST

vision, and values of the bank or credit union :
and the confidence they must grow and adapt VISIONARY CUSTOMER FIRST
in their competitive landscape. It has two

= 0
' i i B : G
particular dimensions. o ! 0 K
Po= PP
e ;9 ¥
Leadership: Organizations led by visionaries are more : N 0
likely to pursue growth through innovation and forward- §' a
looking investments. Organizations led by risk-averse i 8 <
. : : 3 :
decision makers typically focus on what they can do, : 5
P o
rather than what they should do. Their response to the 1 8
changing market is to consolidate around what they do :
today, rather than building something new.
Customer centricity: Customer-first thinking about
growth leads to investments that have customer or member
needs at the heart of every decision and embrace the
idea of shared growth. Emotion may play a strong role in
the customer’s relationship with the brand. Business-first
cultures focus their investment on building the strongest-
performing institution. Efficiency and pragmatism are the : : :
orders of the day. RISK-AVERSE BUSINESS FIRST

SURVIVALIST
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Capacity for change is driven by current
systems and processes and the current customer
experience the organization offers. It includes
legacy technologies deployed as well as
resources available to invest—including people,

time, and money.

Current systems and processes: Some organizations
are constrained by rigid infrastructure and may be unable
or unwilling to make fundamental changes to become
more agile. On the other end of the axis are banks and
credit unions that either invest heavily to keep up with
digital technology or are digital natives. Either way, it is
easier for them to keep up with ever-changing customer

demands for effortless, intuitive experiences.

Customer experience: The growth matrix also reflects the
maturity of the custfomer experience. An organization may
have a fragmented and arduous customer experience
today, or already offer effortless experience powered by

digital technology and strong investment in people.

oooooooooo

Customer experience FFFORTLESS
Capacity for change
........................................................ feverreneennenneneeeeeeneeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeees. LIMITLESS
Current systems and processes AGILE
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VISIONARY CUSTOMER FIRST

 diysieppat

When you put it all
together, it looks
something like this.
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Capacity for change
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RISK-AVERSE BUSINESS FIRST

SURVIVALIST
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The Four
Stages:

Where You Are

Today and How to
Move Forward

By plotting your organization on the matrix, you
can identify your growth stage and define
the priorities most likely to produce success
for your business. Each quadrant represents a
different infersection of organizational mindset
and capacity for change, producing a different

starting point for strategy.

01 Constrained Growth Stage

Desire to grow is impacted by legacy systems
and process

leadership is pursuing change, but multiple
barriers exist

Perceive that significant investment is required
to realize vision

Overwhelmed by the scale of digital and
cultural fransformation they need and want

02 Survival Stage

Unable or unwilling to respond to changing
environments

Focus on doing more with what they have today

Refention rather then acquisition mindset
Investments are in maintaining the status quo

Typically feel like they are running to keep up

04 Customer-Centered Stage

Have a growth mindset and are focused
on investments that are designed to remove
barriers to growth as they arise

Invested or investing in agile systems that
optimize the ability to change and flex as the
market moves

Empowered to evolve with their customer/
member needs

03 Efficiency Stage

Decisions are made based on the organization's priorities

Success is defined by institutional performance and
shareholder value

Growth is defined through efficiency and cost-
effectiveness of delivery

Inside-out prioritization of investments; customer
experience is a component but not the primary driver
of decision making

%" TEMENOS 12




O] The Constrained Growth Stage

In this quadrant, an appetite for change and Supporting the Constrained Growth Stage:
growth faces significant technology constraints. A “Modernizing” Path
Legacy systems limit the speed and effectiveness

of change initiatives. Leaders may have a 1. Take control of your core systems. Don't let them

strong vision for the future but find themselves control your growth priorities.

overwhelmed by the intricacies of digital and 2. ldentify one or two features, functions, or experience

cultural transformation. Knowing where to start TOUChpO'nTS,Wheré you have H?X'b'l'fy'gnd start
dh . ol there. There's nothing wrong with starting small and
and how to prioritize investments to capitalize thinking big.

on quick wins and free resources for further | . .
9 3. Adopt agile methodologies to drive momentum and

investment are essential. The vision is there —but ability to change.

It may lack confidence and clarlty. 4. Consider modern core and cloud-based solutions

that let you start small and build up a next-generation
customer experience over fime, rather than having fo
do everything all at once.

5. learn from others. Find and build on success
stories from similar organizations to illuminate the
way forward.
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02 The Survival Stage

It feels like you are facing an uphill battle in a
fast-changing, digitally enabled world. With
constrained technology, it’s is no wonder there
is limited appetite for change; everything feels
difficult. You are forced to focus on doing

more with what you already have and taking
incremental steps forward. Maintaining the status
quo and avoiding stepping backward are key
drivers for investment decisions. If your bank or
credit union is in this quadrant, you might feel
like you’re constantly running to keep up.

Supporting the Survival Stage:
A “Small Steps” Path

1. Identify and break down growth barriers one
at afime.

2. Build a redlistic, pragmatic roadmap with easily
achievable goals.

3. Show clear progress one step at a time and build an
appetite for change.

4. |dentify safe and appropriately paced investment
strategies to build buy-in among conservative
decision makers.

5. Retain talent by creating a positive workplace
culture to lay the foundations for Human + Digital
harmony, one step, feature, or function at a time to
prevent culture shock.
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03 The Efficiency Stage

This organization is characterized by a focus on
cutting costs, increasing efficiency, and delivering
value to shareholders. Customer experience is

a decision driver only insofar as it measurably
contributes to the bottom line. The organization
may invest heavily in technology, but it tends

to focus more on back-office automation than
strategic insights or brand engagement. The growth
path for efficiency-focused organizations involves
balancing the survival mindset with an orientation
toward the customer. In a commoditized banking
environment, efficiency and cost-cutting can only
get you so far when customer-focused competitors
are just a click away.

Supporting the Efficiency Stage:
A “Cultural Change” Path

1. Say "Yes and,” not "Yes but,” to technology solutions
that drive efficiency and deliver best-in-class customer
experience. You can have both.

2. Work through the business case from both sides: what
can we save and what we will gain.

3. Make decisions that are based on a fair exchange
between you and your customers—you can both win
if you make mutually beneficial investments.

4. Find, support, and listen to your internal visionaries.
It's okay to challenge them to be commercial, but it is
crifical to let them have a voice.

5. Creativity and innovation do not have to mean
expensive. Do the math before ruling anything out.
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04 The Customer-Centered Stage

This organization is well-positioned to compete
in the modern banking marketplace. It combines
a growth mindset with technology investments
designed to remove barriers as they arise. They
focus on agile systems that optimize the ability
to change and adapt as the market moves. And,
people in these organizations are empowered
to identify and meet customer needs without
having to navigate thick layers of bureaucracy.
Customer-centered organizations are always on
the lookout for flexible, best-in-class experiences
that improve back-office, front-office, and
customer touchpoints.

Supporting the Customer-Centered Stage:
A “Don't Rest” Path

1. Stay abreast of contemporary possibilities (e.g. the power
of low-code development, new digital experiences, and
emerging frends). Know what should be next.

2. Think about future-proofing investments so you don't
always have to chase the latest thing.

3. Balance rapid growth with the human side of the
business, ensuring that core values are not compromised,
and that customers and employees maintain a connection
to what makes the organization special.

4. Pursue a strategic Human + Digital agenda to ensure
that the customer experience remains personalized,
authentic, and valuable.

5. Keep doing what you're doing. Other organizations
aspire fo be where you are today.
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Accelerating
Within the

Growth Matrix

Just because your bank or credit union resides in
one quadrant today doesn't mean that is where it

must stay.

In fact, the ultimate goal for many is the top right. If
your financial institution is in the Customer Centered
Stage (quadrant 04) then you have created the
agile infrastructure and decision making culture that
will allow you to consistently deliver best in class

customer experiences.

The question becomes how do you get there?

___________________________________________________________________________

___________________________________________________________________________

Your Growth Starts Now | Together with Temenos
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The pathway to the top right quadrant is different
based on where you start. For example if you

find yourself struggling in the Survivalist Stage,
follow the Small Steps Path outlined above to
help you address your decision making challenges,
creating confidence to rethink your technology
priorifies.

Those in an Efficiency Stage should follow the
Cultural Change Path to redress the balance
between what matters to them and what really

matters to their customers.

No matter where your start out, there is a practical
growth path for you.

___________________________________________________________________________

___________________________________________________________________________

Your Growth Starts Now | Together with Temenos
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A Committed
Partnership:

We bring a team of proven innovators, banking
experts, and committed partners that combine
with a single focus to drive growth momentum
for everyone involved: banks and credit unions,
their employees and most importantly, the
customers you support. We listen closely to
your organization’s needs, challenges, and
vision for the future. Wherever you are, working
with Temenos removes barriers to growth in a
scalable and pragmatic way.

Human + Digital

While the digital part of digital banking tends to
get the spotlight, we've learned that best-in-class
banking optimizes a balance of Human + Digital.
Customers still appreciate the value of personal
attention. While scaling that personal touch can
sound difficult, human-centered digital solutions can

replicate the power of a one-on-one conversation

across thousands of relationships. When humans are

at the center of your digital banking strategy, not on

the sidelines, they make digital amazing.
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TEMENOS

Discover Solutions to Power Your Growth

Discover Now —

#TogetherWithTemenos | temenos.com
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