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Across the industry, banks are transforming how
they deliver new value and connected experiences
to thrive in the digital age. They seek to deliver more
value to customers through insights and relevant offers by engaging them in natural, highly personal and
innovative ways throughout the customer journey, to
drive increased relevance, loyalty and profitability.
Find out more about Microsoft’s vision for the digital bank on page 72. You can also hear from industry
thought leader Brett King on what traditional banks
must do to avoid becoming tomorrow’s incumbent
record store. And on the back of this year’s Insurance
Accounting & Systems Association show, discover
how mobile applications are transforming processes
for insurance agents and their customers.
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Making insurance

more mobile

As the industry looks to keep up with the latest consumer demands, we speak
with Microsoft’s Tony Jacob to find out how mobile applications are transforming
processes for insurance agents and their customers
BY REBECCA GIBSON

A

t a time when there are more mobile devices than humans on the planet, it’s unsurprising that most individuals prefer
mobile as their number-one way to be reached and
interact. It’s also helping them to be more productive at work, and it’s creating a more engaging and
convenient way for companies to communicate
with their customers. With this in mind, a growing
number of insurance carriers are exploring how
they can use both B2B and B2C mobile applications across their businesses – applications that are
capable of running on multiple devices.
“Many people, particularly in the emerging
markets, access websites from their mobile
devices and expect to be
able to choose, buy
and amend insurance
policies or interact
with their insurance carriers in the
same way,” explains
Tony Jacob, managing director of
Worldwide Insurance at Microsoft.
“Providing mobile
applications
is also an effective
way to attract the

y ounger generation of potential policyholders,
and to supply agents, brokers, claims adjusters
and risk engineers with mobile applications and
devices that can increase their productivity and
allow them to provide an enhanced customers
experience to their policyholders.”
While many insurance carriers recognise the
benefits mobile applications bring to both their
employees and customers, developing and maintaining applications that can be used on multiple
operating systems and devices can be challenging. “Our customers and partners find it difficult,
time consuming and expensive to develop and
support multiple versions of their mobile applications. This requires that they maintain skills in
several architectures and support excess infrastructure,” says Jacob.
When Microsoft launches Windows 10 this
year, developing mobile insurance applications
for various form factors will become easier and
more cost effective. Designed to increase interoperability, Windows 10 consolidates the various versions of Microsoft’s operating system to
provide a consistent user experience across all
devices including mobiles, tablets, laptops, desktops and the new Surface Hub.
“Windows 10 users will be able to develop one
application with a context-sensitive interface
that will automatically render itself to fit the

“Using the cloud as an application
platform could be a real game-changer
for insurance customers and partners”
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screen size and input model of whichever device the customer or insurance agent is using,”
explains Jacob. “Customers will also be able to
build both online and native Windows applications and quickly and easily reconfigure them to
run on iOS or Android devices. Meanwhile, new
on-ramp tools will enable developers to convert
iOS and Android applications to Windows.”
In addition, developers will be able to integrate
Microsoft Azure cloud services into their applications, or use that cloud platform to support,
provision and deploy their applications. “Using
the cloud as an application platform could be a
real game-changer for insurance customers and
partners because it will enable them to efficiently
deliver applications to remote employees, such as
independent or captive agents who are distributed widely across a market or region,” says Jacob.
Currently, Microsoft is working with several of
its partners to develop a broad range of mobile applications, products and services that are designed
to help insurance customers manage their daily insurance needs more conveniently and flexibly.
For example, Insuresoft has launched a new Diamond application to enable property and casualty
insurance policyholders to make premium payments, check their policy status, show proof of coverage and print hard copies of their policies directly
from Windows Phone or Windows 8.1 devices.
Avanade, meanwhile, offers a range of mobile applications to help agents and customers manage
life, non-life, and even usage-based insurance scenarios in a more convenient and flexible way.
“The new generation of more responsive mobile
applications provides our insurance customers
with the opportunity to improve the work style of
their remote employees including agents, brokers,
financial advisors, claims adjusters and risk engineers,” says Jacob. “Microsoft’s Developer Experience team aims to help our partners develop and
deliver mobile applications quickly and in a way
that helps them to build their skill sets in areas
such as responsive web applications, touch interfaces and cloud as an application platform. We’re
currently helping many of our partners to extend
their traditional insurance solutions so that they
can be used on mobile devices.”
Improving the accuracy and efficiency of claims
processing is also high on Microsoft’s agenda.
This year, the company has worked with StoneRiver to help it develop and launch a mobile
claims adjuster application that enables adjusters to easily gather loss information, add related

EVENT REPORT

Showcasing the power of
mobile at IASA
This year, the annual Insurance Accounting & Systems
Association event highlighted the power of mobile
and the cloud

Held 7-10 June in Las Vegas, US, this year’s IASA event
highlighted how insurance carriers are leveraging the cloud
as both a platform for mobile workforce applications and to
support production environments for core systems such as
policy administration, claims and billing.
Among the many Microsoft partners showcasing their
solutions was LIA. It demonstrated how customers can
purchase the LIA app using their Microsoft budget and how
a new feature enables it to be integrated with Office 365, to
enable sales representatives to close deals quickly.
Located on booth 711, StoneRiver showcased its Stream Mobile
claims field adjuster application and the core Stream Suite
products, which were demoed from Microsoft Azure. It also
demonstrated its workers’ compensation, reinsurance and life,
health and annuity products. The company joined Plymouth
Rock Assurance to discuss business drivers for moving to new
claims systems.
Accenture Duck Creek highlighted its insurance software suite
and its Accenture Duck Creek On-Demand, a software-as-aservice (SaaS) offering available via the cloud. “IASA allowed us to
share details about our software and innovations and attendees
could see product demonstrations at booth 317,” explains Patti
Griffin, global product lead at Accenture Duck Creek.
The company also co-presented Cloud: Are you ready for
the speed and volume? which focused on the benefits of
moving to an SaaS model and how its software supports
Berkshire Hathaway Specialty Insurance’s excess and surplus
insurance business.
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Improving the field
claims process
Arming field claims adjusters
with the right tools is key to
improving the accuracy and speed
of the claims process, says Lou
D’Alessandro at StoneRiver
StoneRiver aims to arm insurance carriers with the tools they need
to be as efficient and effective as possible, particularly when they
are working remotely. As more of our clients are looking to harness
mobile applications and services to deliver the highest possible
value to their customers we have developed a new, intuitive mobile
application for claims adjusters working in the field.
Designed to run on any mobile device, the Stream Mobile
application is synchronised with the insurance company’s core
system, enabling field claims adjusters to easily gather loss
information online or offline, add pertinent information – such as
images, videos, maps and documents – to a claim and then file
it immediately. This increases operational efficiency, reduces the
amount of time it takes for agents to process and file claims, and
allows them to respond more quickly to their customers’ needs.
Stream Mobile is built on, and runs natively on, the
Windows 8.1 operating system, which enables StoneRiver to
take advantage of Microsoft’s innovative mobile and cloud
platforms and deliver the highest possible value to our clients.
Lou D’Alessandro is senior vice president of product
development at StoneRiver
information and process claims more quickly.
Similarly, Microsoft has helped Accenture Duck
Creek to develop a Windows-based mobile claims
adjuster application to help insurers access claims
information and additional data while completing
loss inspections in the field, using their Windows
Phone and tablets such as the Surface device.
“We’re seeing a new wave of claims adjuster
applications that either integrate with, or extend, insurance companies’ back-office claims
processing solutions so agents can complete
forms on their mobile devices, tablets, laptops or
desktops,” says Jacob. “In future, we expect these
applications to become better integrated with
claims estimating applications and the calculators that are used in automotive and homeowner

66

w w w. o n w i n d o w s . c o m

adjusting. Developers will also make better use
of the peripheral features of Windows devices
such as the camera and voice recorders.”
Several Microsoft partners have also developed mobile applications that will boost the
productivity of insurance agents and brokers, or
help these providers to improve the experience
for policyholders and prospective customers.
For example, CSC has created a Windows mobile
and touch application with RiskMaster, an integrated claims and risk management mobile application
to help property and casualty insurance carriers
and self-insured customers to evaluate claims, control legal costs, identify potential fraud and automate policy administration more quickly.
Meanwhile, US-based insurance agency management system provider Vertafore has launched
initiatives to provide insurance agents with mobile
applications that will help increase their productivity, regardless of the device they are using.
Other Microsoft partners have developed mobile ‘pitchbook’ applications to provide sales representatives with real-time access to model sales
presentations and all of the product information
they need to explain simple and complex insurance products to customers.
“Curated sales content applications are delivered directly from the cloud to a web or native
application on the agent’s mobile device, so that
sales content can be accessed easily regardless of
the user’s location,” explains Jacob. “Microsoft
has also worked with agency management system providers to integrate insurance companies’
customer relationship management (CRM) systems with individual agents’ mobile devices to
provide them with additional customer insight
and facilitate effective case management.”
For example, Seismic’s app, which is hosted on
Microsoft Azure and can be integrated with an
insurance company’s CRM system, allows sales
agents to share sales documents and presentations,
gain a 360-degree view of customers, automatically
populate documents with data and more.
Similarly, LIA has developed a curated sales
content application that can be used on Windows tablets. Used in 47 countries, LIA allows
insurance sales representatives to access relevant
content on their mobile devices when dealing
with customers in the field. The application also
analyses individual employees’ prospects and
sales, and then feeds this data back to the management team so they can track performance.
“LIA provides an efficient and effective tool for
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insurance companies wanting to achieve compliance because management can also ensure version control and provide an audit trail for each
sales representative and prospect engagement,”
explains David Warren, CEO of LIA. “Plus,
customers can now purchase our flagship Windows app using their existing Microsoft budget,
enabling them to derive increased incremental
value from their investments in Office 365, Microsoft Dynamics CRM, and Microsoft Azure.”
In addition, Microsoft is collaborating with
e-application developers such as iPipeline to
provide agents with the mobile tools they need to
quickly complete insurance forms when they are
closing new deals. The company has also partnered with both AssureSign and DocuSign to
ensure that e-signature capabilities are included
in its devices, its productivity applications such
as Office 365 and Microsoft Dynamics CRM.
Looking ahead, Jacob expects more insurance

providers to harness mobile technology to cater
to the needs of their employees and customers. He
also predicts that more insurance carriers will leverage the internet of things, telematics, usage-based
applications and home automation devices.
“Smart devices are becoming increasingly popular as insurance carriers explore how they can
capture insights about customer behaviour to
better price policies, improve underwriting performance or reduce claims loss ratios,” explains
Jacob. “The explosion of wearable devices in the
marketplace is also prompting companies to explore how data about the wearer’s health and fitness activities can be used to develop life, group
and employee insurance programmes and products. Over the next few years, insurance providers
will need to ensure they can tailor their existing
solutions or develop new applications and products to cater for today’s more mobile workforce
and consumer base.”

VIEWPOINT

Making remote employees more mobile

Partnering with Microsoft to develop Windows-based mobile
applications provides a number of benefits for both insurers and their
customers, says Patti Griffin at Accenture Duck Creek
Handling insurance claims in the field can be difficult and
time-consuming if an adjuster does not have the right
tools, particularly in the aftermath of catastrophes that
affect multiple people. When such events occur, insurance
adjusters often need to visit various sites and process a
high volume of claims quickly.
Built on Microsoft technology, our Accenture Duck
Creek Claims Mobile Field Adjuster application is
designed to accelerate, automate and streamline the
process for both daily and catastrophe claims.
The application integrates with assignment and
mapping tools – such as Bing Maps – to enable
insurance adjusters to organise field inspections
according to priority and proximity.
In addition, adjusters can easily access information or
enter notes, photographs and other evidence into the
application while conducting the loss inspection at the
customer’s premises. This reduces the need for adjusters
to complete paper documents and then transpose notes

into the claims system when they return to the office. Thus,
claims are recorded more accurately and efficiently.
Building and running our application on the Windows
operating system has multiple benefits. We had access
to expertise from the Windows team and we used both
Visual Studio and the new Universal App architecture
to create a single application that can be easily ported
across the entire Windows device family. This means
it adapts responsively to whichever mobile device the
adjuster is using, although it is built on a single codebase.
Customers will also benefit from Microsoft’s
investments in its mobile technology platform and
Windows 8.1 operating system, which offer enterprise
capabilities and the strongest user experience in
the market. The application will become even more
intuitive to use when Windows 10 launches.
Patti Griffin is the global product lead at
Accenture Duck Creek
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Brett King
Bestselling author and renowned futurist Brett King has established himself
as a leading authority in mobile banking. We took some time out of his busy
schedule to discuss where the industry is heading
B Y L I N D S AY J A M E S

T

he universal banking model is going the same
way as the record store and the book store: in
a rapid downward spiral.” This is the overarching belief of Brett King, the industry expert who
has experienced a remarkable rise to prominence in
the finance industry over the last few years.
Author of four books, the latest of which debuted
at number two in the Amazon Bestseller’s list the
first week out, King also hosts the largest dedicated financial technology radio show in the world
called ‘BREAKING BANK$’ and invests a huge
amount of his time in promoting mobile banking
and speaking about the future of the sector. In the
last three years alone, King has spoken to more
than a quarter of a million finance professionals in
over 40 countries. He has visited the White House
to advise the National Economic Council on the
future of banking, and worked with regulators in
the US, China and throughout the EU.
All of this is juggled with his unwavering commitment to his start-up company Moven – a
downloadable bank account which incorporates
mobile payments and banking capabilities, along
with a gamification based financial wellness system. Moven is already set for growth in the US,
New Zealand – in partnership with Westpac –
and throughout Canada with TD Bank.
“We’ve invested over US$12 million in Moven
so far and we’ve set aside US$8 million for expansion into new countries,” King explains.
“We’re on track to have two million customers
by the end of 2015.”
King’s vision for Moven is that it will effectively become a Fitbit for your wallet. “Moven is all
about what happens before and after a transaction
– providing real time, intelligent advice and ultimately saving the customer money,” he explains.
This, King says, is the future of the industry.
At a time when a huge amount of change is un-
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derway, King believes that only those banks that
adapt to the current landscape will survive.
“We’re experiencing fundamental changes to the
finance industry,” King argues. “No other industry over the last 250 years has faced as much competition from new entrants split across product
lines than banking is facing today. Over 45,000
start-ups globally will be in the FinTech space in
2015, with a backing of more than US$30 billion
in investment in the US alone. With this level of
investment, it would be ludicrous to believe that
traditional players can survive unscathed. Only
those that are willing to totally change the way
they operate will have a chance of survival.”
This adaptation, King believes, is all about going digital. “Customer behaviour is evolving faster than anyone could ever predict: 20 years ago
customers would visit a branch twice a month.
Today in many countries it’s less than once a
year. That’s a 95% reduction. The only need for
a physical branch nowadays is if something has
gone wrong – it’s a channel of last resort.”
King believes that the future will be centred on
mobile. Those, he says, that are moving branches into retail stores, or creating different types of
branch strategies, are taking the wrong approach.
“The issue with branches is about customer behaviour, not location. It’s not a design problem
– changing the location or putting technology
inside a branch is not going to solve the fundamental issue that people don’t use them anymore.”
But if the future isn’t about branches, then how
can banks retain a relationship with the customer?
“This is really key,” King says. “The first thing that
banks really need to understand is that the majority
of their face-to-face time with customers today is
not spent building relationships or selling products,
it’s spent dealing with problems. Isn’t it better, therefore, to build e xperiences that don’t need fixing?”
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“The universal banking model is
going the same way as the record
store and the book store”

The second thing is that banks need to find ways
to assist customers in their day to day lives at the
moment of truth. “If they can do this – and use data
to build compelling experiences – then they might
stand a chance of success,” King says. “The future of
banking will involve the removal of the core retail
banking products that we see today, and replacing
it with service moments that are embedded into a
customer’s day-to-day banking experience.”
This is exactly what King is trying to achieve
with Moven. For example, a customer may go

into a store without enough money. Via a mobile
app, Moven will offer emergency cash to fund
the transaction contextually, rather than offering
a credit card.
“It’s about removing all of the friction from the
current banking system,” King concludes. “Unfortunately, pretty much every process in the
traditional bank creates friction. Banks aren’t really accepting this at the moment, but now is the
time for them to take their heads out of the sand
and up their game.”
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The

digital
bank

If banks want to remain relevant in the digital age, it is time for them to change the way they
serve their customers, as we find out in conversation with Microsoft’s Marcelo Marquez
BY REBECCA L AMBERT

I

n times gone by, a new bank branch would
open in the high street or local village and people would come. The branch served as a portal
into the banking world – providing one of the
sole means for customers to interact with their
bank and manage their finances. Over time, in
the name of convenience, other channels have
gradually been added to this portal – telephone
banking, online banking, mobile banking – but
the service model has remained the same. Banks
provide the service and infrastructure for the
customers to come and serve themselves.
But, according to Marcelo Marquez, director
of business development, Worldwide Banking
Industry at Microsoft, the world doesn’t support
this approach any more. “In their busy everyday
lives, customers are always connected. They have
options and they won’t necessarily find your
service – or choose it – if you aren’t making the
effort to reach out to them,” he says. “Instead
of waiting for the customers to come to them,
banks now need to be much more proactive
about anticipating their needs.”
Rather than seeing this change in dynamic as
a threat to their existing model, Marquez believes that it poses a great opportunity for banks.
Now, they have a chance to reconnect with their
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customers and regain their position as financial
stewards that are relevant in their customers’
lives – a status that has been gradually eroded
away in more recent times by the likes of startups, mobile payment service providers, supermarkets and payday lenders.
So how exactly can they do this? “Banks now
have all the tools at their disposal to know exactly
who their customers are and find out more about
their needs and preferences; it’s a big disruptive
development in our industry,” says Marquez.
“Banks have been used to spending a lot of time
focusing on the process – finding ways to cut
costs, streamline their operations and be more
efficient. Technology allowed them to grow by
scaling. And while that’s all important, they can
now use technology to explore new business
models and drive customer engagement.”
To help banks manage this transition, Microsoft is working with them around three core
competences: digital experience, digital workplace and digital business.
“The first area focuses on the customer experience itself,” Marquez explains. “Going digital
doesn’t mean you can get away with being less
personal. In fact, it’s quite the opposite. Today,
banks must look to deliver more value to cus-

R E TA I L B A N K I N G

tomers through useful insights and relevant
offers by engaging them in natural, highly personal and innovative ways throughout the customer journey. Because not all customers are the
same and have the same needs, banks are beginning to realise that a single service model won’t
work anymore. Instead, they need to reimagine
what the experience is for the digital world.
They need to find out who their customers are
and how they can best serve them. With the use
of modern technology and data analytics tools,
they need to evolve into digital advisors.”
Marquez cites developments such as machine
learning as having huge potential to transform the
way that banks have conversations with customers. “If banks find a way of taking all the information they hold about each customer and piecing
it together, they can use it to pre-empt customer
needs and drive the conversation,” he says.
Banks must also look to give their workers better tools to interact with customers in the most
effective way. “This ultimately comes down to
the ability for workers to collaborate as a team
from anywhere and on any device, and have
seamless access to data, says Marquez. “By having the information they need at their fingertips,
advisors can have much more meaningful conversations with customers.”
Marquez adds that advisors don’t even need to
be in the same room as the customer any more
to have those interactions. “Customers can book
appointments and through the likes of Skype
have a face-to-face conversation with an expert
based miles away in another branch.”
To enable all of this, banks must also look
to digitise their operations and build open,
connected infrastructures that give them the
agility to roll out new services quickly, and securely link with other parties via application
programming interfaces (API) to extend their
value proposition. “When we look at what our
data centres used to be ten years ago, it’s a complete transformation,” says Marquez. “Today,
they’re able to create secure but open infrastructures that enable them to better connect
with clients and customers. Through the API
economy, banks can now look to combine their
existing data with third parties and create new
service levels.”

VIEWPOINT

A connected, convenient future
Imagine sitting on your couch after having dinner with a glass
of wine in your hand and having a conversation with your
wealth advisor over Skype on your smart TV. Your wealth
advisor is able to authenticate you using facial recognition
and pull up all relevant files. He’s able to share your portfolio
performance right on screen. You’re able to confirm decisions
on the spot by using your fingerprint on your smart watch. Isn’t
this the banking experience we all long for?
Digital banking is all about having the ability to put the required
services, communication channels, authentication services and
tools to create these truly immersive and convenient banking
interactions. It’s about giving customers the opportunity to
interact with their bank across a multitude of channels and
enabling a single transaction to span multiple channels.
Bill D. Baldasti is VP of sales and general manager at
Infusion, an innovation firm that combines best-of-breed
software engineering and integration services with digital
strategy and user experience specialists
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Leveraging the cloud
We speak to Sean Foley, CTO of Worldwide Financial Services at Microsoft,
to dispel many of the myths surrounding the cloud and to find out about the
technology’s potential to transform the way that banks operate
B Y L I N D S AY J A M E S

P

erhaps the most challenging sector in
which to do business in today, the retail
financial services industry has evolved
phenomenally over the last few years, creating a
number of hurdles that only the strongest banks
will be able to clear.
“Today’s operating environment is a world
apart from the pre-crisis years,” explains Sean
Foley, CTO of Worldwide Financial Services at
Microsoft. “Margins are tight and regulations are
strict. We’re finding many banks, like RBS for example, are changing their priorities and focusing
on the retail banking side of the business because
regulatory requirements are proving too much of
a burden. At the same time, the pressure from
customers is huge. They are demanding new, innovative products and services and are not afraid
to switch banks if they need to.”
Foley believes that the only way that banks
will become better equipped to meet all of these
challenges is by becoming more agile. And this
means a move away from the legacy infrastructures which many are still contending with. “A
bank CEO recently said that most banks’ technology systems are like Noah’s ark; they have two
of everything,” Foley explains. “This is so true.
Trying to get anything done when you have two
CRM systems, five email systems, a number of
ERP systems etc. is inordinately complex. Luckily, cloud technologies are presenting banks with
an opportunity to rethink their technology profiles and move much more quickly in a bid to
meet customer needs.”
Indeed, with the promise of huge flexibility and
significant economic advantages, it’s easy to see
why cloud computing is so talked about. A recent Celent report, ‘Cloud-based financial services: a banker’s guide’, puts these potential benefits
into context. It outlines that, for “US$5,000 – the
cost of a mid-range web server – a cloud services
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user could rent the same server for 18 months or
12,000 servers for a single hour.”
In addition to the economic benefits, the operational advantages are also attractive to banks. The
traditional methods of deploying a new physical
server can take months, whereas a new virtual
server can be installed in a matter of minutes.
The Celent report highlights that most traditional in-house data centres run at an average utilisation rate of 30% or less, as systems need to be
sized to accommodate daily and seasonal spikes
in demand. By resource pooling, however, cloud
providers can offer banks unlimited, on-demand
capability, which results in economics that few
bank-run IT services groups could match. The
cloud services model also presents clear advantages in terms of control and governance and new
opportunities in terms of data management.
But despite these clear advantages, many banks
are giving cloud technology a wide berth. “A
number of misconceptions surrounding the cloud
remain,” Foley says. “The biggest challenge is in
terms of regulation and compliance. Banks are
very concerned that they will not be able to put
data in the public cloud in any form. There is also
a myth that data needs to stay within a bank’s firewall and that it cannot go outside the boundaries
of a specific country. When you speak to regulators you find that this isn’t the case. It’s saddening
that many banks are making decisions about the
cloud without knowing the facts.”
Foley says that cloud providers today are raising the bar in terms of security, privacy and
encryption of data. “Microsoft, in particular, is
absolutely committed to ensuring the highest
standards of security,” he explains. “Microsoft’s
security measures address access controls, access
restrictions, encryption, data integrity measures,
segregation of duties, background checks, attack prevention and monitoring, response pro-
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More banks are
turning to hybrid
cloud models to run
their operations

grammes and disaster recovery measures. These
significant safeguards help financial services organisations meet even the most stringent regulator’s security requirements.”
What’s more, Microsoft cloud offerings enable
financial services customers the ability to customise the cloud to their needs. Customers can
choose between a pure cloud environment, an
on-premise solution and a hybrid environment
that integrates cloud services into an on-premise
IT infrastructure.
“Customers can move some users to the cloud
and keep others on-premise for compliance or operational reasons,” Foley says. “This hybrid model
is experiencing the biggest growth in this sector.
It’s unlikely that any bank will move 100% of its
business to the cloud but, in five years, I believe
that every bank will host a significant part of its

day to day business there. We’re taking great steps
to ensure that our cloud technology is integrated
into the latest versions of our on-premise servers
such as SQL Server so that our customers can work
seamlessly between the two. It’s about enabling
customers to get the right mix to ensure that their
desired environment, security constraints, compliance concerns, and risk tolerance are met.”
Overall, Foley is confident that the impact of
the cloud will be far-reaching for banks. “Since
2013 the number of our financial services customers leveraging the cloud has increased more
than 100-fold,” he says. “I have every confidence
that it will continue to grow at such a rate. It’s
one of those rare disruptors that has the potential to change how we do business and how technology can play a role in our lives. It’s facilitating
a very exciting future for the industry.”
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Data-driven
business systems
In conversation with Microsoft’s Rupesh Khendry, we discover how the company
is helping its customers in the financial services sector garner insight from data
BY SEAN DUDLEY

A

new generation of business systems is
shaping how companies and organisations within the financial services sector
approach and carry out transactions, and it’s a
revolution that’s being driven by data.
At the 2015 Convergence event, Microsoft CEO
Satya Nadella explained that the combination of
unlimited computing capacity of the cloud and
data platforms that can reason over data in real
time is enabling Microsoft to build what he calls
‘systems of intelligence’.
“These systems of intelligence don’t sit in isolation,” Nadella said. “They, in fact, build on the
entire digital fabric that we have with the systems
of record and systems of engagement, and create
one feedback loop. This feedback loop helps us
take all of the digital information we have and
make it much more real-time in terms of how we
can drive both performance and efficiency.”
With information now coming in a variety of
forms and from a variety of sources, it’s vital companies use systems of intelligence that are built
around processing vast amounts of disparate data.
“In financial services, data is the business, so it
is extremely mission-critical to have the right data
to delight your customers, manage your risks and
run your business,” says Rupesh Khendry, Microsoft’s director of Worldwide Financial Services.
Because much of this data is no longer static, businesses must be prepared to handle vast
amounts of information in flight, with a point
in time relevance. And with the ‘electronification’ of the markets, trading and payments information is crossing borders with much lower
latency, meaning the importance of immediately actionable predictive insights cannot be underscored enough.
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“The days of deploying a plethora of disparate
toolsets operating in silos are over, especially
in a highly-regulated industry such as financial services, where relevant and timely insights
can be the difference between garnering market
share growth and incurring huge penalties,” says
Khendry. “Financial institutions need to instil
a data-driven culture which creates a platform
for building the strategy, and need to leverage a
seamless set of solutions that offer an end-to-end
offering, from data capture to predictive analytics, that can be provisioned and consumed anywhere in a truly mobile world.”
Microsoft is recognised as a leading player in the
advanced analytics space. Gartner has recently
ranked the company as a visionary in its Magic Quadrant for Advanced Analytics Platforms
report, stating that Microsoft has “unparalleled
reach into most organisations” with its product
offerings, as well as a cloud offering that brings
together “best-of-breed components, deep integration with R, the world’s most widely-used programming language for statistical computing and
predictive analytics, and R packages and solutions
from an entire ecosystem of third parties.”
Khendry identifies three key areas in which Microsoft’s advanced analytics stack can play a vital
role in helping financial services companies put
data-driven insights at the centre of their business.
The first is fraud detection and risk management – “the ability to manage and grow business
directly depends on how well you are able to predict and manage your risk,” he says. The second
is advisory services, with more customers asking
their financial advisors ‘what have you done for
me lately?’ Another high impact area is customer service, with companies looking to anticipate
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“With intelligent systems
and the intelligent cloud,
it’s really about having
machines that learn and
understand the business
and the customers”
and manage customer churn, as well as offer
next product recommendations.
So what is Microsoft doing in this arena to help?
“Microsoft has made huge investments to support our customer initiatives with a best-in-class
machine learning offering that is fully managed,
integrated and enables customers to collaborate
effectively and deploy in minutes,” Khendry explains. “We also recently acquired Revolution
Analytics, the leading commercial provider of
software and services for R, to help customers
use the power of R and data science to unlock
big data insights with advanced analytics. When
combined with solutions such as stream analytics, a hosted service that processes large volumes
of streaming event data with low latency, our
customers can derive insights, draw conclusions,
and trigger actions in real time.”
Microsoft’s cloud platform provides customers
with the flexibility and agility to spur innovation, launch new products rapidly and expand in
new markets.
“With intelligent systems and the intelligent
cloud, it’s really about having machines that
learn and understand the business and the customers,” Khendry says. “Business users can predict risk and provide the solutions or portfolio
strategies that are most relevant to them.”
From an advisory standpoint, Microsoft’s technology is enabling financial advisory firms to
analyse customer preferences, risk appetite and
previous investments based on the public information that is available, as well understand their
customers’ reasoning over various variables. This
is fuelling the rise of ‘robo-advisors’ – systems
that are being used to complement or replace the

standard financial advisor approach. Firms can
also enter new segments that were previously inaccessible due to lack of resources and staff.
And this is just the start. Microsoft has also recently bought Datazen, a leading mobile business
intelligence and data visualisation company. Datazen helps organisations create a ‘data culture’ by providing the tools to enable users to extract maximum
value from data, from anywhere and on any device.
“It all fits into the strategy of empowering our
financial services customers to develop a competitive edge by finding new value in predictive
and proactive insights with an end-to-end advanced analytics stack,” says Khendry.
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Securing success
DEJAN KUSALOVIC: INTEL

Security is front of mind for banking executives the world over.
Thankfully, new technologies have security features built in from
the ground up

E

arlier this year, a ring of international hackers pulled off the biggest bank theft to date.
Over one billion dollars was stolen after the
gang used computer viruses to infect networks
in more than 100 financial institutions across 30
countries. The fraud is rumoured to have proceeded for nearly two years without banks, regulators or law enforcement catching on.
This is just the latest in a huge number of attacks
which are seemingly getting more and more
sophisticated. “These attacks again underline the
fact that criminals will exploit any vulnerability
in any system,” said Sanjay Virmani, director of
the Interpol digital crime centre, the organisation
which uncovered the attack, in a press statement.
“It also highlights the fact that no sector can consider itself immune to attack and must constantly
address their security procedures.”

“As technology becomes more
deeply integrated into life,
security must be more deeply
integrated into technology”
With this in mind, it’s no surprise that security is the biggest challenge facing banks today
– a challenge which is getting harder to meet
as connected technologies continue to grow.
Indeed, more than three billion people worldwide are currently online and it’s estimated
that 75 billion devices will be connected by
2020, with millions of POS devices accessing
the internet. The data on these devices is attractive to hackers looking to leverage credit
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card information and other customer data for
their own financial gain.
Built-in security, therefore, is crucial in the
effort to reduce the risks to businesses and
consumers, and this is an area where Intel is investing a huge amount of resources. We believe
that, as technology becomes more deeply integrated into life, security must be more deeply
integrated into technology. Our acquisition of
security business McAfee underlines this belief
– together we are able to seamlessly integrate
security into every device at every layer of the
compute stack, protecting valuable data and
helping every player in the retail financial services industry to feel secure.
Our partnership with Microsoft also compounds our commitment to security. We’ve
collaborated for over twenty years to ensure
that our combined systems and solutions work
great together in the most secure way possible.
We also work closely with industry ISVs to help
build very specific solutions for the financial services industry, retail banking being front of mind
recently. As they travel their journey of transformation, we at Intel and Microsoft are working
hard to ensure that we create real solutions to
banks’ business problems.
One of the most recent examples of our collaboration with Microsoft and its partners comes
in the form of Windows Hello, a new Windows
10 authentication feature supported by Intel
RealSense technology. Windows Hello will use
facial recognition and other biometrics to let
people access their Windows 10 devices and supported apps and sites without a password.
“Today, passwords are the primary method most
of us use to protect our personal information, but
they are inconvenient and insecure,” explained Joe
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Belfiore, Microsoft’s corporate vice president of
the operating systems group, in a recent blog post.
“They are easily hackable and even when complex they are not effective, but most of us want
something easy to remember, so we either choose
a simple password or end up noting it down somewhere making it less secure. And, to be truly secure, you need to remember dozens of passwords
to login to your many devices and services.”
Using Intel’s RealSense camera technology,
Windows Hello introduces system support for biometric authentication – using your face, iris, or
fingerprint to unlock your devices – with technology that is much safer than traditional passwords.
In addition to its authentication features, our
RealSense technology has a number of other
notable uses which have the potential to revolutionise the retail financial services industry. For
example, we’re developing an interactive floating display which could be used in ATMs. This
holographic display is used in the same way as

a touchscreen, but without the need to directly
touch anything. Details that are being projected
on the screen can be seen only from the direct
viewpoint of the user, so it’s totally secure.
There’s also the possibility of creating more
natural video chats with tellers thanks to our immersive video conferencing technology. Allowing banks to better connect with customers, this
solution, which is already available, would allow
bank staff to share documents – such as personal
finance planning information – all via video.
I believe that there’s a massive opportunity here
for banks to lead the way in delivering frictionless,
secure experiences for customers. By embracing
new security technologies available on the market today, they will be able to better protect their
mission-critical systems, ensure consumer peace
of mind and become a frontrunner in an environment that is notoriously difficult to compete in.
Dejan Kusalovic is director of marketing at Intel
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PROFILED: ARKANSAS BLUE CROSS AND BLUE SHIELD

Forming a team of
automation experts
With Microsoft Dynamics GP and MetaViewer’s document management solution,
US health insurance provider revolutionises its accounts payable methods

A

rkansas Blue Cross and Blue Shield is
the largest health insurance provider
in Arkansas. As a not-for-profit mutual insurance company, it is managed by a
community-based board of directors.
For many years, the company’s accounts payable
(AP) department was riddled with inconsistent
and inefficient processes. They had a document
management solution in place that did not communicate with the company’s AP system, as well as
nine separate databases, one at each of their companies and subsidiaries in Arkansas, US.
The AP processes were manual and very tedious. Invoices could not be sorted and information had to be keyed into each system separately.
This resulted in double the work for each individual invoice. Additionally, reports could not be
run directly from their document management
solution and it wouldn’t allow for sorting of invoices by due date, causing limited visibility into
the invoicing process.
“We really needed a new system that was made
for AP, that would allow us to run reports, enable
us to be in control of our environment and make
changes as we needed them,” said Joshua Lundin,
the company’s AP supervisor. “Another major
area of concern was cash management. Accountants did not have visibility of payment due dates
and were forced to push invoices through as they
were received. We needed a system that allowed
us to monitor what was going in and out and
help us better manage our cash.”
Arkansas Blue Cross and Blue Shield selected
a ‘team of solutions’ to help improve its financial
management. This included Microsoft Dynamics
GP, MetaViewer’s document management solution and Binary Stream’s Multi-Entity Management. The MetaViewer solution’s ability to scan
and read invoices, route them through workflow
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and manage much of the indexing appealed, to
the company’s staff and was customised to fit
their unique needs.
Multi-Entity Management, a solution that
manages multiple separate legal entities through
one centralised GP database, paired perfectly
with the newly-implemented document management solution. The new system allowed them
to streamline analytics and increase efficiency of
their GP solution in places they were previously
struggling to report.
“Many of our processes have been simplified,”
Lundin said. “Now that we have a solution that
‘talks’ with our financial system, we get much
better reporting. Our cheque writes are also
much simpler and we no longer have to tie out
two systems.”
Since implementing Multi-Entity Management
and MetaViewer, Arkansas Blue Cross and Blue
Shield has experienced the benefits of a fluid
process, clear analytics and overall increased
efficiency. Staff also have more control over invoices, and customers and vendors receive more
accurate information.
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Smarter document
output management
C H R I S H O P P E R : B OT TO M L I N E T E C H N O LO G I E S

Microsoft Dynamics AX forms and reports produced within hours instead of days
without the need for specialist IT resources

A

ccording to PWC’s The challenges of implementing Microsoft Dynamics AX report,
75% of respondents faced ‘reporting issues
due to poor data migration or not enough reporting focus early on in the project.’
Although many organisations choose to implement forms and reports after core project customisations have been implemented, this contrasts
with the top benefits businesses expect when implementing an enterprise resource planning (ERP)
system. These include increased response times
and improved interaction with customers and suppliers, as well as within their own companies.

“These systems offer fast and
simple report and form creation”
With a specialist Document Output Management
system, businesses can bridge the gap between
their communication expectations and what can be
achieved with standard ERP reporting tools. These
systems can offer fast and simple report and form
creation, allowing changes to be made easily, and
empowering Information Systems departments.
Today, businesses understand that every customer touch-point is an opportunity for competitive
differentiation. Communications need to be instantly recognisable. With a specialist Document
Output Management system, information can be
presented in a clear and logical manner, reflecting a
company’s ability to deliver documents and infor-

mation based on individual preference.
Document Output Management can extend
workflows beyond your ERPs by tracking electronic delivery and e-signatures. Enhanced workflows with powerful logic allow you to build more
efficient business processes that distribute slicing
data and delivering information to multiple destinations with a single report.
Augmenting reports using information from
third party systems is also essential for manufacturing and business service organisations. Such
functionality allows you to maximise the return on
investment from your ERP.
Failure to meet document storage regulations
may result in financial penalties and damage the
reputation of your business.
The workflows required for regulatory compliance and auditability must be automated and
managed well, otherwise they can hinder business
efficiency. Specialised Document Output Management will automate the storage, filing and retrieval
of important documents, enhancing your business
efficiency and meeting legal requirements.
Many organisations that have standardised
on Microsoft Dynamics AX have been able to
dramatically increase the efficiency and cost
effectiveness of their document-based business
processes through the use of Bottomline Technologies’ solutions with advanced capabilities for
transactional document automation.
Chris Hopper is marketing product manager for
Document Automation and Process Management
at Bottomline Technologies
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Technology led
trading solutions

Developed over 30 years through our
clients and their customers
Equiniti Xanite is a front to back office system
for private client stockbrokers and wealth
managers.
Delivered via a SaaS model it provides:
•

multi-entity and multi-currency capability

•

support for the full trade lifecycle

•

all account types including ISAs & SIPPs

•

a wide range of assets

•

links to Crest and 3rd party custodians

•

scalability and no desktop IT footprint

40 Gracechurch Street, London EC3V 0BT • 1 Driscoll Buildings, Ellen St, Cardiff CF10 4BP
Telephone +44 (0)1903 706208 • Fax +44 (0)29 2040 2213
• info@peterevans.com • www.peterevans.com

peterevans recently rebranded
to EQ Xanite is part of the
Equiniti Group’s
FinTech innovation
centre in Cardiff.

