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Financial services has always been a challenging
industry in which to operate, and it’s not getting any
easier. Faced with masses of data, more demanding
customers and an increased threat from cybercriminals, businesses in the sector are having to work extraordinarily hard to stay ahead of the game.
In this Financial Services section of OnWindows, our
lead story considers how leading banks are leveraging
big data to stand apart from the competition. You can
also discover some of the fantastic work our Digital
Crimes Unit is doing and hear from Peter Hazou on
what to expect from this year’s Sibos event.
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Capitalising
on

data

According to IDC, by 2020 there will be as many data
bits in the digital universe as there are stars in the
actual universe – a number so vast it is impossible
to comprehend. For financial services organisations
in particular, finding ways to deal with this data is a
significant challenge
B Y D H A R M E S H M I S T R Y, T E M E N O S
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T

raditionally, a bank’s data was purely
based on account holder information
(name, date of birth, address etc.) and
transactional history (income, spending,
etc.) which is in a very structured format.
However, the new types of data being generated today are far more varied, unstructured
and often real-time.
Indeed, data is now being gathered from numerous new-age external sources such as social media, web browsing, market feeds, GPS
and from multiple channels, not least from
digital channels such as mobile. In fact, mobile
is becoming the preferred channel for banking
services across the globe. What’s more, with
the growth of the internet of things (IoT), it is
predicted that 30 billion devices will be connected to the internet by 2020. This takes the
volumes and varieties of data being generated
to a different level, creating massive opportunities for exploring new business models,
providing real-time information and diversification of revenue streams.
Financial institutions are becoming increasingly aware of the value of the data they hold
and of the potential it has to enable them not
only to survive in this dramatically changing industry, but to compete with new competition. With many challenges arising as a
result of new entrants and changing customer
behaviour, traditional banks need to leverage
their most valuable asset to enable them to
deliver next generation banking services that
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customers are demanding. In addition, the
analysis of data is fundamental to increasing
bank profitability and managing risk.
The potential of exploiting this data to understand customers is alluring, however it
still remains largely untapped. A report by
Capgemini, titled Big Data Alchemy: how can
banks maximise the value of their customer
data, discovered that only 37% of customers
feel their bank understands their needs and
preferences, and less than 50% of banks analyse externally generated data at all. Data is
simply data and has little value unless it can
be accessed, analysed and have intelligence
applied to it – like oil it has to be mined and
refined to reap the value. This is a major challenge for many financial institutions.
In order to capitalise on their data, banks
will need to overcome a number of challenges.
One of the biggest challenges is tackling the
prevailing mindset. Banks’ reputations rest on
safeguarding customer assets. 62% of banks
are cautious with big data due to privacy concerns. For many bankers, the priority is to
lock down customer data to ensure that it isn’t
compromised. While the privacy of customers
must be maintained, this mindset will limit
banks’ ability to leverage data to improve the
customer experience.
Overcoming data silos is another challenge.
Banks typically have multiple, disparate legacy systems with siloed data that focuses on
distinct business functions which tend to be

“Data is simply data and has little
value unless it can be accessed,
analysed and have intelligence
applied to it”
product focused rather than customer focused. The data is bound up in these systems
with no conformity on semantic standards
and is difficult to access.
Banks also need to have a consolidated view
of all data – structured and unstructured. Currently, approximately 80% of data generated is
unstructured, but many believe this data can
provide the most business value. Consolidation
would open new frontiers and provide significant competitive advantage.
Moreover, to leverage the power of big
data and the IoT, banks need to capitalise on
real-time and move off batch processing. The
ability to use real-time data can help with enabling quicker decision making, managing risk,
combating financial crime and to drive contextual customer experiences.
Data storage is proving to be a further headache. Typically structured data is stored in a
data warehouse. However, more flexible solutions are required that are easily scalable and
cost-effective to handle the increasingly huge
and diverse data types, including tagging and
indexing so that it can be quickly searched for
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and acted upon. This is fundamental to an efficient big data strategy.
It’s worth noting that, even with the best analytical tools, you still need human intelligence
to convert resulting intelligence into business
benefit. This has resulted in the rise of ‘data
scientist’ requirements, however data scientists need a unique combination of skills and,
unsurprisingly, these individuals are much in
demand and hard to find.
While there are many challenges, none of them
are unsurmountable by investment in the required technologies, processes and people coupled with a top down commitment to becoming
a data driven, customer centric bank. Effective
analysis of data can be key in helping banks to
achieve their strategic goal.
The good news is that the changing behaviour
of the customer – who embraces social media
and has a more relaxed attitude to the sharing
of personal data – coupled with the widespread
adoption of devices and the shift to digital
banking channels, means that masses of data is
being generated every day and, if captured and
analysed, can provide valuable insight enabling
banks to understand the customer better.
By integrating and blending captured data
into analytical models, a bank can identify insights such as channel usage and preference,
number and type of products per customer,
typical product bundles, buying trends by demographic, and much more – the opportunities are endless. If banks use this insight to add
value for customers and offer them a personalised service, we begin to move into the realm of
experience-driven banking – offering relevant
products and services to customers, at the right
time and place, via their preferred channel.
In fact, there is a source within a bank’s infrastructure that is rich in up-to-date customer information that has already undergone
extensive analysis that, to date, may not have
been appreciated. This nugget is in the form
of financial crime mitigation software, which
all banks must have. It may vary in sophistication, however, the most advanced platforms
hold a detailed picture of both retail and corporate customers.
To fully maximise the opportunities that
big data offers (through predictive analytics)
there are practical issues to address, particularly given the variety of transaction types. Financial institutions must consider if there is
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enough information to understand customer
behaviour over time and across the product
line. Anti-money laundering (AML) software
offers this complete picture. It should hold all
the transactional information on the customer in one record, regardless of how many accounts they have (credit card, current account,
savings, etc.). And this transactional information is usually from several days (up to five),
providing a detailed insight of the customers
recent behaviour.
With this information on the payments and
spending patterns of customers, banks can now
start to direct very targeted offers to their customers. Banks are already doing peer grouping
and segmentation, which is also held in the
AML software. This presents a significant opportunity to measure and understand trends.
The opportunities are endless when you combine information from several account sources,
but with many banks having disparate systems
that struggle to talk to each other, the AML
system provides the only holistic view. It is the
cleanest unified set of data in a bank.
Cross-selling is key to increasing wallet-share
and customer loyalty, and the smart use of
data can be a powerful weapon in doing this.
A typical predictive model could be ‘next best
product’ for instance.
For example, a bank can determine a segment
of customers that are likely to need a certain
product type – i.e. bank customers between
the ages of 25 and 35, employed and living
with parents could be looking for a mortgage
product, or customers that take out a car loan
typically need car insurance. This insight can
enable the bank to recommend products to
customer segments at a time when they are
most likely to buy, via their chosen channel –
for instance when the customer logs onto their
mobile banking app an advert appears for a
mortgage or car insurance.
Banks are also starting to see the value in
rewards programmes, which drive loyalty and increase spend – but even offering relevant rewards
also relies on using data and analysing it.
With increasing competition, transparent
product pricing, account switching made easy,
and consumers’ attitude to managing their finances changing, customer loyalty is declining
and the number of financial service providers
per customer is increasing. Reducing attrition
of profitable, or potentially profitable, custom-
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ers is key to increasing a bank’s balance sheet
growth. After all, a 5% increase in customer
retention can increase business profits by between 25% and 125%, according to a report
called Leading on the Edge of Chaos by Emmett
C. Murphy & Mark A. Murphy.
This is another excellent example of how by
using predictive analytical models a bank can
increase profitability. A predictive model, for
instance, could be developed to focus on customer attrition. It could determine which customers are profitable and which are not, which
customers are at risk of moving or stagnating
and which customers are prime for nurturing
to make them more profitable. Embedded analytics can then be integrated into front line
channels so that bank staff can evaluate the
risk and either look to deter the customer
from switching with some kind of incentive or
alternatively let the customer go as they are of
little potential value to the bank. Embedded
analytics can also be used as part of a retention
plan by enabling a more personal conversation

with the customer across all touchpoints and
channels. With retention strategies that are
individualised for each customer, customer
churn can be reduced significantly.
Overall it’s clear that technology has opened
the banking industry to new competitors and
disruption. However, banks retain the competitive advantage of data. Banks have millions of
customers, billions of transaction records and
the potential to capture masses of new unstructured data types as a result of the digital era
that we now live in. The leading companies are
spending billions on accessing the information
that banks already have. It is now imperative for
banks to overcome their challenges, make the
necessary investments in business intelligence
and analytics solutions and do something with
this rich material to enable them to better understand, grow and protect their customers. If
done properly – the opportunities are huge.
Dharmesh Mistry is the digital and UXP
product director at Temenos
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The Digital

journey

At this year’s Sibos event, Microsoft will be demonstrating how it is helping banks
become leading digital businesses. Peter Hazou tells us more
BY REBECCA L AMBERT

E

very year, the global financial services and
technology communities gather together at
Sibos – the annual financial services event
organised by global standards and messaging
services provider SWIFT. 2015 sees the event
head to Singapore where, between 12-15 October, financial leaders will discuss key topics and
trends driving change across the industry, including cybersecurity, technological evolution,
virtual money, and compliance and regulation.
A regular exhibitor and major advocate of the
event, Microsoft will take the opportunity this
year to present its strategy and solutions centred
on digital banking, risk and analytics, and compliance and cybersecurity.
In particular, the company will focus on how it
is positioned to help some of the leading financial institutions in the world make the transition
from simply managing transactions to becoming
true digital information businesses.
According to Peter Hazou, director of business
development, Financial Services at Microsoft, the
urgency for banks to transform into digital businesses has become more acute than ever.
“Retail and institutional customers alike are
more informed, increasingly mobile and expect consistent service across all channels,” he
explains. “As a result, there is increased pressure for new customer engagement models,
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transparency and the ability to demonstrate
business integrity.”
At the same time, the gap between customer expectations and adoption of new technology versus
banks’ system capabilities is widening. Financial institutions are also finding it increasingly difficult to
compete with new entrants from adjacent industries
such as internet-only services, telecommunications
and retail. “Indeed, without legacy systems and processes, new entrants are disrupting heritage business
models by pushing the innovation envelope, offering
lower pricing, and improved customer experiences
by capitalising on technology,” explains Hazou.
However, Microsoft believes banks can turn
these market pressures into an opportunity for
business growth and long-term sustainability,
particularly in the following three areas.
Deliver more value to customers
By engaging them in natural, highly personal
and innovative ways throughout the customer
journey, banks can gain deeper insights into their
customers’ wants and needs. This helps them to
not only improve the customer experience, but
provide clients with relevant offers, which, in the
long run, will allow them to drive increased relevance, loyalty and profitability.
“Microsoft supports financial institutions with
omni-channel delivery solutions, underpinned
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This year’s Sibos
event heads to
Singapore, where
delegates will discuss
the latest finance
trends, including
virtual money and
cybersecurity

by advanced analytics and automation, to reduce
cost, improve efficiency and better serve customers by creating compelling experiences across all
channels,” says Hazou. “With our broad range of
solutions that are integrated by design across devices and cloud services, we provide banks with a
complete platform that allows them to focus on
driving customer acquisition, improving customer loyalty and accelerating time to market while
at the same time ensuring full compliance with
today’s banking requirements.”
Work and collaborate as a team
Banking professionals today need to be able to
work from anywhere and on any device with
modern productivity tools that provide seamless
access to company data.
“Microsoft supports financial institutions with
mobility, productivity and analytics solutions to
fuel growth, improve customer satisfaction, and
differentiate products and services in the market
by enabling the workforce to drive customer intimacy, improve sales performance and improve
business insight,” says Hazou. “At Sibos we will
be showcasing our ability to support the online,
on-premises and mobile productivity needs of
financial services employees through effective
content delivery, enterprise social, collaboration,
communications and mobility solutions.”

Reinvent banking
With rich cloud-based systems and efficient,
highly-automated digital processes, banks can
be better prepared to meet the security, privacy and transparency expectations of customers, regulators and shareholders. This modern
infrastructure allows them to address quickly
evolving customer preferences and the persistently challenging business climate.
At Sibos, they will have an opportunity
to learn more about Microsoft’s cloud platform, which is differentiated by its enterprise
grade, hybrid model, optimal cost, hyper-scale
and simplicity of use to support legacy and
ecosystem transformation, improve IT cost

ratios and put in place new capabilities to fuel
future growth.
“As we will be demonstrating, our endto-end solution portfolio enables banks to
engage customers through seamless and contextual experiences across channels, enable a
connected and collaborative workforce, and
transform the business with connected and
open systems,” explains Hazou. “We look forward to meeting with banks and showing them
how, through a combination of Microsoft and
partner technology, they can turn data into
insight, transform ideas into action and turn
change into opportunity.”
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Tackling cyber
threats head on
As the number of cyberattacks aimed at retail financial services firms rises,
Microsoft’s Digital Crimes Unit is poised to ensure justice and help to create
solutions that are inherently secure
B Y L I N D S AY J A M E S

W

hile the digitisation of our world has
transformed our lives for the better in
more ways than we could ever have
imagined, there’s no doubt that it has a dark side.
Across the globe, cybercriminals are making increasingly more sophisticated attacks, affecting
nearly 400 million people, and costing consumers US$113 billion every year, according to the
latest research from security firm Symantec.
For retail financial services firms in particular,
this threat presents a huge challenge. Take the recent cyberrobbery by the Carbanak criminal gang,
for example. Stealing up to one billion dollars over a
two-year period from more than 100 banks worldwide, the cybercriminals were among the first ma-
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licious users to steal money directly from financial
institutions, rather than targeting customers.
That’s not to say that end users are no longer being exploited; quite the opposite in fact. Between
mid-2014 and early 2015, three of the most active
banking botnets (whereby networks made up of remote-controlled computers which have been infected with malware are used for malicious purposes)
were brought down. Meanwhile, the Dyre financial
Trojan (a type of malware designed to provide unauthorised, remote access to a user’s computer) has
emerged over the past year to become one of the
most potent financial fraud tools in operation. Dyre
is configured to defraud the customers of more than
1,000 banks and other companies worldwide.

Microsoft’s Digital
Crimes Unit combines
big data analysis,
cutting-edge forensics,
partnerships and the
law to keep customers
safe from cybercrime
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Against this backdrop, the Microsoft Digital
Crimes Unit (DCU) is upping the ante against
global cybercrime, taking legal action to clean
up malware and help ensure customers stay
safer online.
“It’s a fascinating area in which to work,” says
Richard Boscovich, a former attorney and Microsoft’s assistant general counsel for the DCU. “We
have observed significant changes over the years.
Botnets continue to be the weapon of choice for
crime-for-profit individuals, but the way malware
is deployed to create botnets has changed dramatically. In the beginning, cybercriminals would
take a shotgun approach. However, as we’ve got
better at bringing these criminals down and ripping out their infrastructures, they’ve started to
reduce the noise level in which they operate by
being more specific in the way in which they target their efforts. They’re much more geographically located too. Take ZeusS, Ice IX, Shylock and
Ramnit, for example, which have targeted a specific country’s financial vertical.”
This type of activity creates a huge amount of concern for retail financial services firms, which need
to assure their customers that it’s safe to bank online. “We’ve seen banks become increasingly aware
of the threats over the past few years,” Boscovich
explains. “At Microsoft, we have a very open line of
communication with many of the biggest banks to
identify the specific threats that they’re seeing and
combine their intelligence with ours. This means

Key findings from the 2015
Internet Security Threat Report
Advanced attackers
targeted

5 out of 6
large companies
in 2014.

28%

of all malware was
‘virtual machine aware’
in early 2014

40%

increase on the
year before

60%

of all targeted attacks struck small
and medium size organisations
Source: 2015 Symantec Corporation

2014 had an
all-time high of

24

zero-day
vulnerabilities

that we can work alongside the industry to better
identify, understand and take proactive measures
against the threat. For example, since our action
against the Citadel botnet – which was used in
2013 to steal more than US$500 million from bank
accounts spread around the globe – we’ve seen a
98% reduction in fraud using that malware.”
The intelligence gathered from this work is
also incorporated in Microsoft’s cloud to ensure
it can offer better security and greater protection for its customers. “Banks are realising that
having a secure cloud infrastructure is a way to
reduce potential risks,” Boscovich says.
Microsoft’s commitment to ensuring a safer environment for the retail financial services
industry to work in doesn’t stop here. The company is also investing heavily in regulation and
control. “We work very closely with regulators to
understand their concerns,” explains Neal Suggs,
Microsoft’s vice president and associate general
counsel for business, consumer and the public
sector. “The information gained from this is then
fed back to our engineering teams so that we can
guarantee that every product we offer our customers will meet regulations.
“We are also committed to help shape the laws
in this regard,” Suggs continues. “If you think
about our lawsuit with the US government [a
US judge tried to force Microsoft to hand over
e-mails sitting in the company’s Irish data centre
– Microsoft appealed the case on the grounds of
data privacy], then it’s clear to see that we take
our responsibility to keep data safe seriously.”
And the company’s efforts in this regard are
showing no signs of slowing down. “We’re doubling our investment to make Azure the most
compliant cloud a customer can use,” Suggs says.
“It meets international standards, including the
privacy laws of over 140 jurisdictions to create a
product that is inherently resilient.”
“We’re also really excited about the security
in place around Windows 10,” Boscovich adds.
“We’ve taken everything we’ve learnt over the
last few years to make this operating system our
best yet. One of the amazing aspects of what
we’ve done is to look at how apps are compromised – Windows 10 now opens apps in a sandbox environment. We’ve also enhanced security
at all levels, from the default automatic updates
to the integrated antivirus product. This gives
our financial services customers the confidence
they need that, right through the line, every part
of the puzzle is totally secure.”
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A worldwide standard
We hear from BIAN’s Hans Tesselaar about the progress the banking standards
association is making to develop the most complete banking industry framework
BY REBECCA L AMBERT

T

his May, global banking standards association the Banking Industry Architecture
Network (BIAN) completed the development of its latest standardised IT architecture
design for banks – Service Landscape 4.0.
Designed by the likes of Microsoft, SAP, IBM,
UBS, PNC and ABN Amro, BIAN’s Service Landscape 4.0 aims to define the standard business
capabilities that make up a bank and provide a
framework to help banks update or replace their
core IT systems. Using this reference structure,
BIAN hopes that they will be able to tackle the
problems associated with legacy IT and drastically cut the cost of technology integration.
Discussing some of the key differences between the new Service Landscape 4.0 and its
predecessor, Hans Tesselaar, BIAN’s executive
director, explains that his organisation has
made some big improvements, particularly
regarding the number of service definitions it
has developed. Between this latest version and
the last, it has added over 1,700 new service
operations. It has also increased the number
of business scenarios to over 200. “We’ve completely rewritten the guidelines with this latest
framework,” he says. “Following many years of
development, we believe that we have created a
simplified industry solution that banks can rely
on to update and replace their core IT systems,
and overcome the legacy issues they may face.”
This is all part of BIAN’s goal to promote a
more integrated approach to managing banking
processes and encouraging banks to break down
siloes across their corporate, business and consumer functions.
“If we don’t have the service definitions in
place, it’s very difficult to see how the landscape
is constructed,” explains Tesselaar. “We are defining services and reacting to the need in the
industry to deploy messages. Our definitions are
the starting point of message definitions.”
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“We’ve completely
rewritten the
guidelines
with this latest
framework”

Alongside its new framework, BIAN has also
published guidelines about how to use the landscape. Over 4,400 unique users have downloaded
the material so far – and rising. “There’s a great
deal of interest in what we’re doing at the moment,” says Tesselaar. “Our membership base continues to grow – in the last few months we’ve had
the likes of Fiserv and Avaloq join our network.
We’re also about to host our first official North
American chapter meeting as more US banks see
the benefits of what we’re trying to achieve.”
At the financial services event Sibos 2015, coming up in October, the organisation will be sharing
its plans to bring additional models to the industry to further help financial institutions from a
strategy perspective. “We are also working on an
application architecture model,” adds Tesselaar.
Looking further ahead, BIAN is striving to develop the industry’s most complete framework.
“Our focus will continue to be on delivering more
business scenarios and working to understand the
dependencies between different parts of the landscape to help banks modernise their services and
enrich their client offering by embracing the latest
in digital innovation,” says Tesselaar.
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Actionable

analytics
IDC estimates that companies using data assets to their
advantage will capture US$1.6 trillion more in business value than
those that lag behind. We find out how the Cortana Analytics
Suite can drive change in financial services

M

icrosoft CEO Satya Nadella took the
opportunity to announce the Cortana
Analytics Suite – a package of big data
and advanced analytics technologies – during the
company’s Worldwide Partner Conference opening keynote in July.
The suite, which brings together a host of machine learning, big data storage and processing capabilities behind the likes of Cortana, Bing and so
on, will soon be available as a monthly subscription
service for businesses.
In essence, the service will enable businesses to
analyse their operations, predict future outcomes
using machine learning algorithms, improve their
decision-making processes with proactive alerting
and recommendations, and simplify and automate
decision-making when dealing with complex problems. And because the suite integrates with Cortana,
Microsoft’s digital personal assistant, people will be
able to use voice commands to ask natural-language
questions to get the information they’re looking for.
According to Rupesh Khendry, Microsoft’s director of Worldwide Financial Services, digitisation
is having a fundamental impact in the financial
services industry, creating new opportunities and
risks for its constituents. Leveraging data as a key
business asset can be a compelling differentiator
in garnering insights to rationalise costs, increase
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C O R TA N A A N A LY T I C S S U I T E : I N P R A C T I C E

Risk manager
Based on a market event, a risk manager can analyse the impact
to business, run computation models to analyse what-if scenarios
and convert that into action thereby driving insight for clients. A risk
manager has to factor in a huge amount of data – both structured
and unstructured – to predict what will happen to the business on a
daily basis. To make smart decisions, they need a holistic view of all
lines of dependency that will affect their business.

FINANCIAL SERVICES

Microsoft CEO Satya
Nadella announced the
new Cortana Analytics
Suite during his
keynote presentation
at the 2015 Worldwide
Partner Conference

Product manager
A product manager’s priority is to understand their
clients’ activities and behaviours in order to make the
next best product recommendation. Having the ability to
analyse client history behaviour and preferences enables
better insight and ability to cross sell new products, and
have a better chance of determining the right moment
to propose a new product or offering.

revenues, better manage risks and offer end-customers cutting
edge solutions and services. The current generation of data
management and analytics applications have limited capability in the digital financial services economy. “It’s becoming so
important to have state-of-the-art solutions for analysing data,”
he says. “With the ability to extract, manage and analyse vast
amounts of critical data generated across the institution, as well
as exponential unstructured data that needs to be factored in.”
With the Cortana Analytics Suite proposition, Microsoft is
bringing to market a comprehensive, world-leading analytics
product portfolio in the cloud, hybrid and on-premises. “This
includes state of the art machine learning algorithm implementations developed at Microsoft Research and deployed at great
scale in Bing, Xbox and Cortana/Windows 10, and Revolution-R
which is the most scalable and enterprise-grade cross-platform
implementation,” Khendry explains. “Our data and analytics
products, coupled with PowerBI and Dynamics CRM, provide
the necessary building blocks required for several topical use cases such as fraud detection, cross selling and investment advisory
needs. It offers a true end-to-end solution for businesses to enable core analytics scenarios and, ultimately, transform themselves
through the power of data – all in a simple, intuitive manner.”
In the following three scenarios, we take a look at how the suite
can be put into action.

Investment advisor
An investment advisor analyses customer preferences,
risk appetite and previous investments based on the
customer and social data that is available to them.
Based on their client’s portfolio, they are able to make
relevant investment recommendations.
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Treasury management
in the cloud
JEAN-LOUIS L ALONDE: A ZUR GROUP

Treasury management systems are often plagued by operational risks
and a lack of efficiency. The cloud offers an effective way to help

T

he industry is currently flooded with
thousands of in-house, legacy treasury
management systems that are reaching
the end of their lifecycle. This includes old
desktop applications from an assortment of
generic technologies like client-server applications, spreadsheets and database management
systems. These systems are error prone, introduce delays and missed opportunities, involve
higher fees, afford less control and are harder
to audit. The cost of operating these legacy systems is quite high when we take into account

infrastructure, resource overhead, the lack of
quality forecast and overall agility.
This, teamed with the fact that the complexity
of treasury reporting requirements is increasing,
demanding strong analytics capabilities for large
volumes of data, provides a valuable case for why
shareholders, corporate directors and treasurers are
all calling for a modernised software-as-a-service
(SaaS) treasury management system (TMS).
It’s no secret that organisations that migrate to
the cloud save on IT spending due to a reduction
in data centre expenses and lower IT personnel

Treasury management system hosted on Microsoft Azure connecting to Swift

Montreal

10,000+
banks
TMS on
Microsoft Azure

Source: Azur Group
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costs. A cloud-based treasury management system (TMS) can provide the increased visibility
and effort reduction required to manage daily
financial transactions at a much lower lifecycle cost. This enables treasurers to focus their
resources on more strategic risk management
activities. The cost savings, combined with strategic benefits in speed, scalability and agility, are
strong arguments for any organisation to make a
more aggressive leap to the cloud.
But until now, SaaS TMS have largely been
based on privately-owned cloud infrastructures,
which cannot compete with Microsoft Azure’s
level of services because they are built on their
own data centres with limited resources and high
operation costs.
We’ve introduced a true SaaS TMS: built with the
latest infrastructure-as-a-service (IaaS) and platform-as-a-service (PaaS) advanced functionalities
from major cloud service providers like Microsoft.
Since 2008, Microsoft has invested billions in its
high quality Microsoft Azure Cloud infrastructure,
enabling the development of affordable, highly secure and efficient SaaS solutions.
With the quick, ready-to-use availability of Azure IaaS, each infrastructure component is provided as a service, including virtual machines,
storage, network, VPN, the Azure SQL database
and Active Directory.
The IaaS utility service model is a pay-per-use/
pay-as-you-go, subscription-based mode which
scales infrastructure services based on application
usage. This is one of the pillars of cloud computing
services. IaaS services can be scaled up quickly for
increased demand and scaled down in times of decreased demand. This translates to enormous flexibility and the optimal use of resources and money.
IaaS reduces total cost of ownership and changes
the enterprise cost from a capital expense (capex)
to an operational expense (opex).
With Azure PaaS, each platform component is
provided as a service, including app services, worker services, service bus, BizTalk services, notification hubs and many more.
PaaS delivers the services required to support the
complete development & delivery life cycle of web
applications and services on the Internet. PaaS is a
perfect match for agile methodology, because agile
is based on iterative and incremental development
whose iterations, as they progress, may require
supplementary platform component services.
The highly-secure Microsoft Azure provides
international and industry-specific compli-

“The cost savings, combined with
strategic benefits in speed, scalability
and agility, are strong arguments for
any organisation to make a more
aggressive leap to the cloud”

ance standards such as ISO 217001, HIPAA,
FedRAMP, SOC 1 and SOC 2, as well as 256bit data encryption, fully clustered multi-tier
structure and an antivirus solution. On top of
Azure security mechanisms, a SaaS TMS can
provide the following security schemes: twostep login; centralised user and role management; configurable workflows with multi-eye
controls and approvals; secure SWIFT messaging cloud services; static and dynamic security
services for continuous web application vulnerability scanning; IP filtering to securely access
TMS on Azure; and network isolation via VPN
to securely access TMS on Azure.
Organisations that employ a true SaaS TMS
are uniquely poised to harness the security,
scalability, availability and affordability of the
Microsoft Azure and SWIFT Lite2 complementary cloud platforms.
Jean-Louis Lalonde is the president and
CEO of Azur Group
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One bank,
many channels
J O Ã O L I M A P I N TO : E B A N K I T

Delivering a personalised level of service, regardless of channel, is a key way for
banks to hold onto their loyal customers and meet their ongoing needs

P

ersonalisation is proving a top way for
banks to differentiate themselves from the
competition today. By ensuring every interaction and level of engagement with their customers is personal, banks can offer services and
content that suits individual preferences and, in
the long run, helps to foster long-term loyalty.
Banks should aim to deliver personalisation
across all components of their omni-channel
offering. This includes giving customers the
option to ask their bank to contact them at
a specific time to discuss a specific subject,
or even the ability to customise their online
and mobile banking menus with their colour
scheme and background image of choice –
little things like this are proven to have a significant impact on client satisfaction.
ebankit provides a true omni-channel platform that makes it possible for banks to communicate consistently with their customers
while at the same time allowing customers to
feel empowered when they interact with their
bank through their preferred channels.
One particular technology we’re exploring
in this arena is Cortana, which allows the customer to interact with their device and find the
information they need using natural language
voice commands. We have already adapted our
mobile banking solutions to respond to voice,
so that the client can chat to the application
and achieve three different outcomes. The first
is navigation, whereby the client gives a simple
voice command, such as ‘show my current account’ to get to the option they are looking for.
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The second is getting information they need
by asking a question, such as ‘what’s my balance?’ And the third is getting the phone to
automatically carry out an action by giving it
a command such as ‘top up my phone by £20.’
We are also building a similar capability for
smartwatches. This is a simplified version of the
same technology so that the client can communicate using their voice to carry out key functions, including checking their balance and
last transaction, carrying out pre-defined payments, top-ups and transfers, or navigating to
the nearest bank branch.
As this technology matures, we believe that
we will be able to build even more channels

“Banks should aim to
deliver personalisation
across all components of
their omni-channel offering”
to suit customers’ growing requirements. The
user will then simply be able to choose the
channel that best suits the situation they’re in
or the device they’re using and, regardless of
the channel they choose, they will be able to
access the same information.
João Lima Pinto is vice president and CCO at
omni-channel banking solutions provider ebankit

VIEWPOINT

The customer
at the core
P E T E R - J A N VA N D E V E N N : F I V E D E G R E E S

Tomorrow’s winning financial institutions will master the ultimate customer
journey, while operating in a highly cost-efficient manner

W

hile many banks recognise the importance of delivering an omni-channel
service to their customers – whereby
their customers are recognised as an individual
and offered a consistent level of service regardless of the channel they interact via – operational
and technological silos still tend to stand in the
way of making this a reality.
Indeed, technology silos and departmental
silos (such as credit and debit divisions) mean
that, in most cases, banks struggle to identify
who the customer is. Creating a bespoke application silo interface for every new, must-have
device is unsustainable, wasteful and results in a
patchwork of inconsistent interfaces.
At Five Degrees we believe that that the future
of finance truly centres on the customer. Customer information and profiles define the process
rather than the underlying product. Therefore,
banks need to obtain a full panoramic view of all
customer data, behaviour, communication and
processes from a centralised banking hub. All customers, whether retail, SME or private, are served
at their rhythm – how and when they connect,
alert frequency, what information they see, what
functionality they are exposed to, and so forth
– all are matched to suit individual needs. This
vision has been embraced by one of our clients,
online bank Knab in the Netherlands, who we
have been working with in recent years to roll out
an innovative integrated service for its customers.
Since it opened its doors for business in 2012,
Knab has been committed to giving its customers
control of their financial situation in a clear and
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simple way. To do that, it presents all of a customer’s financial information in one dashboard – even
if this information is held with another bank. And
this doesn’t just include transactional information
from bank accounts; it also covers mortgages, assets, liabilities and other relevant data. The result
is that customers get a much clearer view of their
overall financial situation and Knab has successfully set up a bank that delivers on the promise
of true customer centricity, winning prestigious
Celent Digital Model Bank 2015 award.
Five Degrees’ vision is to automate as many
processes as possible and to allow customers to
be included in these processes if they want to
be. Our Digital Banking Platform serves as the
central, orchestrating hub. This leads to a better
customer experience, lower costs and, because
it’s all automated, full control – three KPIs that
are impossible to achieve all at once with most
other solutions.
Peter-Jan Van De Venn is chief commercial
officer at Five Degrees
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VIEWPOINT

Corporate banking
is catching up
S T E V E S C OT T : T E M E N O S

Historically, corporate banks have lagged in adopting digital technology, making
them vulnerable to new rivals. But that’s starting to change, and fast

D

igital is both an opportunity and a threat
to banks as the digital landscape opens out
and new players seek opportunities to use
technology to offer competing services. Organisations equipped to handle transaction volume,
with the agility to respond to market needs, are
positioning themselves between corporate banks
and their clients. Earlier in 2015, Aite predicted
that most of the top 50 US banks will roll out
corporate mobile by the end of 2015. However,
to compete, corporate banks must o
 ffer much
more than ‘services on the move’.
The main disadvantage of multiple rivals for
banking services is multiple portals, and this can
be even more inconvenient for corporates with

“Digital enables corporate banking like
never before now that barriers such as
transaction complexity can be removed”
multiple banking relationships. Personal banking channels provide customers with the ability
to self-serve their banking needs, and inevitably
corporate users are starting to have the same
expectations. Digital enables corporate banking like never before now that barriers such as
transaction complexity can be removed through
engaging and intuitive user experiences.
With the right solution, corporates should be
able to manage all their finances in one place.
Whether a sole trader or treasurer of a major
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corporate, a single view of cash positions, and
access to the banking services they need, is
vital. Equally important is accessing these services when and where they are needed across
multiple devices.
Offering digital banking services that reduce
complexity of managing cash and transactions across multiple bank relationships is key.
SWIFT provides the means to supply the required information; cash reporting messages
provide real time information for corporates
as well as banks either directly to the corporate or via a nominated bank. Banks should
be able to consolidate transaction information
on behalf of their corporate banking customers, present it via their channels and enable the
corporate to manage cash and transact on all
their accounts in one place.
Digital services are more than differentiators,
they are essential to service delivery. The benefits
for corporates are enormous, offering convenience, control, improved liquidity management,
cost savings and ultimately profit. These benefits
stimulate transaction growth directly feeding the
bank’s bottom line. Digital transaction banking
data will help banks identify behavior of successful corporates, target product offerings and assist
other corporates in emulating their successful
peers. In a world of increasing competition,
without the right digital solution a corporate
bank may not be in the race at all.
Stephen Scott is product manager for corporate
banking channels at Temenos

Temenos - leading innovation
to make Banking better

No.1

Core Banking system provider in 2014*
•
•
•
•
•
•
•

Core Banking
Multi-channel Banking
Business Intelligence
Wealth Management
Payments
Risk & Compliance
Financial Crime Mitigation

THE MOST PROFITABLE BANKS RUN TEMENOS**
Higher return on equity

Higher return on assets

Lower Cost / Income

8.1Points

42%

temenos.com
*

32%

@Temenos

+Temenos

Temenos

IBS Sales League – March 2015
The data from this analysis comes from The Banker – ‘Top 1000 Banks 2008 - 2012’. Average values for Temenos customers compared with average values for banks with legacy system

**

VIEWPOINT

The new data centre
DEJAN KUSALOVIC: INTEL

The data centre has always had a crucial role to play in retail financial services.
However, with the advent of technologies such as virtualisation, cloud and
software defined infrastructure, what was once considered a cost centre is now
being transformed into a hub for profit

F

or a long time, the data centre has been
the heart and soul of IT in retail banking,
playing a key role in ensuring the smooth
running of operations and facilitating back-end
processing. However, while banks rightly recognised it as a necessity, it was also seen as expensive and high maintenance.
Some examples in the last few years, according
to Financial Times, are JPMorgan Chase, spending US$500 million on each of its two large data
centres, as well as Spanish Bank BBVA which has
spent an average of €850 million a year between
2011 and 2013 getting its data centres and software development up to speed.
These are significant investments but they
are starting to look even more important as
banks are realising that yesterday’s cost centre
is the profit centre of today. They are increasingly finding significant value in the data they

“Today’s optimised data centres make
far better use of hardware and software,
enabling banks to do significantly
more with significantly less”
have been storing for years, and are using new
tools and solutions to analyse a whole host of
data, including outside data such as social and
transactional sources.
The way data is managed is evolving too, open
source software packages that provide a foundation for the so called big data are making it
possible for the banks to use much larger and
more diverse data sets. Today’s optimised data
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centres make far better use of hardware and
software, enabling banks to do significantly
more with significantly less. Intel has been at
the forefront in virtualisation technologies for
more than a decade and is now leading the way
in the next step in this regard – using software
defined infrastructure (SDI) to transform the
data centre into consolidated, energy-efficient
data centre facilities containing open-standards based, agile and cost-effective systems.
The benefits of such systems are significant.
They can help to reduce capital expenditures
in two ways. First, the use of industry-defined
open standards and protocols limits the dependency on proprietary hardware and
software. Second, cloud and virtualisation
technologies increase the utilisation rates of
IT assets, helping manage costs for overprovisioning for worst-case demand situations and
providing increased flexibility that helps turn
data centres into profit centres.
SDI offers operational efficiencies for all three
pillars of modern data centres: compute, network and storage resources. Storage and networking is a significant focus area for us at Intel.
SSDs are a significant and growing business for
us, as is networking. Automating resource management and provisioning will reduce the number of specialists needed, simplify monitoring
and manageability, and expand self-service
capabilities to improve quality of service and
meet service-level agreements.
What’s more, SDI enables us to allocate infrastructure resources according to business
needs, applications requirements and infrastructure mapping, optimising both IT value
and user experience. This helps to increase
overall flexibility and agility.

FINANCIAL SERVICES

There’s also less need for specialised knowledge. Open interfaces increase the speed of
integrating the infrastructure domain. As we
evolve to SDI, we can reduce our spending and
our dependence on proprietary hardware and
software specialists, and other support.
In short, SDI will help banks to reduce costs,
eliminate storage and network bottlenecks, and
leverage immediate scalability benefits. It’s more
flexible too – users can deploy virtualisations
and then copy and spread the data to remote
data centres far more effectively.
There’s no doubt that this is the future. According to a recent research report by MarketsandMarkets, the total SDI market is expected to grow
from US$21.78 billion in 2015 to US$77.18 billion
in 2020, at an estimated compound annual growth
rate (CAGR) of 28.8%. Together with the launch of
Hadoop, Cloudera, Cortana and other associated
software, it is facilitating a future with endless possibilities for the financial services industry.

Let’s use retail banking and insurance to illustrate how a modern data centre opens doors for
additional profits for the line of business decision
makers. For retail banks it not only enables more
tailored product offerings and hyper targeting
thanks to a far better understanding of the customer, but also helps them to improve the way
they analyse and tackle fraud, more effectively
meet regulations and manage risk. The same can
be said for insurers, who are also able to use big
data for novel, more inclusive actuarial models
such as those based on sensor feeds in property
and casualty insurance industry.
These are exciting prospects – and it seems that
there are no limits to the potential that SDI and
big data analytics technology can offer. I have no
doubt that, thanks to all of this, the future of the
financial services industry will be very different
to what it is today.
Dejan Kusalovic is director of marketing at Intel
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