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1.1

1.2

1.3

Preface

This section provides a brief description of the scope, the audience, the references, the organization of the
user guide, and conventions incorporated into the user guide.

Topics:

Foreword

Intended Audience

Documentation Accessibility

Access to Oracle Support

Structure

Related Documents

Important Information

Conventions

Abbreviations

Foreword

This user guide documents OFS Retail Customer Analytics for all versions of release 8.1.1.0.0

This section documents the levels at which various functional enhancements to the Retail Customer
Analytics application were first introduced.

Intended Audience

Welcome to Release 8.1.1 of the Oracle Financial Services Retail Customer Analytics User Guide.

Technical end users
Functional end users
Data Administrators
Consultants

Systems Analysts
System Administrators

Other MIS professionals

Documentation Accessibility

For information about Oracle's commitment to accessibility, visit the Oracle Accessibility Program website
at http://www.oracle.com/us/corporate/accessibility/index.html.See Related Information Sources for

more Oracle Applications product information.

OFS ReTAIL CUSTOMER ANALYTICS USER GUIDE | 5


http://www.oracle.com/us/corporate/accessibility/index.html

1.4

1.5

1.6

Access to Oracle Support

Oracle customers have access to electronic support through My Oracle Support. For more information,
visit http://www.oracle.com/pls/topic/lookup?ctx=acc&id=info or visit
http://www.oracle.com/pls/topic/lookup?ctx=acc&id=trs if you are hearing impaired.

Related Documents

We strive to keep this document and all other related documents updated regularly; visit the OHC
Documentation Library to download the latest version available. The list of related documents for the

Oracle Financial Services Retail Customer Analytics Application Pack (OFS RCA) is provided here:

Oracle Financial Services Retail Customer Analytics Installation and Configuration Guide, Release
8.1.2.0.0

Oracle Financial Services Retail Customer Analytics Release Notes, Release 8.1.2.0.0

Oracle Financial Services Retail Customer Analytics User Guide, Release 8.1.2.0.0

Oracle Financial Services Retail Customer Analytics Security Guide, Release 8.1.1.x

Oracle Financial Services Retail Customer Analytics Cloning Reference Guide, Release 8.1.1.x

Additional Documents to Read

Oracle Financial Services Retail Customer Analytics Pack is built on the Oracle Financial Services Advanced
Analytical Applications Infrastructure (OFS AAl). See the following OFS AAI documents as no separate
documents are required at the pack or application level for Oracle Financial Services Retail Customer
Analytics Pack:

OFS Analytical Applications Infrastructure (OFS AAAI) Application Pack Installation and
Configuration Guide Release 8.1.2.0.0

OFS Analytical Applications Infrastructure Administration and Configuration Guide Release 8.1.x

OES Analytical Applications Infrastructure User Guide Release 8.1.2.0.0

OFS Analytical Applications Infrastructure Cloning Reference Guide Release 8.1.x

OFS Analytical Applications Infrastructure Security Guide Release 8.1.x

You can access the common document from the OHC Documentation Library:

OFS Analytical Applications 8.1.2.0.0 Technology Matrix
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1.7

1.8

Conventions

The following text conventions are used in this document.

Table 1: Document Conventions

Convention Meaning

boldface Boldface type indicates graphical user interface elements associated with an action or terms
defined in text or the glossary.

italic Italic type indicates book titles, emphasis, or placeholder variables for which you supply
particular values.

monospace Monospace type indicates commands within a paragraph, URLs, code in examples, file
names, text that appears on the screen, or text that you enter.

Hyperlink Hyperlink type indicates the links to external websites and internal document links.

Abbreviations

The following table lists the abbreviations used in this document:

Table 2: Abbreviations

Abbreviation Meaning

AIX Advanced Interactive eXecutive
BDP Big Data Processing

DBA Database Administrator

DDL Data Definition Language

DEFQ Data Entry Forms and Queries
DML Data Manipulation Language

EAR Enterprise Archive

EJB Enterprise JavaBean

ERM Enterprise Resource Management
FTP File Transfer Protocol

HDFS Hadoop Distributed File System
HTTPS Hypertext Transfer Protocol Secure
J2C J2EE Connector

J2EE Java 2 Enterprise Edition

JCE Java Cryptography Extension
JDBC Java Database Connectivity
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Abbreviation Meaning

JDK Java Development Kit

JNDI Java Naming and Directory Interface

JRE Java Runtime Environment

JVM Java Virtual Machine

LDAP Lightweight Directory Access Protocol

LHS Left Hand Side

MFA Multi-Factor Authentication

MOS My Oracle Support

OFSAA Oracle Financial Services Analytical Applications
OFSAAI Oracle Financial Services Analytical Application Infrastructure
OFSAAAI Oracle Financial Services Advanced Analytical Applications Infrastructure Application Pack
OHC Oracle Help Center

OLAP On-Line Analytical Processing

OLH Oracle Loader for Hadoop

ORAAH Oracle R Advanced Analytics for Hadoop

(0 Operating System

RAM Random Access Memory

RDBMS Relational Database Management System

RHEL Red Hat Enterprise Linux

SFTP Secure File Transfer Protocol

SID System Identifier

SSL Secure Sockets Layer

TNS Transparent Network Substrate

URL Uniform Resource Locator

VM Virtual Machine

WAR Web Archive

XML Extensible Markup Language
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2 Overview of OFS RCA Reports

Oracle Financial Services Retail Customer Analytics (OFSRCA) offers the following dashboards that
organize different kinds of reports by subject area.

These reports present:

e Predictive analysis to determine cross sell/up-sell scores, product, and channel propensities
leveraging transactional /behavioral data.

e ROl of campaigns over time (transaction performance needs to be measured for at least over 12
months for accurate LTV predictions)

e Prospect/list scoring leveraging any internal/bureau information, cluster analysis, and projected
NPV.

e Customer Segmentation.
e Wallet Share (spend diversity, activation, and so on) and Attrition analysis.

e Performance tracking of current campaigns across key measures like Sales, Asset, and Liability
balances, Fee-based product subscriptions and sustained performance over time, Credit score
distribution of new accounts sourced, and early alerts on any negative skews.

2.1 Dashboards

OFSRCA has been segregated into four key dashboards and each of these dashboards contains several
tabs.

e Campaign Analytics
e Channel Analytics

e Customer View

e Predictive Models

e Sales Funnel

o Web Analytics

2.1.1 Campaign Analytics

The following tabs are present in the Campaign Analytics dashboard:
e Campaign Summary
e Response Tracking
e Campaign Performance

The following sections describe the essential nature of the available reports as per each tab:

2.1.1.1 Campaign Summary

This tab contains the following reports:

Current Month Active Campaigns: This report gives details of the effectiveness of active campaigns in
terms of response received from the target audience and the expected value to be generated.
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Figure 1: Current Month Active Campaigns Report

[Corrant Month Active Campaigns
[Time run: 2/5/2015 3:35:18 oM

Amount in Milliens (USD)

Expicted
Campaign DA\ | Campaign Descriphion  Shart Date (EndDete | Extimabed Marketing Cost | Total Mail Base N 0F | Respponse Rate (7%) [Expecied NPV | Ackual NPY| NPY/Experse:
Lo Ratio (%)

CAMP2 Add on card free 01-0ct-2010 |30-Jun-2012 0.00%
CAMPS Platinum card offer | 15-Apr-2010 |31-May-2013 a 0.00%

e

Future Campaigns: This report gives details of the expected effectiveness and associated costs of future
campaigns.

Figure 2: Future Campaigns Report

Future Campaigns
Time run: 2/5/2015 3:35:18 PM

Time | Campisign ID | Campaign Mame Product StartDate  [End Dake | Foced Cost| Visrisble Cost | Incentive Cast [N, of Accounts | Totsl Ml Base | Expected Respinse Rk (%) [Sabes | New Balances | O#her Income | Expected NPV
[» 2010 |CAMPOL Mew Car Loan Campaign | Auto Loan 01-Mar-2011 | 28-Jun-2011 1158 0.00%
Cards 01-Mar-2011 | 28-Jun-2011 785 2 150.00% £.82
Casz 01-Mar-2011 | 28-Jun-2011 2.80 0.00%
Martgage 01-Mar-2011 | 28-Jun-2011 14,75 0.00%
Term Deposits (01-Mar-2011 | 28-Jun-2011 17.80 0.00%

Anzhze -Edt - Refrech

Campaign Performance for Campaigns Ending in the Last Two Quarters: This report gives details of
the effectiveness of campaigns conducted in the last two quarters in terms of response received from the
target audience and the expected value to be generated.

Figure 3: Campaign Performance for Campaigns Ending in Last Two Quarters Report

Campaign Performance for Campaigns Ending in Last Two Quarters
Time run: 7/2/20146:42: 16 PM
Amount in Millions (USD)
e o =
Quarter |Campaign ID |Campaign Description StartDate |EndDate |Marketing| Total Mail Base pli0 . . e Expected NPV | £,

o Ratio |

2010-Q1[CAMPOL_|New Car Laan Campaign 01-Mar-2011 |28-Jun-2011 2 3 150 6.82 171
CAMPID___|Add on card free 01-0ct-2010 | 31-Dec-2010 | 412.73 4 5 125 154 0.3
CAMP11___|Free insurance ongold card __|01-Dec-2010 | 28Feb-2011 | 412.73 4 3 o7 5.08 203

CAMP 12 Petra card with bonus points. 01-Oct-2010 | 28+Feb-2011 412.73| 4 5 125 7.66 193
CAMP14__|GetGold Card win Gold Coin | 15-May-2010 |31-Dec-2010 | 412.73 4 5 125 6.83 171

CAMP1S  |SpeedLoan 27-0ct-2010 [31-Jan-2011 4 5 125 8.7 280
CAMP16___|Truck Loan at TATA Shawroem | 17-4ug-2010 |31-Jan-2011 4 5 135 8.55 174

CAMP17 _|Used Car Loan 01-Dec-2010 [31-Dec-2010 4 5 125 7.79 158
CAMP18 _|Saving Account with Intl Debit |30-Apr-2010 |31-Dec-2010| 4 5 L2s] 104 0.24|

CAMP1S __[Super OD Fadiity 05-Apr-2010 [31-Dec-2010| 2,063.63 2 3 150 6.82 1.60
CAMP20 Zero Balance Account 30-Oct-2010 |28-Feb-2011 4 5 1.25 6.83 160
CAMP25___|Drive Car from Maruthi Showroo | 10-Oct-2010 |31-Dec-2010 4 3 o7 6.91 146

CAMP27 [Term Deposit for Senior Citize  [10-1-2010 |28eb-2011 4 3 em 6.89 145
CAMPZS | Corporate Vedhile Loan 10-0ct-2010 |25-Feb-2011 4 5 125 7.81 164

CAMP29 |Fixed Deposit @ 10%p.a. 17-3un-2010 [31Dec-2010 4 5 125 ose| o1

B FRows1-15
Edit -Refresh -Print -Export - Copy

Campaign Performance by Response Rate: This report gives details of the effectiveness of a campaign
in terms of response received from the target audience.

Figure 4: Campaign Performance by Response Rate Report
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2.1.1.2

Campaign Performance by Response Rate
Time run: 2/5/2015 3:35:18 PM

Amaunt in Millions (USD)

Conmprtign TD | Carnpstign Destription Tokal Ml Base | No. of Responders Response Rite (3] | No. of Acrsunts | Conversion Rabe (36) | Erog oo 580 | gupnce Fee Charges
MG Missing Campaign 0 0.00% 0.58
MSGh o 0.00% 0.45
OTH Other Campaign [ 5 0.00% 0.20 [19.30)
OTHh 0 0.00% 0.37]
CAMPOL Naw Car Loan Campaign 2 3 150% 0.00% 4.00
CAMP1S Super QD Facility 2 3 150% 5 0.00% 427
CAMPE Personzl loan in 2 day 2 E] 150% 0.00% 5.36
CAMPLL Free insurance on gold card 4 3 0.75% 1 0.00% 3.58 284
CAMP25 Drive Car from Maruthi Showroo 4 3 0.75% 0.00% 4.75
CAMPI7 | Term Deposit for Senior Gitize 4 3 0.75% 0.00% 4.75
CAMP10 \Add on card fres 4 5 0.62% 1 0.00% 4.00 3.00
CAamP12 Petra card with bonus points 4 5 0.63% 1 0.00%: 3.98 2.95
CAMP14 Get Gold Card win Gold Cain 4 5 0.62% 1 0.00% .98 3.00
CAMP15 Speed Lozn 4 5 0.63% 0.00% 4.32
CAMPiE |Truck Loan at TATA Showroom 4 5 0.63% 0.00% 452
b 1f b Rows1-15
M Response Rate (%) = Conversion Rate (%)
1.80
1.50
£
< 120
o
o
@ 0.0
£
S
a
o 080
o
0.30
0.00

OTH  CAMPO1 CAMPZ CAMP25 CAMPID CAMP14 CAMPIE CAMP18 CAMP2E  CAI
o7 oo

Uemk  ATHR  PAMDAG  FALDIA PAN FAMDID PAMDIE PAMDAT FAMDIN CAN
Anahze - Edit - Refrash

Response Tracking

This tab contains the following reports:

Conversion Rates across Campaigns: This report shows the conversion that has been achieved with
respect to the leads for a campaign.

Figure 5: Conversion Rates across Campaigns Report

Conversion Rates across Campaigns
/5/2015 3:45:37 PM

Campaign Id | Campaign ipt Conversion Rate (%) Conversion Rate (%)
RN L e G o CRRR N = 5
CAMEDIAdd on cadi freel: ~0.00% Add on card free W Al
CAMP11 Free insurance on gold card 0.00% y B CANF
CAMP12 |Petro card with bonus points 0.00% Drive Car:from Maruinl, Show1vo  CAM
CAMP14 Get Gold Card win Gold Coin 0.00% S Free insurance on gold card H CAME
CAMP15  |Speed Loan 0.00% = - CA:‘"
CAMP16  |Truck Loan at TATA Showroom 0.00% s New: Car Laan. Campalon Eﬁh::
CAMP17  |Used Car Loan 0.00% & Personal loan with zero docume B CAMF
CAMP1S Saving Account with Intl Debit 0.00% S s B CANF
CAMP19  |Super OD Facility 0.00% | g CAMF
CAMP20  |Zero Balance Account 0.00% £ Speed Loan W CAME
CAMP25  |Drive Car from Maruthi Showroo 0.00% S CANE
Term Deposit for Senior Citize W CANF
7 o= H CAM
CAMP27  |Term Deposit for Senior Citize 0.00% Used Car Loan B CAE
CAMP28  |Corporate Vechile Loan 0.00% B CAMF
CAMP25 _ |Fixed Deposit @ 10% p.a. 0.00% 0.00% 0.12% 024% 0.36% 0.48% 060% 072% 0.84% 096% M CAMF
CAMP7 Platinum card offer 0.00% I CAMF
CAMPS __|Personal loan in a day 0.00% Conversion Rate (%)
cAMPY Personal loan with zero docume 0.00%

Analyze - Edit -Refresh

Response Rates across Campaigns: This report allows a comparison of conversion rates across
campaigns.

Figure 6: Response Rates across Campaigns Report
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Response Rates across Campaigns
Time run: 2/5/2015 3:45:37 PM

Campaign Id| Campaign Description Response Rate (%) Response Rate (%)
CAMPOL New Car Loan Campaign 150.00%
CAMP10 Add on card free 125.00% Add on card free W CANF
CAMPi1  |Freei on gold card 75.00% ) ) CAMF
CAMP12 | Petro card with bonus points 125.00% Drive Car trombanithi Showroo =CAMF
CAMP14 |Gt Gold Card win Gold Coin 125.00% s Free insurance on gold card I CAMF
CAMP1S  |Speed Loan 125.00% = ) [ CAME
CAMP16 | Truck Loan at TATA Showroom 125.00% s New Car Loan Campaign - CC:::E
CAMP17  |Used Car Loan 125.00% & Personalloan with zero docume B CAMF
CAMP18  |Saving Account with Int| Debit 125.00% = . B CANF
CAMP1S  |Super OD Facility 150.00% 3 CAMF
CAMP20 | Zero Balance Account 125.00% £ Speed Loan W CAMF
CAMP25 | Drive Car from Maruthi Showroo 75.00% S CAME

Term Deposit for Senior Citize W CANF
CAMP27 | Term Deposit for Senior Citize 75.00% Used Car Loan : g:;‘:i
CAMP28 | Corporate Vechile Loan 125.00% B CAMF
CAMP2S | Fixed Deposit @ 10% p.a. 125.00% 0.00% 29.99% 59.98% 89.97% 119.96% 149.95% 179.94% [ CAMF
camp? Platinum card offer 125.00% B CAMF
CAMPE |Personal loan in a day 150.00% Response Rate (%)
camps Personal loan with zero docume 125.00%

Analyze -Edit - Refresh

Response Metrics: This report provides a detailed account of the effectiveness of the campaign in terms
of responsiveness and conversions.

Figure 7: Response Metrics Report

Response Metrics
Time run: 2/5/2015 3:45:37 PM

Time | Campaign ID [Campaign Name StartDate | End Date Total Mail Base | No. of Response Rate (%) |No. of New Accounts | No. of G Conversion Rate (%) | No. of New Activations | Opt-Outs

- 2010 |CAMPO1 New Car Loan Campaign 01-Mar-2011 | 28-Jun-2011 2 0 0.00% 1]
CAMP10 Add on card free 01-0ct-2010 |31-Dec-2010 4 ] 0.00% o ]
CAMP11 Free insurance on gold card 01-Dec-2010 | 28-Feb-2011 4 ] 0.00% o 1]
CAMP12 Petre card with benus points 01-0ct-2010 | 23-Feb-2011 4 0 0.00% o ]
CAMP14 Get Gold Card win Gold Coin 15-May-2010 | 31-Dec-2010 4 0 0.00% o ]
CAMP1S Speed Loan 27-0ct-2010 |31-Jan-2011 4 ] 0.00% o
CAMP16 Truck Loan at TATA Showroom [17-Aug-2010 |31-Jan-2011 4 0 0.00% 0
CAMP17 Used Car Loan 01-Dec-2010 | 31-Dec-2010 4 0 0.00% o
CAMP18 Saving Account with Intl Debit  |30-Apr-2010 |31-Dec-2010 4 0 0.00% ']
CAMP19 Super OD Fadility 05-Apr-2010 | 31-Dec-2010 2 ] 0.00% o ]
CAMP20 Zero Balance Account 30-Oct-2010 |28-Feb-2011 bl o 0.00% 1]
CAMP2S Drive Car from Maruthi Showroo | 10-0ct-2010 |31-Dec-2010 4 0 0.00% 0
CAMP27 Term Deposit for Senior Citize  [10-Jul-2010 |28-Feb-2011 4 0 0.00% ']
CAMP28 Corporate Vechile Loan 10-Oct-2010 | 28-Feb-2011 4 ] 0.00% o
CAMP29 Fixed Deposit @ 10% p.a. 17-Jun-2010 |31-Dec-2010 4 o 0.00% o

E h a g Rows 1-15
Analyze - Edit - Refresh

Detailed Campaign Response: This report provides a detailed account of the effectiveness of campaign
offers in terms of responsiveness and conversions.

Figure 8: Detailed Campaign Response Report
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Detailed Campaign Response
Time run; 2/5/2015 3:45:37 PM
Time | Campaign Id Campaign Name Offer Product | No. of Response Rate (%) | No. of G ions | C ion Rate (¥s) | No. of New Activations | Opt-Outs
- 2010 | CAMPOL MNew Car Loan Campaign Direct Mail A Ad3 Cards 1] 0.00% 0
EM - Photo Printer Up-sell Treatment B |PH - PCS Cards 3 0.00% 0 0.00% 0
Digital
Camera and
Photo
Printer
Package
Telesales
CAMP10 | Add on card free Direct Mail A Ad3 Auto Loan 0 0.00% Q
Term Deposits 0 0.00% 0
EM - PCS BigBang Reminder EMCO - PCS |Auto Loan 3 0.00% ] 0.00% ]
Business
Solutions
Seminar -
Confirm
Unsubscribe
EMCI - PC5 BigBang - Confirm Subscribe |DM - PCS  |Cards 3 0.00% 0 0.00% 0
Photo
Printer
Promotion
CAMP11 Free insurance on gold card |Direct Mail A Ad3 Cards 0 0.00% 0
Term Deposits 0 0.00% Q
EM - PCS Photo Printer Survey Ad4 Mortgage 3 0.00% 0 0.00% 0
CAMP12 Petro card with bonus points | DM - Multi-media Quickstart Catalog EM - Photo |Auto Loan 3 0.00% 1] 0.00% 0
Printer Up-
sell
Treatment
A
Direct Mail A Ad3 Cards 0 0.00% 0
Mortgage ] 0.00% 0
EM - PCS5 Roadshow Invite - SMB PH - Casa 3 0.00% 0 0.00% Q
Roadshow
Telesales
Follow-up
CAMP14 Get Gold Card win Gold Coin | Direct Mail A Ad3 Casa o 0.00% 0
Mortgage 0 0.00% ]
i db 7 Rows1-15
Analyze - Edit - Refresh

2.1.1.3 Campaign Performance

This tab contains the following reports:

Performance Metrics: This report tracks the performance of a campaign in terms of its responsiveness of
leads and value (income) generation.

Figure 9: Performance Metrics Report

Performance Metrics
Time run: 2/5/2015 3:50:13 PM
Amount in Millions (USD)
Campaign 2 No. of Conversion Rate | No. of New Total Mail | Total Average Response Rate  |Expected | Actual Marketing Net
Time |pp Campaign Name StartDate |EndDate ¢ ' (%) Accounts Base Sales Balance (%) NPV Expense Income
> 2010 | CAMPO1 New Car Loan Campaign 01-Mar- 28-Jun- 0 2 0.00% 7
2011 2011
CAMP10  |Add on card free 01-Oct- |31-Dec- 0 4 0.00% 2
2010 2010
CAMP11 Free insurance on gold card | 01-Dec- 28-Feb- Oi 4 0.00% 8
2010 2011 |
CAMP12 Petro card with bonus points |01-Oct- 28-Feb- 0 4 0.00% 8
2010 2011 |
CAMP14 Get Gold Card win Gold Coin |15-May- 31-Dec- 0 | 4 0.00% 7
2010 2010
CAMP15 Speed Loan 27-Oct- 31-Jan- 0f 4 0.00% 14
2010 2011 |
CAMP16 Truck Loan at TATA 17-Aug- 31-Jan- 0 | 4 0.00% 9
h 2010 2011
CAMP17 Used Car Loan 01-Dec- 31-Dec- o 4 0.00% 8
2010 2010 |
CAMP18 Saving Account with Int 30-Apr- 31-Dec- 0 | 4 0.00% 1
Debit. 2010 2010 |
CAMP1S Super OD Fadlity 05-Apr- 31-Dec- 0 2 0.00% 7
2010 2010 |
CAMP20 | Zero Balance Account 30-Oct- 28-Feb- 0 | 4 0.00% 7
2010 2011
CAMP25 Drive Car from Maruthi 10-Oct- 31-Dec- of 4 0.00% 7
Showroo 2010 2010
CAMP27 Term Deposit for Senior Citize |10-Jul-2010 |28-Feb- 0 i 4 0.00% 7
2011 |
CAMP28 Corporate Vechile Loan 10-Oct- 28-Feb- 0 4 0.00% 8
2010 2011 |
CAMP29 Fixed Deposit @ 10% p.a. 17-Jun- 31-Dec- 0 4 0.00% 1
2010 2010
5 PP Rows1-15
Analyze - Edit - Refresh

Marketing Expense Across Campaigns:
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Figure 10: Marketing Expense Across Campaigns Report

Marketing Expense Across Campaigns
Time run: 2/5/2015 3:50:13 PM

Analyze by |Marketing Expense per ResponderEl

Marketing Expense per Responder

Add on Free Get Gold Wahila Other Petro card

card free  insurance Card win  Seva 2013 Campaign  with bonus

2010 on gold Gold Coin 2010 points 2010
card 2010 2010

Campaign Mame

Analyze - Edit - Refresh

Account

Debit 2013

Speed Super 0D
Loan 2013 Facility
2010

Marketing Expenses Over the last 5 Years:

Figure 11: Marketing Expenses Over last 5 Years Report

Marketing Expenses Over last 5 Years
Time run: 2/9/2015 2:27:18 FM
Amount in Millions (USD)
sgsez, P
5,999 94 E Sup_e_r oD
Facility
499995 Petro
- card with
& E bonus
2 3,99%95 points
©n
=
m Other
£ 2,998.97 E Campaign
=
1,999 98 Get Gold
B Card win
599,99 Gold Coin
Free
o iNEUTANCE
0.00 = on gokd
2mo card
Time -
Analyze - Edit - Refresh

Acquisitions Over the last 5 Years: This report gives the distribution of newly acquired customers
attributing the customer to the campaign through which they were acquired.
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Figure 12: Acquisitions Over last 5 Years Report

Acquisitions Over last 5 Years
Time run; 2/5/2015 3:50:13 PM

Analyze by | No. of New Customers [ |

Aadhar Campaign W Add on card free
W lAahila Seva Personal loan with zero docume
W Platinum card offer Saving Account with Intl Debit
Il Speed Loan I Term Deposit for Senior Citize

W Truck Loan at TATA Showroom [l World Cup Campaign

Mo. ofAquisitions
=]

23

Time

Analyze - Edit - Refrash

Cost Per Acquisition (CPA): This report describes the cost incurred in acquisition per account over some
time.

Figure 13: Cost Per Acquisition (CPA) Report
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Cost Per Acquisition (CPA)
Time run: 2/5/2015 3:50:13 PM

i

=

=

= .
= == Corporate Seling
£ = pstitutional Sales
= == [lerchandising
x == Retail Channel
[k

o

=

(=]

L]

201 2012 2013

Time

Analyze - Edit - Refresh

Pre-post Performance (Existing Customers) - Net income: This report indicates the effectiveness of the
campaign in terms of making a change in the net income of the target customers.

Figure 14: Pre-post Performance (Existing Customers) - Net income Report

Pre-post Performance (Existing Customers)- Net income
Time rum: 2/5/2015 3:50:13 PM

HI [ Customer_Pre-campaign NI/ Customer_Post-

Campaign
Campaign Desc Campaign ID | Existing Customer Base Responders | Mon-Responders
Mahila Seva CAMP10
Saving Account with Int Debit | CAMP1
Speed Loan CAMP2

-

Analyze - Edit - 25

Pre-post Performance (Existing Customers) - Balance: This report indicates the effectiveness of the
campaign in terms of making a change in the average balance of the target customer.

Figure 15: Pre-post Performance (Existing Customers) - Balance Report
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Pre-post Performance - Balances
Time run: 2/5/2015 3:50:13 PM

NI/ Customer Pre-campaign NI / Customer_Paost-

Campaign
Campaign Desc Campaign ID | Total Mail Base Responders | Non-Responders
Mahila Seva CAMP1D
Saving Account with Intl Debit |CAMPL
speed Loan CAMPZ

Analyze - Edit - Refresh

Net Income brought in across Campaigns: This report displays the income that has been generated
through any campaign.

Figure 16: Net Income brought in across Campaigns Report

Net Income brought in across Campaigns
Time run: 2/5/2015 3:50:13 PM

Amount in Millions (USD) Amount in Millions (USD)
Campaign Id | Campaign ipti Net Income Net Income
CAMP1 Saving Account with Intl Debit -
49
CAMP10  |Mahila Seva
MW CAMP1
29 W CAMP1O
CAMP2 Speed Loan W CAMP2
W CAMP3
Net Income B CANP4
2| M CAMPS

CAMP3 Add on card free

¥ CAMPS
43 W CAMP7
CAMP4 Platinum card offer Ex=> W CAMPE
CAMPS
2
36

CAMPS Personal loan with zero docume

Net Income

24

CAMPS Truck Loan at TATA Sh

20

CAMP7 ‘Term Deposit for Senior Citize

24

Analyze - Edit - Refresh

Net Income per Lead: This report provides details of the income that has been generated per lead for
each campaign.

Figure 17: Net Income per Lead Report
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Net Income per Lead
Time run: 2/5/2015 3:50:13 PM
Amount in Millions (USD) Amount in ions (USD)
e el Total Mail Base | Net Tncome ’L";:dl"“""‘e" Net Income/ Lead
CAMPO1 Mew Car Loan Campaign 2 0.0000| ~ CAMPO1 New Car Loan Campaign
CAMPL  |Saving Account with Intl Debit 0.0000 | 5 CAMP0 Add on card free
0.0000 % CAMP11 Free insurance on gold card
SR L L CAMPIG Truck Loan st TATA Showroom
CAMP10 Add on card free 4 0.0000 o
WMahila Seva 0.0000 = =3 CAMF2 Speed Loan
0.0000 g CAMP2S Drive Car from Maruthi Showroo
28,6512 0.0000 § CAMP3 Add on card free
CAMP11 Free insurance on gold card 4 0.0000 = CAMP4 Platinum card offer
CAMP12 | Petro card with bonus points 4 0.0000 E CAMPS Truck Loan at TATA Showroom
CAMP14 Get Gold Card win Gold Coin 4 0.0000 T CAMPT Term Deposit for Senior Citize
CAMP15  |Speed Loan 4 0.0000 E CAMPE World Cup Campaign
CAMP16 Truck Loan at TATA Showroom 4 0.0000 8 CAMPI Aadhar Campaign
CAMPL7 _ |Used Caf Loan 4 0.0000 00000 18999 39993 59997 79995 00095 118994 130003
CAMP18 Saving Account with Intl Debit 4 0.0000
CAMP19 | Super 0D Facility 2 0.0000 MetIncome/ Lead
CAMP2 Speed Loan 0.0000
0.0000
41.5371 10.3843
CAMP20 Zero Balance Account 4 0.0000
CAMP25 Drive Car from Maruthi Showroo 4 0.0000
CAMP27 Term Deposit for Senior Citize 4 0.0000 ~
Analyze - Edit - Refresh

Net Income/Marketing Expense Ratio: This report displays the income that has been generated through
a campaign in correspondence to the marketing expense that has been incurred.

Figure 18: Net Income/Marketing Expense Ratio Report

Net Income/ Marketing Expense Ratio
Time run: 2/5/2015 3:50:13 PM
Amount in Millions (USD) Amount in Millions (USD)
Marketing Net Income| Net Income/ Marketing Net Income/ Marketing Expense
Campaign Id | Campaign i Expense Expense
CAMPL |Saving Account with Intl Debit | | Ol . CAMP1 Saving Account with Intl Debit
0
- . 2 CAMP10 Mahila Seva
CAMP10  |Mahila Seva 0 g CAMP2 Speed Loan
0 =2 CAMP3 Add on card free
2 < 5 CAMP4 Plat d offe
@ X
CAMP2  |Speed Loan 0 a atinum card ofier
0 % CAMPS Personal loan with zero docume
o
42 Oi= < CAMPS Truck Loan at TATA Showroom
CAMP3  |Add on card free 0 c .
| B 0 =3 CAMPT Term Deposit for Senior Citize
@
CAMP4 Platinum card offer 0 £ CANMP8 World Cup Campaign
— o
2 0 o CAMP3 Aadhar Campaign
36 0 0 1
CAMPS | Personal loan with zero docume 0
0 Net Income/ Marketing Expense
24 o
CAMP6. Truck Loan at TATA Showroom 0
0
. 2 g
CAMP7 | Term Deposit for Senior Citize | 0
| o~
Analyze - Edit - Refresh

2.1.1.4 Contact Frequency

Figure 19: Contact Frequency Report
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Contact Frequency
Time run: 2/10/2015 3:35:23PM

No. of Contacts| 24,000
OTHERS

T 20,000

4,355
4331
4,364
12,386
20,769
20,895
20,768

20,813

16,000

o b e

OTHERS, No.
w of Open
Customers

T

o \na\!

5
8
w
]
S

S 6 74 8 9 10

[N}
w
-~

Decile

Analyze -Edit -Refresh

2.1.2 Channel Analytics

The following tabs are present in the Channel Analytics Dashboard:
e Originating Channels
e Transaction Channels
e Service
e Channel Effectiveness

The following sections describe the essential nature of the available reports as per each tab:

2.1.2.1  Originating Channels

This tab contains the following report:

Response Rate by Origination Channel: This report enables a comparison of channels in terms of
effectiveness for responses when used for initiation.

Figure 20: Response Rate by Origination Channel Report

Response Rate by Origination Channel
Time run: 2/5/2015 3:35:30 PM

Response Rate (%)

Advertisements
Channal R Rate (%) Branch Walk-ins
Advertisements 37.50
Branch Walk-ins 27.08| | @ Customer
= Referral
Customer Referral 28.13 S
Direct Mailing 26321 o Direct Mailing
Internet 37.50
Qutbound Telemarketing 26.42 Internet
Cutbound
Telemarketing
0.00 4.9% 553 14.97 19.96 2485 2994 34.93 39.92
Response Rate (%)

Analyze - Edit - Refresh
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Approval Rate by Origination Channel: This report enables a comparison of channels in terms of
effectiveness for approvals when used for initiation.

Figure 21: Approval Rate by Origination Channel Report

|Approval Rate by Origination Channel

Time run: 2/5/2015 3:35:30 PM Approval Rate (%)

Corporate
Selling
Channeal Approval Rate (%)
Corporate Selling 50 T o
Institutional 100 5 Instrtugg E:_J
Sales S
Merchandising 65
Merchandising
0 20 40 &0 &0 100 120

Approval Rate (%)

Analyze - Edit - Refresh

Channel Propensity: This channel denotes the propensity of a channel for a particular product.

Figure 22: Channel Propensity Report

Channel Propensity
Time run: 2/10/2015 3:38:00 PM
Product Name |Fixed Rate Deposit E]

[Channel AN

Channel Propensity No. of Customers | Section wise Yo

Score Range

Branch Walk-ins | 600 - 670 63 23.4%
671 - 700 21 9.2%

701-740 36 13.4%

741 - 800 55 20.1%

> 800 91 34.0%

Direct Mailing 1600 - 670 119 24.2%
671-700 44 8.7%

701-740 65 13.1%

741 - 800 86 19.2%

> 800 155 34.8%

Internet 600 - 670 116 22.5%
671 -700 50 8.7%

701-740 60 13.3%

741 - 800 82 20.3%

> 800 177 35.2%

Miscellzneous {600 - 670 57 23.7%
671-700 14 9.7%

701-740 31 14.0%

741 -800 48 20.9%

> 800 77 31.8%

Analyze -Edit -Refresh
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2.1.2.2 Transaction Channels
This tab contains the following reports:

Customer Contacts by Channel and Customer Segments: This report displays the customers across
dimensions that have been contacted for a type of transaction through different channels.

Figure 23: Customer Contacts by Channel and Customer Segments Report

Customer Contacts by Channel and Customer Segments
Time run: 2/5/2015 4:13:42 PM

Customer Segments | Age El

Analyze by | MNo. of Monetary Transactions El

No. of Monetary Transactions

Service Channel :0 -100  |50-60 40 - 50 30-40 Total

ears years years years

ATM 1 1
BRAN 4 i 3
BRANCH 1 1 1|3
NET i 2 i 1|5
POS i ] 4 13
TELE i i 1|3

Anahyze - Edit - Refresh

Analysis of Time Spent: This report provides details of the time spent for any interaction with the
customer across customer dimensions and through the channel of contact.

Figure 24: Analysis of Time Spent Report

Analysis of Time Spent
Time run: 2/5/2015 4:13:42 PH

Customer Segments | Age El

Analyze by | &vg No, of Contacts per Customer El

Avg No. of Contacts per Customer

Service Channel gga-rslﬂﬂ 50 - 60 years |40 - 30 years |30 - 40 years Total
ATH 1 1
ERAN 7 2 2
ERANCH 2z 1 2|5
NET 1 2z 3 2|8
POS 1 & 4 2(13
TELE 1 3 2|6

Analyze - Edit - Refresh

Multi-Channel Interaction: This report shows the details for customers interacting through multiple
channels across different customer attributes.

Figure 25: Multi-Channel Interaction Report
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Multi-Channel Interaction
Time run: 2/5/2015 4:13:42 PM

Customer Segments | Age E|

Analyze by | No. of Customers El

Mo. of Customers

Channel Count | 60 - 100 years |50 - 60 years |40 - 50 years

1 Channel 2 B 4
2 Channels 1 2 1
3 Channels

Analyze - Edit - Refresh

No of transactions: This report gives details of the number of monetary as well as non-monetary
transactions that are carried out through a channel across customer dimensions.

Figure 26: No of transactions Report

No of transactions
Time run: 2/10/2015 1:46:44 PM

Time Period [2013-Q1[¥]  Customer Age Bend [40 - 50 years[¥]  Customer Income Band 500,000 - 2,500,000[%]  Region [East [¥]
| Channel Nu.ofMonetaryTransadiomi"o‘quﬂ'Mumw
[pos 1] 0

|

Anzhyze - Edit - Refresh

Channels used for transaction types: This report displays the distribution across channels of a particular
transaction type.

Figure 27: Channels used for transaction types Report

Channels Used for Transaction Types
Time run: 2/5/2015 4:13:42 PM

Customer Age Band |40 - 50 years[¥]  Customer Income Band | 500,000 - 2,500,000[¥] Region [East [v]
[Transacton | No. of Transactions (%) ]
Type/Channel iAm | BRAN |BRANCH |NET|POS |
|Cash withdrawal | ] | | ]100.0%|
Analyze -Edit - Refresh

Debit Transaction Amount Distribution (Branches): This report displays the distribution of debit
transactions across different bands of transaction amounts.

Figure 28: Debit Transaction Amount Distribution (Branches) Report
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Debit Transaction Amount Distribution (Branches)
Time run: 2/5/2015 4:13:42 PM

No. of Transactions

& 1,000

S To

¥ 2,000
No. of 5
Transaction Amount Range | Transactions E
1,000 To 2,000 1 <L
More Than 10,000 1 E
=

& More

5 Than

= 10,000

0 1

Mo. of Transactions

Analyze - Edit - Refrash

ATMs

()l Column Valuzs) »| _PApply Reset

Credit Transaction Amount Distribution (Branches): This report displays the distribution of credit
transactions across different bands of transaction amounts.

Figure 29: Credit Transaction Amount Distribution (Branches) Report

Credit Transaction Amount Distribution (Branches)
Time run: 2/5/2015 4:13:42 PM

No. of Transactions

S 1,000

= To

e 2,000
No. of s
Transaction Amount Range |Transactions E
1,000 To 2,000 1] T
More Than 10,000 o _5
k=)

& More

5 Than

= 10,000

Mo. of Transactions

Analyze - Edit - Refrach

Debit Transaction Amount Distribution (ATMs): This report shows the distribution of debit transactions
across different transaction amount ranges thus signifying the concentration of transaction amount.

Figure 30: Debit Transaction Amount Distribution (ATMs) Report
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Debit T jon Amount Distribution (ATMs)
Time run: 2/10/2015 1:50:20 PM

No. of Transactions

@
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s To
= 50000
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Anzhyze - Edit - Refresh

Credit Transaction Amount Distribution (ATMs): This report displays the distribution of credit
transactions across different bands of transaction amounts.

Figure 31: Credit Transaction Amount Distribution (ATMs) Report

Credit Transaction Amount Distribution (ATMs)
Time run: 2/10/2015 1:50:20 PM

No. of Transactions

e [Ne.of s
[Transaction Amount Range | Transactions 3
12,000 To 5,0000 ] g 2000
z To
€ 50000
@©
&
2
o El

Analyze - Edit - Refresh

Region wise Transactions by Channel Over a Period of Time: This report gives details of the number of
monetary and non-monetary transactions and the number of customers transacting through a particular
channel in a certain period.

Figure 32: Region wise Transactions by Channel Over a Period of Time Report

Region wise Channel Performance Over a Period of Time
Time run: 2/5/2015 3:49:06 PM

IE No. of Monetary Transactions IE No. of Non Monetary Transactions < No. of Customers

T G s Location Ll S0 [t N oo 3
1 2013 | ATMODL = S i il 2|
ATMO02 1 0 1 30|
ATMO0A 2| 1 3| ‘
BRANOL 0 1 1| 2 25|
|sRan02 2 1 3 2 |
[8Ran03 2 1 3 § 20
[BRANG4 1 1 2 c
|neTor 1 0 1 = 15
NETO2 2| 1 3 5
NET03 2| 3 3| S 4
1 z
NETO4 0 1 1 ‘
POS1 4 0 3 -
fRost— 2L —uil L
|POS3 3 0 3
|TELEOZ - — 3] 1 4 0 2012
D S Rows1-15

Unsuccessful Transactions - Current Report Period: The number of unsuccessful transactions is shown
across time and their distribution by reasons for failure are shown in this report.
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Figure 33: Unsuccessful Transactions - Current Report Period Report

Unsuccessful Transactions - Current Period Report
Time run: 2/10/2015 3:53:35PM

Amount in Millions (USD)

Error Description Tmzéut -

0.02

0.01 e

Transaction Amount

0.00
05-Dec-102010  06-Dec-102010  07-Dec-102010  08-Dec-102010  09-Dec-102010  10-Dec-10 2010

Transaction Date

Error Description  Time Out -
2010

Transaction Type 05-Dec-10 06-Dec-10 07-Dec-10 08-Dec-10 09-Dec-10 10-Dec-10

ATM Cash wdl 0.00 0.00 0.00 0.00
Cash Deposit 0.00 0.00 0.00
Complaints 0.00 0.00 0.00
Enquiry 0.00 0.00 0.00
Issue of DD/BC 0.00

Point of sale 0.00 0.00 0.00 0.00 0.00 0.01
Requests 0.01 0.00 0.00 0.00 0.00 0.00
SI 0.00 0.00 0.00 0.00 0.00

Tr. Between Two Clients(same Branch) 0.00 0.00 0.00 0.00 0.00
Tr. Between Two accountsi( Branch) 0.00 0.00 0.00 0.00
Utility Payments 0.00 0.00 0.00 0.00 0.00 0.00

Refresh -Print -Export - Add to Briefing Book - Copy

Branch Utilization by Region: This report provides details of the transactions that have occurred at any
branch.

Figure 34: Branch Utilization by Region Report

Branch Utilization by Region
Time run: 2/5/2015 4:13:42 PM

Regian

Amsunt in Millibns (USD) Amaunt in Millisns (USD)

Craditd Transaction Amount[w]

Time [ranen [creamea Transaction Amouns| et Tranzaction Amoant | mo. of Castamers

I 2013 | Chennai 0.00 0.04 0.03) 7
Mumb=: 0.00 0.04] 0.03) 4 0.01
Bangalore 0.00 n.% 0.03) B
Dehi 0.00 002 0.0) 8
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Top 10 Branches by Utilization: This report displays the details of branch transactions for the topmost
used 10 branches.

Figure 35: Top 10 Branches by Utilization Report

Top 10 Branches by Utilization
Time run: 2/5/2015 4:13:.42 PM

Regien
Amaunt in Millions (USD) [ ]

T
Ho. of Transactions Mo. of Debited Transactions Ho
W Total Amount of Transactions - Ho. of Transactions

M Bangalore M Chennai [l Dehi Mumbai

14 29%
003 .
28.57%
0.01
28.57%

Znzhyze - Edit -Refresh

Total Amount of Trans actions
=
B3

ATM Utilization: This report provides details of the transactions that have occurred for any ATM.

Figure 36: ATM Utilization Report

ATM Utilization
Time run: 3/5/2015 4:13:42 71

Amsunt in Milligns (USD) Amount in Millisns (USD)

[Time | Brancn | o. of Transactions | 1va.of Monetary Transactions | Wo.of fon Manetary Transacions | Credited Transaction AL + | Debited Transaction Amaunt | Total Amaunt Transacted |No. of Customers
- 2013 | Chennai 1] 1 a 0.00 0,00 1 W No. of Transactions M No. of Customers -+ Total Amount

2
1L.l
n

Top 10 ATMs by Utilization: This report displays the details of ATM transactions for the topmost used 10
ATMs.

No. of Customers, No. of Tra

Znsie -Edt -Rafresh

Figure 37: Top 10 ATMs by Utilization Report

Top 10 ATMs by Utilization
Time run: 2/5/2015 4:13:42 PM

Amount in Millicns (USD) Amount in Millions (USD)
.ot fiom Crediea Desited -
Time  [ATo Code M2 08 o.of Monetan | Menetary Transaction [Transaction TOtal AMOUN | o, of Customers W Ho. of Transactions 1M Ho. of Customers.
reamenonn [N [vencactions | ameust Armout = # Total Amount Transacted
ATz | i il ol 00| | 00|

2
1_
I}

ATMONT 2013

No. of Tr

Znatize - EOit - Refresn

Top ATMs by Total Amount Transacted: This report gives details of the ATMs which have the maximum
transaction amounts.

Figure 38: Top ATMs by Total Amount Transacted Report

Top ATMs by Total Amount Transacted
Time run: 2/5/2015 4:13:42 PM

Amaunt in Milliens (USD)

Time [Cranne1 code | [instaistion Date e, or o ar users [otar |
= 2013[ATMD02 | [19-Hows8 | 1] 1] 0,00

Znsiyre -EOIL -Refresn
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No of channels used: This report displays the number of customers using a different number of channels
and the average net income generated through each such customer group.

Figure 39: No of channels used Report

No. of Channels Used
Time run: 3/5/2015 4:13:42 PM

Channel Count | Avg Net Income Per Customer |Mo. of Cuctomers| No. of Customers
i ]

= 2 1,000,000

3 1

100,000

MNo. of Customers

Angiyzs -Edit - Refresh

Transaction Ameount Threshold

p—

E R B A v
1o 5.0 08

1

_Apply | _Resat .

Spends by Transaction Channel: Details of transactions carried out through a channel and the size of
those transactions are exhibited in this report.

Figure 40: Spends by Transaction Channel Report

Spends by Transacting Channel
Time run: 27572015 4:13:42 PM

Spends Channed | Transsction Amount (No. of Transactions |Avyg. tit Size
MET aL 1 Bl
POS 113,750 13 B, 750

Analyre - Edit - Refresh

Transactions by Location: This report provides the distribution of transactions and the transacted
amount across different locations.

Figure 41: Transactions by Location Report

[Transactions by Location
[Time run: 2/5/2015 4:13:42 PM

Channel Location | No. of Monetary Transactions .?g;‘;::;z;”onmaw Values of Txns C:Igu:m

East 6 0 35,686 5,948
Morth 8 4 19,504 1,633
South 10 2 35,907 2,992
West 3 6 27,530 2,294

Anabyze - Edit - Refresh

Transactions by Channel type: This report provides the distribution of transactions and the transacted
amount across different channels.

Figure 42: Transactions by Channel type Report
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2.1.2.3

Transactions by Channel Type
Time run: 2/5/2015 4:13:42 PM
P00 s o Txns T Values of Txns Avg Txn Value
ATM 45, 45
SRAN 628 7
SRANCH 153| 31 ATM
NET 3,358 420
205 113,750 8,750
TELE 363 E] BRAN
@
a
= BRANCH
]
2
s NET
£
3]
POS
TELE
Ansiyze -Egit -Refrash

Channels used for transaction types: This report displays the distribution across channels of a particular
transaction type.

Figure 43: Channels used for transaction types

Channels Used for Transaction Types
Time run: 2/5/2015 4:13:42 PM

Customer Age Band |40 - 50 years[¥]  Customer Income Band |500,000 - 2,500,000[¥] Region [East [¥]

[Transaction No. of T ions (%)
Type/Channel ATM | BRAN | BRANCH | NET | POS
Cash Withdrawal | | | [100.0%

Analyze - Edit - Refresh

High Value Transactions by Channel: This report shows the proportion of high-value transactions to the
total monetary transactions across different channels.

Figure 44: High Value Transactions by Channel Report

High Value Transactions by Channel
| Time run: 2/5/2015 4:13:42 PM

| Time: Channed Location | Channel Code | Transaction Amount | Ko. of Monetary Transactions | No. of High ValueTransactions | % of No. of Monstary Transactions
1~ 2013 | EAS ERAND3 163.06 1 [i 0.00%
NETOZ L503.30 z [ 0.00%
POS3 26,250.00 3 [ 0.00%

TELEQZ 41E6 0 1
NOU ATMOOL 81EL L [] 0.00%

|BRaNDL 21165 0 1
METOL 38531 il [ 0.00%
Pos1 35,000.00 4 [ 0.00%
sou ATMO0Z 265.07 L i 0.00%
|BRAND2 136.77 2 i 0.00%
METOZ B14.77 ] i 0.00%
OS2 52,500.00 & 3 100.00%
TELEQ2 24313 3 i 0.00%
WES ATMO04 70.26 ] [i 0.00%
BRAND4 10650 1 [ 0.00%

|NETD4 6E4.68 0 [1]

|TELED4 772 [ [1]

Anzhyze - Edit - Refresh

Service

This tab contains the following reports:

Service Request Trends: This report displays the service requests with their severity and channel across a
period thus emphasizing on the trend that has been observed.

Figure 45: Service Request Trends Report
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Service Request Trends

Time run: 2/5/2015 4:32:49 PM

M Internet Il Mobile M CRTICAL M LOW

b ‘ N ‘ - . N ‘

No. of Service Requests |
e ———————————{No. of Service Requests
|Tme _[Severity Internet Moblte |
‘-/ 2013 |CRITICAL 1 1
L_Jow | :
| &> 2014 |cRITICAL 1] L
|Grand Total 1 2] 3

Anslyze -Edit -Refresh

Service Request trends by severity (6 months back): This report shows the distribution of service
requests received in the past 6 months in terms of severity.

Figure 46: Service Request trends by severity (6 months back)

Matching Result

Anslyze - EGt -Rs

Service Request trends by Severity (6 months back)

Time run: 2/5/2015 4:32:49 PM

(%) of Service Requests

[severty [Month Calendar (2% of Service Requests
[cRITICAL | 201408 100.0%

Service Request trends by severity (12 months back): This report shows the distribution of service
requests received in the past 12 months in terms of severity.

Figure 47: Service Request trends by severity (12 months back)
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Service Request trends by Severity (12 months back)

Time run: 2/5/2015 4:32:49 PM

(%) of Service Requests

y”Sev:ﬂ!’, ] T‘V‘EB’V ](%) of Service Requests
'CRmCAL\%i 100.0%

Service Request trends by channel (6 months back): This report shows the distribution of service
requests received in the past 6 months across different channels.

Figure 48: Service Request trends by channel (6 months back)

Service Request trends by channel (6 months back) - Current Period Report
Time run: 2/10/2015 1:54:50 PM

(%) of Service Requests

[Channet [ (96) of Service Requests|
|Mobiz | 100.0% |

Anzfyze - Edit - Refrech

Service Request trends by channel (12 months back): This report shows the distribution of service
requests received in the past 12 months across different channels.

Figure 49: Service Request trends by channel (12 months back)
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hd

Service Request trends by channel (12 months back)

Time run: 2/5/2015 4:32:49 PM

(%) of Service Requests

[channel [36) of Service Requests|

[Mobie | 100.0%|

Analyze -Edit -Refresh

Average Days Open by Service Representative: This report provides a clear relationship between the

number of service requests for an employee and the average number of days taken to address the
requests.

Figure 50: Average Days Open by Service Representative Report

Average Days Dpen by Service Representative
T rwn: 27572015 4:32:45 PM

I Ho. of Service Reguests - Average Days Open Time | Emplayes Narme | No. of Service Requests

Average Denys Dpen

1.2 [= 2013 | Mark Anthony 1 49

Tom Maddock 1 ED
1.0
g
08
0.4
02

Analyze - Edit - Refresh

Detailed Summary of Service Requests: This report provides a detailed summary of the service requests
along with the ability to sort by service request attributes.

Figure 51: Detailed Summary of Service Requests Report
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Detail Summary of Service Requests
Tirmee rum: 262015 11:24:56 AM

Analyze By | Scurce Channel El

Time Source Channel

Service Reguest ID

Resolution

Customer Mame | Time

(Days)

= 2013 |Mabilz

SRO02

MRF

43

[ 2014 |Mobil=

SRO03

FRF

49

Anzlyze - Edit - Refresh

Spends: Active Customers - Current Active Report

Figure 52: Spends: Active Customers - Current Active Report

Spends: Active customers - Current Period Report
Time run: 2/11/2015 3:04: 19 PM

Active Customers In Last 3Months

Total Customers

0
Active Customers In Last 3 Manths 0]
Active Customers In Last 3 Months (3%) 0.00%

Analyze -Edit -Refresh

Top 10 Product Lines with Open and Critical Service Requests: This report displays the product lines
with the maximum number of open and critical service requests.

Figure 53: c
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Top 10 Product Lines with Open and Critical Service Requests
Timem rwn: 27572015 4:32:45 PM

M Ho. of Open Service Reguests M Mo. of Open-Critical Service Re

2013
Retail
Banking

Froduct Line

Snalyre - Edit - Refres=h

Top 10 Products by Customer Satisfaction: This report ranks the products in order of customer
satisfaction.

Figure 54: Top 10 Products by Customer Satisfaction

Top 10 Products by Custom er Satisfaction
Times run: /62015 11:24:56 AM

Timee | Product Mo. of Surveys |Average SUrvey Score—"F
= 2013 |Platinum Plus 1 g

Analyze - Edit - Refresh

Customer Complaint and Follow up Action Report: This report provides details about any complaint
that has been reported and the action that has been taken upon it along with the time taken to resolve it.

Figure 55: Customer Complaint and Follow up Action Report

Customer Complaint and Follow up Action Report

Time run: 2/5/2015 4:32:49 PM

Product Family |PRIVILEGE CARDS ] Product |Platinum Card[w]
I Total
Time |Service Repr ive: | C Comptlsint Description |Follow Up Action Taken |Request Logged Date |Req Closed Dake |R i
e e e e g e e (o).
|1 2013 |Mark Anthony MRE DUPLICATE TXN REFUNDED 30-Jan-2013 20-Mar-2013 1176

Analyze -Edit -Refresh

2.1.2.4 Channel Effectiveness

This tab contains the following reports:
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Channel Effectiveness By Age: This report displays the effectiveness of a channel in correspondence to
customer age.

Figure 56: Channel Effectiveness By Age Report

Channel Effectiveness By Age
Time run: 2/5/2015 4:38:59 PM

Analyze by |Rasponss Rate El

Amount in Millions {USD)

Time Age Response Rate
[== 2010 |40 - 50 years 20.50

Analyze - Edit - Refresh

Channel Effectiveness By Income: This report displays the effectiveness of a channel in correspondence
to customer income.

Figure 57: Channel Effectiveness By Income Report

Channel Effectiveness By Income
Time run: 2/10/2015 5:46:22 PM

Analyze by ResponseRate -

Amount in Millions (UsD)

Time Income Response Rate
W 2010 500,000 - 2,500,000

I= 2010-Q4 | 500,000 - 2,500,000

Analyze -Edit -Refresh

Channel Effectiveness By Gender: This report displays the effectiveness of a channel in correspondence
to customer gender.

Figure 58: Channel Effectiveness By Gender Report

Channel Effectiveness By Gender
Time run: 2/5/2015 4:38:59 PM

Analyze by Response Rate El

Amount in Millions {USD)

Time |Gender |Response Rate
[ 2010 [Female 2.00
Male 15.50

Analyze - Edit - Refresh

Channel Effectiveness: This report displays the effectiveness of a channel over some time.

Figure 59: Channel Effectiveness Report
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Channel Effectiveness
Time run: 7(2/20146:14:11FM

0.40

0.35

0.30

0.25

0.20

Response Rate

Analyze by Response Rate E|

Amount in USD

2010-a1

Time

Edit -Refresh -Print -Export - Copy

Channel Effectiveness By LOB: This report displays the effectiveness of a channel for a particular line of

business.

Figure 60: Channel Effectiveness By LOB Report

Channel Effectiveness By LoB
Time run: 2/5/2015 4:38:59 PM

Analyze by Rasponss Rate EI

Amount in Millions (5D}

Tima Line of Business_ " | Response Rate

[ 2010 |Retzil Banking

6.50

Industrial Finance

11.50

Corporate Centre

11.50

Analyze - Edit - Refresh

Channel Effectiveness By Product: This report displays the effectiveness of a channel for a particular

product.

Figure 61: Channel Effectiveness By Product Report
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Channel Effectiveness By Product

Time rum: 2/5/2015

2:35:59 PM

Analyze by

Amount in Millions (USD)

Response Rate El

Time Product Response Rate
[ 2010 |Auto Loan 6.50
Cards 6.50
Casa 6.50
Mortgage 6.00
Term Deposits 6.00

Analyze - Edit - Rafresh

Channel Effectiveness By Campaign Type: This report displays the effectiveness of a channel for a
particular campaign.

Figure 62: Channel Effectiveness By Campaign Type Report

Channel Effectiveness By Campaign Type
Timee run: 2/5/2015 £:358:59 PM

Analyze by | Response Rate El

Amount in Millions (USD)

Time Campaign Type | Response Rate
[= 2010 | Acquire .00
5.50

Anzlyze - Edit -Refresh

Channel Effectiveness across time periods: This report displays the effectiveness of a channel across

periods.

Figure 63: Channel Effectiveness across time periods Report
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2.1.3

2.1.3.1

Channel Effectiveness across Time Periods
Time run: 2/5/2015 4:38:59 PM

Analyze by | Response Rate El

Amount in Millions {USD)

Time Response Rate
W 2010 20.50
o 2010-01 20.50
Jul-2010
Aug-2010
Sep-2010
Oct-2010
Now-2010
Dec-2010

Analyze - Edit - Refresh

Customer View

The following tabs are present in the Customer View Dashboard:

Customer Distribution

Customer Profitability and Engagement
Customer Trends

Cross-sell

Spend Analysis

Customer Transactions

Attrition Analysis

Risk Summary

The following sections describe the essential nature of the available reports as per each tab.

Customer Distribution

This tab contains the following reports:

Customer Distribution by Age: This report provides the details of the distribution of a number of open
customers with respect to age.

Figure 64: Customer Distribution by Age Report
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Customer Distribution by Age
Timea rum: 2672015 11:26:34 AM

Time Age Mo. of Open Customers

== 2010 (40 - 30 years 4

Grand Total 0
Analyze - Edit - Rafresh

Customer Distribution by Income: This report provides the details of the distribution of the number of
open customers with respect to their income.

Figure 65: Customer Distribution by Income Report

Customer Distribution by Income
Time run: 2/6/2015 11:36:34 AM

Time | Income Band "% | No. of Open Customers
[~ 2013 (500,000 - 2,500,000 o
Grand Total o

Analyze -Edit - Refresh

Customer Distribution by Region: This report gives details of the distribution of open customers for a
product across different regions.

Figure 66: Customer Distribution by Region Report

Customer Distribution by Region
Time run: 2/6/2015 11:36:34 AM

Mo, of Open Customers

Time Product Family East Morth South South East West

L= 2010 |Loan & 4 k] 5 5 7
Investmeants,
Derivatives, LC, Bil

Analyze - Edit - Refresh

Customer Distribution by Product Type: This report provides details of the distribution of customers for
product types across regions, LoB, and products.

Figure 67: Customer Distribution by Product Type Report

Customer Distribution by Product Type
Time run: 2/6/2015 11:36:34 AM

Region | East El LoB | Corporate Finance El Product |Equity Plus El

| Product Sub % of i o of
Type Customers |Revenue | o enue

[= 2013 1 100.0%
&nalyze - Edit - Refrash

Time |Product Type No. of Customers
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Customer Distribution by Line of Business: This report provides details of the distribution of customers
for LoB across regions and products.

Figure 68: Customer Distribution by Line of Business Report

Customer Distribution by Line of Business
Time run: 2/5{2015 11:36:34 AM

Region | East El Product | Annutiy Plus El
9% of [ % of
Time LoB No. of Customers Customers | Revenue Revenue
L= 2013 | Investment Banking 1 100.0% | 59,533 100.0%

Anzlyze -Edit - Refresh

Customer Distribution by Spend Range: This report shows the distribution of customer/accounts across
the spend range with respect to customer dimensions.

Figure 69: Customer Distribution by Spend Range Report

Customer Distribution by Spend Range
Time run: 2/10/2015 3:27:30 PM

Analyze by  Age El

Analyze by Mo. of Open Customers El

No. of Open Customers

60 - 100 50 -60 40 - 50 30-40 25-30 Less than 25 Age Age
Spend Range =

YEars years YEars years years YEars Missing Others
0-500 13 16 9 17 11 1 13 3
501-1,000 17 26 32 25 23 21 10
1,001-3,000 15 24 24 22 17 10 20 10
3,001-5,000 23 18 19 27 23 10 20 11
5,001-10,000 24 29 26 15 24 15 26 10
More than 11 12 11 16 10 & 10 1
10,000

Analyze -Edit -Refresh

Customer distribution by Profitability Decile: This report shows the distribution of customer/accounts
across profitability decile with respect to customer dimensions.

Figure 70: Customer distribution by Profitability Decile Report
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Customer distribution by Profitability Decile
Time run: 2/10/2015 3:27:30 PM

Analyze by | Age El

Analyze by |MNo. of Open Customers E|

Mo of Open Customers
Profitability 60 - 100 50 - 60 40 - 50 30 -40 25-30 Less than 25 |Age Age
Decile YEars YEars YEars YESrs YEars VEars Missing Others
1 8344 Tah 208 841 859 456 846 412
2 851 214 345 754 349 400 839 427
3 200 822 2340 821 7a0 398 739 407
4 817 3660 333 754 798 392 834 424
5 1,893 1,995 1,963 1,929 1,972 1,037 1,935 953
6 3,784 3,674 3,654 3,767 3,727 1,821 3,733 1,942
7 3,649 3,702 3,687 3,771 3,711 1,872 3,756 1,394
3 3,873 3,674 3,687 3,675 3,627 1,951 3,718 1,811
g 3,737 3,724 3,671 3,796 3,620 1,950 3,539 1,967
10 3,828 3,659 3,707 3,736 3,745 1,924 3,666 1,825

Analyze -Edit -Refresh

Account Distribution: The distribution of accounts across dimensions is highlighted in this report.

Figure 71: Account Distribution Report

Account Distribution
Time run: 2/6/2015 11:36:34 AM

Analyze by [Age  [¥]

No. of Accounts [% W No. of Accounts
Age—¥ |- 2010 1> 2010 14
40-SOyears| 12| 100.0%
Grand Total 12 100.0% 12

No. of Accounts

40 - 50 years 2010
Age, Time

Analyze - Edit - Refresh

2.1.3.2 Customer Profitability and Engagement

This tab contains the following reports:

Net Income Customer Decile Distribution: This report provides the average net income of customers
wherein the customers are categorized based on their income.

Figure 72: Net Income: Customer Decile Distribution Report
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JORACLE" Business Intelligence

Customer View

Net Income: Customer Decile distribution
Time run: 3/1/2016 3:10:55PM

Amount in (USD)

Net Income Decile [CARDS CASA CONTRACTS|THVEST |LOAN MORTGAGE [ TD Net Income per cust
1] 8,350,708 7,651,891 33,354,520 7,493,115 5,351,019 15,469,681 81,59:
2| 4677,113| 21,914,960 8,303,623 3,515,148 | 9,378,935 7,434,256 50,22:

3| 51,430,076 | 14,075,650 5,485,875 5,485,875 5,243,851 81,72

4| 0,650,841 4,046,873 5961482 3,428,672| 4,50,511| 7,570,154 5,

5| 20,213,569| 3,866,020| 5,176,062 2,834,014 4,327,284 6,970,055 43,38:

6| 6,770,781 3,537,675 5,459,903 3,851,451 5,087,672 28,81

7| 4,319,368 2468,211| 3,102,893 3,126,400 4,372,259 17,

8| 2,210,255 1,764,298| 1,59,838| 76,103 2,104,672 2,873,863 10,6:

] 226,207 151,405 a7

10 133,862 | 119,349 2

Grand Total 119,622,711 59,325,678 | 71,703,266 346,857 17,270,949 37,306,148 55,051,830 360,62
< m I ’

Analyze -Edit -Refresh

Customer Distribution ~ Customer Profitability & Engagement ' Customer Trends | Cross=sell | Spend Analysis | Customer Transactions | Attrition Analysis  Risk Summary

Q. Apply | Resete

NetIncome Decile

Search [Al =]

Home | Catalog

Amount in (USD)

Net Income per customer

| e |

[

]
T ] prirg
|
]
.

B MORTGAGE
[

i

R S

15,000,000 30000000 45,000,000 60,000,000 75000000 90,000,000
Net Income per customer

Net Income per Customer by Segment: This report shows the average income of a customer in a

segment for different age groups.

Figure 73: Net Income per Customer by Segment Report

Net Income per Customer by Segment
Time run: 2/6/2015 11:42:09 AM

Age [50 - 60 years [¥]

TimeHierarchy

Customer Segment customer

- 2013

General Mass Market

High - Value

Mid Segment

Potantial High -
Valus

Anzlyze -Edit - Refresh

Top Serviced Customers: This report provides details of the most serviced customers.

Figure 74: Top Serviced Customers Report
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Top Serviced Customers
Time run: 2/6/2015 11:42:09 AM

B RF

50.00.. 50.00...

2013 Mo. of Service Requests

Analyze -Edit

W Reliance

100.00%

2014 No. of Service Requests

- Refresh

Top 10 Serviced Products: This report provides details of the top 10 most serviced products.

Figure 75: Top 10 Serviced Products Report

Top 10 Serviced Products
Time run: 2/5/2015 11:42:09 AM

M Platinum Card @ Platinum Plus

50.00% 50.00%
100.00%
2013 No. of Service Requests 2014 No. of Service Requests
Analyze -Edit - Refrach
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Products per Customer: This report displays the number of open customers who avail of certain product
features with respect to the average balance held in an account, thus highlighting the most popular
features of a product at different levels of engagement.

Figure 76: Products per Customer Report

¥}

Products Per customer
Time run: 2/6/2015 11:42:09 AM

No. of Open Cu
% Average Asset Bill Payment Email Statement Email Statement Enrolled Online Instant Alerts Third Party Transfer
TimeHierarchy | latics Dercos 5 Registration Account Servicing
> 2013 100,000,000 + 0 0 0 0 0 0

Anzlyze -Edit - Refresh

MOB charts: The average value of transactions for customers throughout a given period are detailed.

Figure 77: MOB charts

MOB Charts
Time rum: 2/6/2015 11:42:09 AM

Product Hame |Annutiy Plus EE

Spends per Customer
Month on Book:

Month (0[1]2 (3 4|5|6|7|8|9 (10 (11|12
Feb-2011 o0
Apr-2011 oo
Jun-2011 0o
Sep-2011 o
Mow-2011 oo
Jan-2012 i

Balance/ Customer

Month |0(1]2/3|4|5|6
Feb-2011] |0|D
Apr-2011 oo
Jun-2011 oo
Sep-2011 o0
MNov-2011 af 0
Jan-2012 o

=
L
LY <)

101112

g Urilization

Month [0(12|3|4|5(6
Feb-2011| (0D
Apr-2011 0|0
Jun-2011 0o
Sep-2011 oic
MNew-2011 alo
Jan-2012 1]

=
Ll
W

10111)12

Revolve Ratio

Month (0123 |4|5(6|7 (8|9 |10 |11]|12
Feb-2011
Apr-2011
Jun-2011
Sep-2011
Mow-2011
Jan-2012

Anzlyze - Edit - Refresh
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2.1.3.3

Customer Trends
This tab contains the following reports:

Figure 78: Actual product life cycle

Actual Product Life Cycle
Time run: 2/10/2015 5:35:37PM

Product Type |Product Sub Type

Actual Life Cycle (months)|

|
f [Education loans
Mortgage Loans

29.00

} Subordinated Bonds

6.00|
-13.00

Analyze -Edit -Refresh

Pre-payment Propensity: This report provides details of the distribution of accounts across score ranges

for a particular product and customer dimensions.

Figure 79: Pre-payment Propensity Report

Prepayment Propensity
Time run: 2/10/2015 3:32:42 PM

Age Band |Age Others {z] Income Band | < 25,000 E]
[Propensity Score Range [No. of Accounts [% of No. of Accounts |
1600 - 670 8] 20.0%|
\ e e R EGh 20.0% |
i } 6 20.0% |
1671 -700 [ TR Rt
1 7 23.3%|

Analyze -Edit -Refresh

Region |US Region lE]

Product Type |CASA E]

Pre-payment indicator over life cycle: This report shows the principal amount that is prepaid in a given
period for a particular product across certain customer dimensions.

Figure 80: Pre-payment indicator over life cycle Report

Pre-payment Indicator over life cycle
Time run: 2/6/2015 11:52:32 AM

AgeBand |25 - 30 yearsE}

Income Band | 500,000 - 2,500,000 [

Analyze -Edit - Refresh

Product Type |70 [¥]

Win-back Customers: This report based on certain criteria of change in net income selects certain
accounts and shows the income from those accounts in the first 12 months of the account and the final 12

months.

Figure 81: Win-back Customers Report
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2.1.3.4

Win-back Customers
Time run: 2/10/2015 3:32:42 PM

Account Mumber |First 12 Months NI |Last 12 Months NI
CARDSB86552 312,868 a
CARDSB6584 414,628 a
CARDSB6624 451,124 a
CARDSB6635 569,164 a
CARDSB6667 500,920 a
CARDSB669 413,722 a
CARDSB6697 656,769 a
CARDSB5543 375,565 ]
CARDS8558 646,811 0
CARDS8563 189,107 ]
CARDS85634 237,393 0
CARDSB5635 248,237 0
CARDS85645 681,215 0
CARDSB5658 564,529 0
CARDSB5666 895,626 ]
CARDSB5670 291,515 0
CARDEU120230 400,594 0
CARDEU120245 251,488 ]
CARDEU120262 414,614 0
CARDEU120269 292,072 ]
CARDEU118127 556,725 0
CARDEU118133 295,198 0
CARDEU118145 | 268,620 0
CARDEU118187 | 404,015 ]
CARDEU118195 | 242,582 0
T p db  Rows 1-25
Analyze -Edit -Refresh

Application Scores: This report provides the distribution of prospects for the bank across application

scores.

Figure 82: Application Scores Report

(Application Scores
Time run: 2/6{2015 11:52:32 AM

Revenue Threshold

| Application Score Range |Na. of Prospects|
|Mora than 1000 | 0|

Analyze -Edit - Refresh

Parcentage Drop in Revenus

Apply Reset +

Cross-sell

This tab contains the following reports:

Cross-sell base: This report shows the number of leads that are available for every source product and

target product combination.
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Figure 83: Cross-sell base Report

Cross-sell base
Time run: 2/10/2015 4:52:09 PM

No. of Leads

Base Product [CARDS [CASA [MORT
CARDS 21623 [21623
casa <[> | 9904

Refresh -Print -Export - Add to Briefing Book - Copy

Cross-sell response: This report shows the number of leads that are successfully cross-sold for every
source product and target product combination.

Figure 84: Cross-sell response Report

Cross-sell response
Time run: 2/10/2015 5:17:19 PM

MNo. of leads successfully cross—sold
[Base Product [CASA DEPOSIT
CASA 381
DEPOSIT 245 69

Refresh -Print -Export - Add to Briefing Bock - Copy

Product propensity analysis: This report shows the likelihood of a customer having one particular
product purchasing another product. The likelihood is expressed in terms of the propensity score between
the base product and the target product.

Figure 85: Product propensity analysis Report

Product Propensity Analysis
Time run; 2/9/2015 3:32:29 PM

Base Product |Cards ‘zl Target Product Name | Current Savings IZI
Time _[Product Propensity [No. of Customers
2011741 - 800 1
P20121>800 e e
‘ 671 - 700 31
£~ 2013 | < 600 ‘ 1
‘ > 800 2

741 - 800 1
600 - 670 1)
701 - 740 1
671 - 700 1|

Analyze - Edit - Refresh
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2.1.3.5 Spend Analysis
This tab contains the following reports:

Retail POS Usage by Category (6 months back): This report shows the total spend for a POS usage
category in the last 6 months.

Figure 86: Retail POS Usage by Category (6 months back)

Retail POS Usage by Category (6 months back)
Time run: 2/6/2015 11:54:57 AM

Amount in Millions (USD) Total § 4
otal Spends

Retail Category j};‘;’ds J‘
0

100.00%

Total Spends

Analyze -Edit -Refrash

Retail POS Usage by Category (12 months back): This report shows the total spend for a POS usage
category in the last 12 months.

Figure 87: Retail POS Usage by Category (12 months back)

Retail POS Usage by Category (12 months back)
Time run: 2/6/2015 11:54:57 AM

Amount in Millions (USD) Total S 4
otal Spends

| | Total
1Reta|| Category:sgends ‘

o]

100.00%

Total Spends

Portfolio Spend Category Report: This report shows the total spends for a purchase category and the
number of customers responsible for that spending.

Figure 88: Portfolio Spend Category Report
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Portfolio Spend Category Report
Time run: 2/6/2015 11:54:57 AM

Amount in Millions (USD)

Product [Cards  [v]

Purchase Category No. of Customers | Purchase Sales |
Couriers / Freight companies _ 1] 10662
ics / white goods 1 211.64

1| 210.10

Fuel 1] 20835
Gems [ Jewellery 1 105.55
Hotels / 1 210.08
Travels / Ticketing 1 212.28
Vehicles / Auto spares / Service| 1} 20897

Analyze - Edit - Refresh

Spend per Transaction by Retailer Category: This report gives details of the average spend by a
customer per transaction for a retailer category.

Figure 89: Spend per Transaction by Retailer Category Report

Spend per Transaction by Retailer Category
Time run: 2/6/2015 11:34:57 AM

Spend / Transaction

Retailer

Category Spend / Transaction

8131

Retailer Category

0 1,500 3,000 4,500 6,000 7,500 4
Spend/ Transaction

Analyze - Edit - Refresh

Spend per Customer by Retailer Category: This report gives details of the average spend by a customer
for a retailer category.

Figure 90: Spend per Customer by Retailer Category Report

Spend per Customer by Retailer Category
Time run: 2/6/2015 11:54:57 AM

Spend / Customer

Customer Q
1383 8

Retailer Spend / ©
Category

716,000 1

0 N ViDU; - 4;006 - 76,060 - 87‘0067 o

Spend/ Customer

Analyze -Edit - Refresh

Top 10 Retailer Categories: This report ranks the retailer categories based on the total spends made
within that category.
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Figure 91: Top 10 Retailer Categories Report

Top 10 Retailer Categories
Time run: 2/6/2015 11:54:57 AM

Amount in Millions (USD)

859.94

Rank ik Amount Tran: d
3 749.95 18 |Amusement [ Themes parks 778.79
k) 2 |grocery stores 774,62
Z 599.96 3 |Nursing homes 764.12
@ 44997 4 |Charterad flights 266.63
B 5 |Cab rentals 261.91
3 299.98 6 |Book stores 261.03
’% 7 Automobiles [/ Accessories 107.14
= 48,
14999 g Speciality clinics 90.76
0.00 == =0 s 9 8 |Petrol bunks 87.61
5% 8§ 5 10 |Bakeries 23.14
E en tE
5e ~ &
E
<

Accessories

7]
=
@
a
0
o
E
5]
123
=

Automobiles /

Retailer

Analyze - Edit - Refresh

Spends Consistency: This report categorizes the customers based on the consistency they have
maintained in spend amount.

Figure 92: Spends Consistency Report

Spends Consistency
Time run: 2/6/2015 11:54:57 AM

No. of Customers in Top Quartile onoe in Last & Months 0
No. of Customers Always in Top Quartile 3
Active Customers - Never Top Quartile in Last & 19
Months

Inactive Customers 2

Analyze - Edit - Refresh

Spend per Transaction by Customer Segment: This report gives details of the average spend by a
customer per transaction within a customer segment.

Figure 93: Spend per Transaction by Customer Segment Report
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Spend per Transaction by Customer Segment
Time run: 2/6/2015 11:54:57 AM
g.gome, e VSR Spend/Transaction
1.High - Level 11,298.18
2.Potential High - Level 2,552.08 4. General
i Mass
3.Mid t £,805.56
i Segurien Market
4. General Mass 2,916.67
Market E
£ 3.Mid
o Segment
»
@
E 2.Potential
S High -
3 Level
O
1.High -
Level
0.00 1,999.99 3,999.98 §,999.97 7,999.96 9,999.95 1,99
Spend/Transaction
Analyze - Edit -Refrash

Spend per Customer by Customer Segment: This report gives details of the average spend by a
customer within a customer segment.

Figure 94: Spend per Customer by Customer Segment Report

Spend per C by C
Time run: 2/6/2015 11:54:57 AM

[Customer Segment | Spend) Customer— v Spend/Customer
1.High - Level 58,373.95
3.Mid S¢ it 24,500.00
) e,gme_n 4.General
2.Potential High - Value 10,208.33 Mass
4.General Mass Market 7,000.00; Market
5
E 3.Mid
=] Segment
»
b}
£ 2.Potential
2 High -
=

Value

1.High -
Level

0.00 9,999.99 19,999.98 29,999.97 39,999.96 49,999.95 59,999.94 69,99
Spend/Customer

Analyze - Edit - Refresh

Spends: Customer Decile distribution: This report shows the average spends of a customer for each
decile created based on spend amount.

Figure 95: Spends: Customer Decile distribution Report
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2.1.3.6

Spends: Customer Decile distribution
Time run: 2/6/2015 11:54:57 AM

g Spand g 10 Avg. Spend per Customer
Customer

5 Avg.
B Spend pe
6 Custome

10

Anzlyze -Edit - Refresh

Category-wise Spends Outliers - Current Period Report: For a particular product, this report shows the
average spends and the number of outliers within the category based on pre-defined criteria.

Figure 96: Category-wise Spends Outliers - Current Period Report

Category-wise Spends Outliers - Current Period Report
Time run: 2/6{2015 11:54:58 &M

Product Type | AUTOLOAN [ ]

|Spend Category | Proportion of Spends for Portfolio | High Proportional Spend Customers
[ 0

|Inactive i

Analyze - Edit - Refresh

Customer Transactions

This tab contains the following reports:

Customer transaction type distribution (graph): This report provides the number of accounts for which
specific services are provided.

Figure 97: Customer transaction type distribution (graph)
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Customer transaction type distribution (graph)
Time run: 2/6/2015 12:04:24 PM
1.0 i
I Requests
E NEFT
“ Transcatio
08 P Loan
" Dispersal
©® g Currency
= 06 " Exchange
3 0
< Complaints
=L
s o Cash
o 04 Withdraws
=
Cash Dept
Balance
02 L Enquiry
E Account
Opening
0.0 e R I R SN e - Account
‘ Mar-2013 Closure
Month
Analyze -Edit - Refresh

Customer transaction type distribution (table): This report highlights details of the number of accounts
that have availed of a service type.

Figure 98: Customer transaction type distribution (table)

Customer transaction type distribution {table)
Time run: 2/6/2015 12:04:24 PM

Service Type MNo. of Accounts— |
Account Closure

Account Opening

Balance Engquiry
Cash Deposit
Cash Withdrawal
Complaints

Currency Exchange

Loan Dispersal
MEFT Transcation
Requests

Anzlyze - Edit - Refresh

oDIolo o O OO O | OO

Customer Distribution by Average Transaction Value: This report provides the details of the
distribution of customers with respect to the transaction amount.

Figure 99: Customer Distribution by Average Transaction Value Report
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Customer Distribution by Average Transaction Value
Time run: 2/6/2015 12:04:24 PM

No. of Customers

2
o
(V]
£
Transaction Amount Buckets | No. of G a
1,000 To 2,000 1 a8 1
More Than 10,000 3 2
]
(=]
0 E e ————— R —

1,000 To 2,000 More Than 10,000
Transaction Amount Buckets

Anzlyze -Edit - Refresh

Movement of average transaction value over time: This report highlights the fluctuations in the
average transaction value over a period.

Figure 100: Movement of average transaction value over time Report

Movement of Average Transaction Value Over Time
Time run: 2/6{2015 12:04:24 PM

Avg Txn Amount

Time Hierarchy |Avg Txn Amount
b 2013 2,827

Awg Txn Amount

2013
Time Hierarchy

Anzlyze -Edit - Refresh

Movement of total transaction value over time: This report highlights the fluctuations in the total
transaction value over a period of time.

Figure 101: Movement of total transaction value over time Report
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2.1.3.7

Movement of Total Transaction Value Over Time
Time run: 2/6/2015 12:04:24 PM
Amount in Millions (USD)
Txn Amount
1
| Time Higrarchy [ Txn Amount]| r :
= 2013 o
I
]
1 —
2013
Time Hierarchy
Anzlyze -Edit - Refresh
oy o
Attrition Analysis

This tab contains the following reports:

At-risk Customer Accounts by Attrition Band: This report displays the distribution of accounts within
each attrition band for each product type.

Figure 102: At-risk Customer Accounts by Attrition Band Report

At-risk Customer Accounts by Attrition Band
Time run: 2/6/2015 12:10:41 PM

Analyze by | No. of Accounts[ ¥

Amount in Millions (USD)

[No. of Accounts.

[Time [ Attrition ScoreBand | Auto Loan [ Cards B G
|- 2010101 S | | 9|
| {2013000 0 Tl L4 | £ i
| |301- 200 | 7 (R

[BET G0 o | | A R

|901- 1000
__{More 1001 SR e

Analyze -Edit -Refresh

Percentage distribution across attrition bands: This report provides the details of the distribution of
accounts for different products across the attrition bands.

Figure 103: Percentage distribution across attrition bands Report
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Percentage distribution across attrition bands
Time run: 2/6/2015 12:10:41 PM
Analyze by 1No ofiAccountVsWE
No. of Accounts |
Apex |Business |Gold |Government|Home |Institutional Loans |Other Platinum | Platinum |Regular |Salary  [Saving|
Current {Loans (Card |Loans Loan |Savings Against | Contracts |Card Plus Fixed | Accounts | Accoun
Attrition Score Band | Account Assets Deposit
101- 200 100.0% [33.3% 33,3% (11.1% 33,3% | 50.0% | 12.5% | 50.0% 50.0% | 100.0%
301- 400 100.0% 33,3% [11.1% 33.3% | 50.0% | 25.09% | 50.0% 50.0% | 100.0%
401- 500 100.0% | 100.0% 33.3% 33.3% | 50.0% | 25.0% | 50.0% | 16.79% | 50.09% | 100.0%
501- 600 100.0% 11.1% 33.3% |{100.0% | 12.5% | 50.0% | 16.79% | 50.0% | 100.0%
&601- 700 33.39% |11.1% 33.3% | 50.0% | 12.59% | 50.0% | 33.3% | 50.0% | 100.0% 50
701- 800 100.0% | 100.0% |33.3% 33.3% 33.3% | 50.0% | 12.5% | 50.0% 50.0% | 100.0%
801- 900 100.0% (33.3% 33.3% 33.3% | 50.0% | 12.59% | 50.0% | 16.79% |50.0% | 100.0% 5
S01- 1000 33.3% {11.1% 33.3% | 50.0% | 12.5% | 50.0% 50.0% 5C
Less than 100 100.0% |33.3% 11.1% 33.3% | 50.0% | 25.09% | 50.0% | 16.79% | 50.0% | 100.0%
Missing 100.0% 11.1% 33.3% 12,59 | 50.0% | 16.7% | 50.0% | 100.0% =0
More 1001 100.0% |33.3% 33,3% [11.1% 33.3% | 50.0% | 12.5% | 50.0% 50.09% | 100.0%
Others 100.0% |33.3% 33.39% |11.1% 33.3% | 50.0% | 12.5% 16.7% | 50.09% | 100.0%
<« I ; egia] 3
Anzlyze -Edit - Refresh

Customer Survival Analysis: This report provides the details of the transaction for a segment of existing
customers with active accounts.

Figure 104: Customer Survival Analysis Report

Customer Survival Analysis
Time run: 2/6/2015 12:10:41 PM

Time ag:ﬂun Boak ;‘:ﬂ;ﬂ;ﬂu:g Mean Debit Balance | Mean Credit Balance "'EF" p_A.ncgumr'l::E
[+ 2010 |Missing 309 7458 1,350
9 to 12 months 309 7458 1,350
fnalyze -Edit - Refresh

Attrition Segment Profile: This report provides details of the profile of a segment of customersin a
particular attrition band.

Figure 105: Attrition Segment Profile Report

Attrition Segment Profile
Time run: 2/6/2015 12:10:41 PM

Attrition Score Band shi
101- 200
201- 300
301- 400
801- SC0
501- 1000
More 1001

Time
- 2010

Mean Age on Book
123
123
123
123
123
123

Analyze -Edit - Refresh

Mean No. of Relati Mean Debit Balance

7458

bl L [ 0

Attrition Report Aggregate: This report provides the percentage of accounts and customers attriting
across products.
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Figure 106: Attrition Report Aggregate

Attrition Report Aggregate
Time run: 2/6/2015 12:10:41 PM

% Closed % Closed No. of Open i
e L
2010 |Auto Loan 14 1 7.00% 11 2 18.00% 9 6 66.00%

Cards 15 2 13,00% 11 4 36.00% 7 3 42.00%
Casa 15 3 20.00% 12 g 66.00% 4 3 75.00%
Mortgage 15 3 20.00% 12 8 66.00% 4 2 50.00%
Term 15 2 13.00% 12 4 33.00% 8 4 50.00%
Deposits

Analyze -Edit -Refresh

Attrition Report by Geography: This report provides the details of attrition for a particular region.

Figure 107: Attrition Report by Geography

Attrition Report by Geography
Time run: 2/8/2015 12:10:41 PM

Branch Name iCh'E”“E'i Branch Code E-GBI@EL
Mo, of | %% of Nou Mo. of % of No. T
Time Cosed | of Cosed| Closed | of Closed um'u“re"
Accounts | Accounts | Customers | Customers
[+ 2011 |Government |Other [ i|  100.0%
Finance Contracts
Grand Total o 1 100.0%

Analyze - Edit - Refresh

Attrition by Attrition Reason: This report provides details of the reason for attrition across products and

LoBs.

Figure 108: Attrition Report by Attrition Reason

Attrition by Attrition Reason
Time run: 2/6{2015 12:10:41 PM

Line of Business

Attrition Reason

Product Name

No. of Closed Acoounts— V"

?{"
:
;

b 2010

Retail Banking

Product features dissatisfaction

Casa

Mortgage

Term Deposits

Cards

Transfer to subsidiary branch

Mortgage

Casa

Term Deposits

Invastment Banking

Deceased Customer

Cards

Mortgage

Service Dissatisfaction

Casa

Mortgage

Corporatzs Centre

Product features dissatisfaction

Casa

Aute Loan

Cards

Term Deposits

000 0 0o 0 0| 0O N

R N R R e R R SR N R TN

o @:{ Rows 1 - 15

Analyze -Edit - Refresh
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Attrition Over last 5 Years - Current Report Period: This report details the weightage of attrition of each
product in the last 5 years.

Figure 109: Attrition Over last 5 Years - Current Report Period

Attrition Over last 5 Years - Current Period Report
Time run: 2/5/201% 12:10:41 PM

Analyze by |No. of Closed Customers| ¥ |

Aadhar Campai.. B Aadhar Campai... Add on card fre... B Add on card fre..
B Wahila Seva, Mo... £ Mahila Seva, Mo... ¥ Personal loan w... I Personal loan w..
B Platinum card of... B Platinum card of... B Saving Account... [ Saving Account. ..

Speed Loan, No... I8 Speed Loan, No... Term Deposit fo... B Term Deposit fo..
B Truck Loan atT... B Truck Loan atT... BE World Cup Cam... B World Cup Cam...

12

—_
L=

Mo, of Closed Accounts Mo.o..
[47]

4
2
0 sl
201 2012 213
Year

Analyze -Edit -Refrash

2.1.3.8 Risk Summary

This tab contains the following reports:

Risk Profile Analysis by LoB: This report shows the number of delinquent accounts in each line of
business.

Figure 110: Risk Profile Analysis by LoB

Risk Profile Analysis by LoB
Time run: 2/6/2015 12:21:39 PM

7 verage M No. of Valid Accounts
Time Line of Business o ‘:::J'x“’m No. of Valid Accounts P::duns |:‘o.d;fw M No. of Delinquent Accounts
Closed Customer W Average No. of Products held per Closed Customer
> 2011 |Government Finance 1 0 1 2
L 2012 Finance 1 ] 1

Government Finance 2011 Government Finance 2012

Line of Business, Time

Analyze -Edit -Refresh
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2.1.4

Risk Profile by Delinquency: This report shows the number of delinquent accounts for a product type.

Figure 111: Risk Profile by Delinquency

Risk Profile by Delinquency
Time run: 2/6/2015 12:21:39 PM
Yo, of Del ———————————————  product [AutoLoan ¥ No. of Delinquent Accounts [>]

Time Product Deli Band R ODENS No. of Open Accounts | No. of Accounts held per Closed Custume'i
- 2010 |Auto Loan | others 4 5 5 Others
| Casa Others 2 5 1|
‘ Mortgage | Others 59 Bl 3|
| Term Deposits | Others 3 AN 2|

100.00%
2010
Analyze -Edit - Refresh

Percentage distribution across delinquency bands: This report shows details of the number of accounts
that are delinquent and the period for which they have been delinquent for a product type.

Figure 112: Percentage distribution across delinquency bands

Percentage distribution across delinquency bands
Time run: 2/6/2015 12:21:39 PM

Product Type

Delinquency
Band

% of
Accounts

0 to 30 days

08

086

0.4

02

0.0

Analyze By % of Accounts E

0 to 30 days

Product Type, Delinquency Band

Analyze -Edit -Refresh

Predictive Models

The following reports are present in the Predictive Models dashboard:

Figure 113: Average Customer LTV by Age
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Average Customer LTV by age
Time run: 2/10/2015 4:30:03 PM

Amount in Millions (USD)

208

B
< 25,000

THERS
25,000 - 50,000

MISSING

Analyze -Edit -Refresh -Export

50,000 - 100,000

100,000 - 150,000

150,000 - 300,000

500,000 - 2,500,000
300,000 - 500,000

1408
1208
Age Band Avg LTV (without new business) [Avg LTV (with new business)
Age Missing 84760000000.00 127140000000.00 1008
Less than 25 years 43992000000.00 65988000000.00 Avg LTV
25 - 30 years 84502000000.00 126753000000.00  (Without
30 - 40 years 8421400000000 126321000000.00 205 e )
40 - 50 years 85742000000.00 128613000000.00 e
50 - 60 years 86112000000.00 129168000000.00 608 = (wz,, S
60 - 100 years 83342000000.00 132513000000.00 business)
Age Others 45762000000.00 68643000000.00 408
208
Age Missing 25-30 years 40 - 50 years 60 - 100 years
Less than 25 years 30 - 40 years 50 - 60 years Age Others
Analyze -Edit -Refresh -Export
Figure 114: Average Customer LTV by Region
Average Customer LTV by region
Time run: 2/10/2015 4:30:03 PM
Amount in Millions (USD)
210M
180M
Geography Avg LTV (without new business) [Avg LTV (with new business)|
Europe, Middle East and Africa 120000000.00 180000000.00 : Avg LTV
Japan, Australia, SE and S Asia 12000000000 18000000000 m (without
Missing 12000000.00 18000000.00|  120M new
North America 120000000.00 180000000.00 bisiess)
Others 12000000.00 18000000.00|  goM - ﬁ-\/,ghLI\e/w
business)
60M
30M
oM
Europe, Middle East and Africa Missing Others
Japan, Australia, SE and S Asia North America
Analyze -Edit -Refresh -Export
Figure 115: Average Customer LTV by Income Band
Average Customer LTV by income band
Time run: 2/10/2015 4:30:03 PM
Amount in Millions (USD)
1408
1208
Income Band Avg LTV (without new business) | Avg LTV (with new business)
< 25,000 78746000000.00 118119000000.00 5
|MISSING 36106000000.00 54155000000.00 AvgLTV
OTHERS 75416000000.00 113124000000.00 m (without
25,000 - 50,000 76864000000.00 115296000000.00 808 i A
50,000 - 100,000 73202000000.00 103803000000.00 g
100,000 - 150,000 76048000000.00 114072000000.00 608 = ﬁ,‘jghf"\e’w
150,000 - 300,000 73708000000.00 110562000000.00 business)
300,000 - 500,000 77070000000.00 115605000000.00 408
500,000 - 2,500,000 36266000000.00 5439500000000

Figure 116: Average Customer LTV by gender
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Average Customer LTV by gender
Time run: 2/10/2015 4:30:03PM

Amount in Millions (USD)

Gender | Avg LTV (without new business) |Avg LTV (with new business)

Female 296514000000.00

444771000000.00

Male 306912000000.00

460368000000.00

5008

4008

3008

2008

1008

0B

Female

Analyze -Edit -Refresh -Export

Avg LTV
(without

- new
business)
Avg LTV

W (with new
business)

Male

Figure 117: Account Level LTV

Account Level LTV
Time run: 2/6/2015 12:25:36 PM

Product Type [(All Column Values)

| Customer Age |(All Column Values) ] Customer Tncome (Al Column Values) +]  Geography [(All Column Values) +] _Apply | Resst- |

Product Name

Annutiy Plus

Apex Current Account

Business Loans

Equity Plus

Gold Card

Government Loans

Home Loan

Institutional Savings

Leases

Loans Against Assets

MF Regular

Gther Contracts

Platinum Card

Platinum Plus

Regular Fixed Deposit

Salary Accounts

SavingsMax Account

Signature Card

Super Saver Deposits

Supreme Current Account

Sweep In Deposits

Analyze - Edit - Refresh - Export

Figure 118: Market Basket Analysis

Market Basket Analysis
[Time run: 2/10/2015 4:30:03 PM

Product Bashket

Nearest Associated Product

Branded Cards,Platinum Cards |Branded Cards,Platinum Cards

Gold Cards

Gold Cards

Branded Cards

Branded Cards

Analyze -Edit -Refresh -Export
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2.1.5 Sales Funnel

The following reports are present in the Sales Funnel dashboard:

Figure 119: Sales Funnel Table

Stage | #Customers by Stage | Proportion | Conversion
1,00 5650 100.00% 313.89%
2.00 3000 53.10% 300.00%
3.00 2700 47.79% 47.79%
4.00 1300 31.86% 60.00%
5.00 1000 17.70% 333.33%
5.00 300 5.31% 100.00%

Stage Proportion: This report shows the percentage of the target list for each stage.

Figure 120: Stage Proportion

100.0%

533.10%

2.00 Contacted

1.00 Target List

Stage Proportion

47 78%
31.88%

4.00 Responders

3.00 Targets Delivered

17.70%
5.310%

.00 Accoun...
5.00 Application Submission

Stage Specific Conversion: This report shows the percentage of the target list that has been converted
for each stage.

Figure 121: Stage Specific Conversion
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2.1.6

100.0%

53.10%
47.759%

 3.0047.79%
[

2.00 300.00%
1.00 313.89%

Stage Specific Conversion

31.85%
17.70%

4.00 80.00%

5.00 333.33%

Les= than
LR

Between
36% and
T1%

5.310%

Iore than
7o

6.00100....

Web Analytics

Time Spent per Event: This report is a summary of the average time spent by users on each page and is
represented in seconds and arranged in order of events where maximum time is spent.

Figure 122: Time Spent per Event

Customer Complaint
Application Start Page
Al

Web Analytics Home  Catalog  Favorites v Dashboards v New v Open v  SignedinAs weblog
Event Analysis = Most Visited ltems  Product Analysis ‘:
Time Line of Business Customer Code
O, Apply Resetw (All Column Values) v Apply Reset v ~Select Value— v Apply Resetw
Time Spent Per Event
Time run: 10/16/2017 10:54:20 AM
Duration in Seconds
Event Name Duration

92.00
85.00
77.83

Calculator

Terms and Conditions
Bill Payment
Financial Planning
Rewards/ Offers

Fees and Charges
Product Details

77.00
70.80
66.00
55.00
55.00
39.00
33.00

Event Frequency: This report shows the frequency of an event that is the number of occurrences of an

event over a certain period.

Figure 123: Event Frequency
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Event Frequency

Time run: 10/16/2017 10:54:21 AM
Event Name Frequency
Application submission confirmation 8,366
Bill Payment 4593
Calculator 2,861
Terms and Conditions 1371
Customer Complaint 1,146
Rewards/ Offers 772
Financial Planning 553
Application Start Page 299
Product Details 177
Fees and Charges 18

Top 10 Pages: This report shows the top 10 pages sorted by the number of visits made to the pages or the
number of users that have visited.

Figure 124: Top 10 Pages

Web Analytics Home Catalog Favorites v Dashboards v New v Open w Signed INAs w

EventAnalysis = Most Visited tems = Product Analysis

Titne Line of Business Product Customer Code

Apply Reset v ~Select Value- v -Select Value- v Apply Reset v ~Select Value- v Apply Reset w

Top 10 Pages
Time run; 10/16/2017 11:00;22 AM

No of Users w

Page Name No of Users

PAGEDO1 39
PAGED02 78
PAGEDO3 39

Analyze - Edit - Refresh - Print -

Top Activities on Site: This report shows the list of activities sorted by frequency i.e. the number of
occurrences of the activity over a certain period.

Figure 125: Top Activities on Site
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Top Activities on Site

Time run: 10/16/2017 10:54:40 AM
Activity Frequency
Application submission confirmation 8,366
Bill Payment 4,593
Calculator 2,861
Terms and Conditions 1,37
Customer Complaint 1,146
Rewards/ Offers 772
Financial Planning 553
Application Start Page 299
Product Details 177
Fees and Charges 118

Top Products by Page Visits: This report shows the most popular products sorted in the order of visits
and users visits that are made to pages associated with a product.

Figure 126: Top Products by Page Visits

Home | Catalog | Favorites | Dashboards + | [ New ~ | BS Open + | SignedIn As|

Event Analysis ~ Most Visited Items Product Analysis
Time Lina of Business Product
-, | Apply | Resstw ~Select Value— [+ -~-Select Value— ~ | Apply | Resetw
Top Products By Page Visits
Time run: 10/16/2017 1:04:25 PM
Analyze By Destinct Page Visits v
Product Name Distinct Page Visits
Annutiy Plus 13
Apex Current Account 19
Business Loans 19
CarLoan 19
Cards 18
Coporate Contracts 19
Corp Invest 19
Corporate Products 19
Equi Plus (Ret) 19
Equity Plus 19
Family Savings Group Account 19
Gold Card 19
Gold Loan 18
Government Loans 13
Home Loan -]
& G rows1-15

Top Products by Sell Score: A list of products sorted by sell-score, wherein the sell-score is computed
using weightage of offers and pages associated with a product and the number of visits made to those
pages over a certain period. Sell score is dependent on average offer weightage and page weightage
defined by the user.

Figure 127: Top Products by Sell Score
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Top Products by Sell Score
Time run: 10/16/2017 11:41:44 AM

Product Name Sell Score
Senior Citizens Account 2.44
Equi Plus (Ret) 2.14
Retail Invest 2.13
Regular Savings Account 2.04
Institutional Savings 2.03
Corporate Products 1.73
Gold Card 1.62
Retail Loan 1.59
Platinum Plus 1.50
Business Loans 1.48
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