TCS TECH ROUNDTABLE

ROUNDTABLE
Moderator: Andrew Stabback,
managing director and publisher,
AB+F magazine
TCS Financial Solutions:
N Ganapathy Subramaniam,
president, TCS Financial Solutions
Colin Sword, country head,
TCS Financial Services
PARTICIPANTS:
David Breen, head of corporate affairs,
ING Direct
Ian Chisholm, director, Frazer Walker
Sue Coulter, general manager business
transformation and IT, CUA
Kate Jackson-Maynes, specialist
financial services regulatory partner,
King & Wood Mallesons
Robert King, chief executive officer,
Intech Credit Union
Hemant Kogekar, principal, Kogekar
Consulting
Sean O’Donoghue, chief financial
officer, CUSCAL
Omid Saberi, chief information officer,
Bank of South Pacific
Brendon Seagar, associate director,
international product, Commonwealth
Bank
D AV I D S M Y T H

Ravindra Singh, general manager retail,
Bank of South Pacific

CUSTOMERS: THE
CORNERSTONE OF
DIGITAL INNOVATION

Aside from the ongoing impact of the financial system inquiry, 2015 is widely tipped to be an important year for
technology and innovation in the banking sector. A panel of experts recently debated what banks can expect in the
areas of digital disruption and regulation. Andrew Starke reports.
Andrew Stabback: I might start by asking
what you think customers are thinking about
in terms of financial regulation. Do they really
care about banking and financial regulation?
And, does regulation increase the level of trust
in the banking sector overall?
David Breen: I don’t believe customers think
about regulation. In fact, the customer doesn’t
think about banking very much at all. No
one thinks that on the weekend or on Friday
they’re going to go down to the bank branch
and do a transaction. Nobody looks forward
to that.
It’s almost like a sanitary operation that
people just do, but they certainly don’t think
about it. Obviously, it’s top of mind for us, but
not for the customer.
In terms of the regulation behind the
banking system, once again, this is not top
of mind at all. But there’s an expectation that
banks are regulated. There’s an expectation
that banks are safe. And, it’s obviously our
responsibility to ensure that occurs. Luckily
in Australia that trust hasn’t been shaken as it
has been in other jurisdictions.
That’s been of great benefit to the industry
in Australia. But let’s not kid ourselves that
people are thinking about regulation or about
changing their habits because of what comes
out of the David Murray financial system
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inquiry or any other inquiry. They are not.
They want their banking in the background.
They want it simplified.
Robert King: I take a slightly different view.
I absolutely disagree that customers don’t
think about regulation. They actually care
very deeply about it because, if you look at the
four major elements of retail banking, most
of them require a significant degree of trust
between the consumer and the organisation.
You said that luckily none of the banks
here suffered in the way that some of the
American banks suffered in the global financial crisis. That’s not luck!
That’s thanks to the regulation of the
Australian Prudential Regulation Authority
(APRA) and the Reserve Bank of Australia,
and particularly by APRA.
I’m sure consumers want a very strong,
secure, trustworthy banking system and
the regulators have a very significant role in
ensuring that’s the case. I think consumers
absolutely care about it. They might not think
about it, but it’s one of those things they would
notice if it wasn’t there.
Sean O’Donoghue: I think from the customers’ perspective, it is about efficiency. They
want to transact the way they want to transact
at any point in time. But I agree with the point

that without the regulation underpinning it,
they’ll miss that.
If something goes wrong, there is an
inherent expectation the banking system is
regulated, that their information is guarded
and so on. So I don’t think it’s front of mind,
but it’s certainly, I believe, an important plank
in the way customers do business.
Andrew Stabback: Kate, you’re closely
involved with the regulation. What do you
believe the key points are with regards to the
benefits of regulation here in Australia? Is
there a dividend that you’re aware of?
Kate Jackson-Maynes: There are benefits to
consumers, but they may not see that. They
may see that as being another hassle – that
they have to provide streams of documentation as a result. I think one of the questions
we need to ask is whether legislation is
addressing this issue.
A lot of the time, legislation responds to
something rather than addressing a current
issue. I think some legislation has created
barriers and the credit card market is a really
good example of that. Hopefully, the reforms
will address that issue.
Andrew Stabback: So which of the regulations that we are now considering will have

the most significant benefit for the customer?
N Ganapathy Subramaniam: Regulators
could promote liquidity in the payment system by significantly improving the ease of
transferring funds. But more than regulations, the regulators should facilitate adoption of common processes. Every bank has a
customer process and every bank does it differently, and this situation creates an opportunity for improvement using technology.
Ultimately, the entire banking system
relies on government agencies to provide and
validate credentials for customers and counterparty banks. Given their centrality, there are
initiatives that the regulators could undertake
to simplify processes for banks and improve
the quality and safety of banking transactions
throughout the Australian marketplace.
David Breen: Certainly the ease of transactions and switching is a critical point. We
all know that Australians don’t switch bank
accounts. There is a reason for that. It’s too
hard. Can regulation help that? We think it
can. We believe that simplifying electronic
verification across different complexity levels
can certainly assist the switching process.
We also believe that regulators and government can intervene to make switching
easier. We have seen it in other jurisdictions
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and we think it can be applied in Australia.
We see the low rate of switching as a problem.
There is a grudging acceptance, we believe,
among some customers that they will stay with
the bank they are with because it is too hard to
move. So in terms of customer benefit, if we simplify that process, we can make it largely digital
and easy. If more people have the real choice of
switching, then competition will increase.
Robert King: On that point, there is a natural
tension in regulation and technology, between
making transactions very easy and privacy
and security considerations. We’re dealing
with the public.
Some people are very risk adverse, some
are very conservative and some are very gung
ho. There will be some who consider the difficulty we put into account switching, for
example, as a very good thing because it
means that they feel comfortable that personal
boundaries are secure and private.
Other people just want to make it easy.
They are not so hung up about their investment details, because they just want to press a
button and switch from Commonwealth Bank
to ING, for example. So you’re always going
to have this tension between what consumers
want and what the regulators will allow from
a privacy and security point of view.
Brendon Seagar: As I come from quite a large
bank, I’ll give you an example of where it helps
me and hurts me. Further to your point earlier, the fact that I have so much customer data
means that I can offer my customers a bank
account in 60 seconds. Customers expect that.

That is what they want. They want it to be very
easy and that’s what helps me.
Where it hurts me is where they want to
send money overseas and need to bring an
encyclopaedia with them with all the new
information needed for them to be compliant
to get that money out the door.
We are noticing that people are prepared
to go to some little online website and pay
a very miniscule amount of money, because
they are not interested in that security or the
fact that I am compliant.
They just want to pay less. They are not
as interested in the value I add through my
secure brand proposition. They just want to
make it easy. So that’s what hurts me – that
someone will undercut me because they are
flying by the seat of their pants as opposed to
me who has very strict reporting guidelines.
Andrew Stabback: Australian banks and
other industry sectors, such as telcos and
airlines, have made customer centricity their
central and core promise. But being able to
deliver on this is no easy task given the complexity of the regulatory overlay. So what are
the key challenges in your organisation to
meeting that customer promise?
Hemant Kogekar: I think one of the big
challenges in customer centricity is that consumer technology is evolving way faster than
corporates can handle. A new iPhone comes
out and people are immediately using it for
something. Perhaps they are using Whatsapp
for something. The executive probably doesn’t
even know what Whatsapp is, but there are

millions of customers who are beginning to
use it in various ways.
Innovation in consumer technology is
moving so fast these days that regulation,
with the prudential overlay that banks and
other companies have, makes it very difficult
to keep pace with that innovation. And, the
other thing is that most of our legacy or heritage platforms were built in an era which was
more stable. So the pace of change now is so
difficult for the banks and regulating institutions. That’s the key problem. And customer
centricity means that customers think: ‘If I
can do it at my home, I should be able to do it
with the bank.’ Simple. As far as they are concerned, you have thousands of people working
for you, so why can’t you make it work?
Omid Saberi: You also have to be careful about
not getting into the sort of technology that is
changing too quickly or chasing fads. I mean,
how many people go on to Twitter to look for a
bank account or a loan? It’s really about understanding what works and what will stay, rather
than chasing the latest fads.
It’s also about trying to figure out what will
be sustainable in the long-term. Otherwise
we will be chasing our tails the whole time
because, as has been mentioned, technology
changes so often. So the starting points should
be: What does the customer need? What is the
customer looking for? And then, trying to see
where the technology best fits is.
That’s a challenge. The banks, especially
the bigger banks, sometimes can’t keep up
with it because they have got their own operational structures. Perhaps they need to have,

or do have, little areas that look into these fads
that are out there rather than trying to move
the whole organisation.
Robert King: It’s very difficult not to believe
everyone is like yourself. I want what works
for me and I assume it works for everybody
else, but I’ve got three kids – early 20s and late
teens – who would think completely differently to me. You can survey, you can research,
but there’s an awful lot of us putting our fingers to the wind and hoping we’re doing the
right thing.
On customer centricity, I think this is
a cultural issue for all of us. We, as institutions, just don’t do the basics very well. I
mean it’s not a technology thing. It’s the use
of technology, which I think is still very poor
in lots of cases.
Ian Chisholm: But that then requires you to
have a very strong innovation or improvement
process behind these things once you’ve built
something. Once you’ve dropped a new business product into the market – and it takes so
much effort usually to get that product into
the market – you have to be able to resource it.
Andrew Stabback: Sue, you’ve been through a
significant transformation program. How could
you be so sure about what the customer wanted?
Sue Coulter: I agree that it is difficult. If you
think about credit unions, they’ve certainly
got an older customer demographic. When
you look at technology today and the user
experience, undoubtedly the younger demo-
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graphic has a different interpretation of the
user experience. So it is hard to strike the right
balance. In terms of the feedback you get, you
can look at the social media comments, but
ultimately you still have to go with what you
believe is the right user experience.
Customer expectations are changing quite
rapidly. It is hard to keep up with them, to
be perfectly honest. I have two boys and they
would look at an online application and go
this is far too complex. We believe actually it
is quite simple at the moment, but for them it
will be too complex.
Andrew Stabback: But the real competitive
advantage will come from investing in customer-focused technology and delivering on
the customer promise. So how do you handle
that? As we have discussed, regulation is a
hygiene issue. It is something you have to
face. Regulation might be backward looking,
but the advantages you are going to get are
from looking forward: investing in customer
centric technologies, processes and systems.
Hemant Kogekar: I read somewhere that the
role of brakes in a car is not to stop the car,
but to allow it to go faster. And the role of
regulation is such that the trust and the standardisation the industry builds should allow
it to move faster and in a more reliable manner, without having accidents, which is what
the brakes are for – so that you can avoid the
accidents, but can still go fast.
If you take it that way, then the role of
regulation is to make sure that accidents
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don’t happen. The role of regulation is not
to encourage innovation. We shouldn’t be
calling for David Murray to come up with
innovation platforms. That is not his role. He
is a prudential regulator or at least working for
the government in this role. So he has to make
better brakes.
Ravindra Singh: Just to share our experience.
We went through a major transformation too.
We would have had more than 50 regulations
over the past 12 months to comply with. So
you have to consider: Are there stakeholder
discussions before each piece of legislation
is passed, or is it just a push on the banking
industry or the financial services industry
when government decides this is the right
thing and in the best interest for the public?
The fact is that companies that sit and wait
for somebody to do something will be left
behind.
Andrew Stabback: Is there an advantage
being an international organisation and what
can Australian banks learn from digital innovation around the world?
N Ganapathy Subramaniam: Clearly banks
want to grow. Growth is on the agenda. Efficiency
or simplification is on the agenda. Innovation is
on the agenda. But the approach they take in
addressing each one of these pillars is quite different. There are clearly some examples of best
practices and lessons that one can learn. For
example, we see that the banks are willing to
share technology platforms more than ever.

Most banks have an innovation agenda
and this is either inwardly driven or built as a
co-innovation network with venture capitalists, start-up companies or in-house initiatives
and universities to see whether some new
developments can be taken up. We constantly
endeavour to apply what we have learnt in one
market to other markets. And each of these
markets is unique. Certain parts of banking
are very good in Australia. Certain parts of
banking are very good in Europe or in India.
The way I see it is there is tremendous potential for leverage across markets.
David Breen: ING has been in around 45
countries and we are increasingly looking at
leveraging ideas and technologies, best practice generally, from around the world. And we
are in the process of setting up systems where
we can really benefit from those.
One example is that this year, we had a
global innovation day where all staff were
asked for ideas. They were asked to respond
not via managers, but directly to our head
office in Amsterdam. We got 800 submissions
from individuals in all the various countries
and a submission that came from Australia
won the competition. This is now going to be
developed, but not in Australia. It is going to be
developed and built by a retail bank in Turkey.
It will also be tested in Turkey and if successful it will run in Australia and then be
rolled out to other retail banks around the
ING group. If a product or a process in one
country is particularly successful, then the
question is increasingly being asked: Why

hasn’t it been adopted in another country?
And so, there is a very much a push for using
similar platforms so that there is a common
scale that can be achieved.
But you need a driver behind that. You
need a willingness to actually share platforms
and ideas and to leverage each other’s innovations. And that is a very complex process that
I think we are just starting to get right, but the
benefits are potentially enormous.
Robert King: I have a contrary view. The
advantage of these global organisations has
shrunk tremendously in the past 20 years.
These days, information is ubiquitous. If
there is an innovation somewhere and I want
to have my product managers do a global
scan of the mortgage market. They can go
on Google and in a day they can find out
what is happening in innovation around the
world. Information is everywhere and intellectual property is scarce. If you come up
with an innovation, idea or new product, it
can almost certainly be copied very quickly.
So the fact that something great is happening in America in the term deposit space,
for example, can be very quickly exposed and
copied, because of the power of information. I
think that there is some advantage, clearly, but
that has shrunk so much, because it is all out
there if you bother to look.
Omid Saberi: Our experience in Fiji, being
a bank that was owned by a large Australian
bank, has been interesting. When we were
owned by the Australian bank we were basi-
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cally out there in the Pacific and couldn’t do
much. We couldn’t move. We had to follow
really regimented policies.
Once we were sold off to a Pacific bank,
which was more Pacific centric, things
changed immediately. In the past four years,
we have gone from strength to strength, from
being a small bank to one that is making big
gains against Westpac and ANZ in the region.
And this is because we have the freedom now
to act on what our customers want, which is
different to what other customers in Australia
want. So from that point of view, being an
international bank was a disadvantage.
Andrew Stabback: The timing of this discussion is very important. The big four Australian
banks are at different stages of their technology
investment and transformation journeys. At the
same time, we are now seeing smaller institutions start to take advantage and use technology
to gather information quickly and efficiently.
Is escaping that traditional legacy the biggest
hindrance in progressing, being innovative and
offering customers new services?
Brendon Seagar: I have recently done some
focus group testing on the different products
we have in our pipeline. One of the interesting things that comes out from customers is
that when you show them a lot of innovation
at once, there is a bit of a gap at times when
customers are coming up to speed with how
they could use your products or the true need
that you are trying to meet.
Often we have shown various solutions
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to customers and it has been very interesting to watch them go through a decisionmaking process on what they really want to
do. Because if you look at mobile technology
and social media, the way it is all displayed is
moving very, very quickly.
You want to give customers options
around whether they want to get cash out an
ATM, pay someone or send money overseas,
but you can actually overload them with
options.
I think that the banks, even though we all
offer quite a core offering as it is, are all striving
to innovate, but putting extra things into the
customers mind is going to be a challenge. You
have to bring people along on the journey as well.
N Ganapathy Subramaniam: We’ve talked
about customer centricity, but taking a single view of the customer to the bank is one
thing and a single view of the bank to the
customer is something else. Unless you have
this as a foundation when dealing with existing heritage or legacy infrastructure or a
completely brand new entity, it’s going to be
that much harder to be successful in a digital
economy.
The second thing is that different banks
approach getting this single view of the bank
to the customer differently. Some decide to
enter into partnerships or build the network
system integration that is necessary to offer
that customer experience, while the other
approach that some of the banks in Europe
have taken is to setup a completely digital
bank. So the different banks approach it dif-

ferently, but from my perspective, getting that
single view of the bank to the customer is the
most important thing.
Hemant Kogekar: I think the established
institutions, whether they be banks or others, are much better geared for what I would
call enhancement or continuous improvement. There are so many forces having an
impact, not just technology but also culture,
power structures, business processes and
specialisations. All of these things are siloed
inside a bank and have a vested interest in
the status quo. So when the change is slow,
they can position themselves. But when it is
disruptive, it makes everybody nervous. I
think they are very nervous about destructive innovation.
Kate Jackson-Maynes: That is an important
point. If you look at the Australian banking
sector, it’s fairly conservative by nature – and
regulated to be conservative by nature – and
dominated by major banks that up until recently
had very old traditional green-screen technology systems that moved in silos. Disruptive
change would not sit comfortably with that.
So the questions are: How long can the
Australian banking system continue like this
or will disruption come sooner rather than
later and force change? And is escaping legacy
going to be a serious hindrance or is it still
one of the strengths of the Australian system?
Omid Saberi: An area that banks haven’t
really gotten into is using big data. And if

that big data is utilised, you can be one step
ahead of any other disruptive service provider, because you can really start to address
customers’ needs before they even come your
door. That would really stop any disruptive
technology taking over. So the utilisation of
big data is an area that banks really need to
start looking at.
Colin Sword: I think there is a fundamental
question here about where the next disruption
comes from? Does it come from products used
by customers? Does it come from regulation?
Does it come from other competitor’s entering the market – telcos, Apple, Google? Do
they throw the curve ball that causes the big
banks to reconsider their offerings, silos and
businesses?
I think Omid raised a very good point
earlier in talking about trends or fads. Are
we following lots of little fads that cost us
a lot of money? And are we ignoring the
underlying trend of where business is going
and where we should be going? I think the
real question for me is: Where does the big
next disruption come from. And, are we all
so inward looking that we probably won’t
see it coming?
David Breen: Obviously banking is a very
lucrative business and we should assume that
this is attractive to potential competitors. We
have seen that in various forms from supermarkets to telcos and in various jurisdictions
around the world, Apple, Google and so on.
They would have teams that would have been
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looking at this for a long, long time.
Just one comment about data. Obviously
the banks through transactions have access to
enormous amounts of data. It is how we use
this data that is going to be the most telling
point. If it is used to simplify customers’ lives
and offer real assistance to customers, then
we’ll be the valued partner.
Andrew Stabback: Anecdotally we know that
major banks are using between 5 and 10 per
cent of their data in a customer centric way. So
this is clearly a very challenging area for both
large and small banks. Is it as simple as: know
your customer, give them what they want,
when they want it and do that efficiently in a
fairly simple, digital way?
Omid Saberi: This is because of some of the
backend technology they have. Not only are
their front departments and middle departments in silos, even the technology is in silos.
Although there is data, the data is sitting in
small segments. To even bring it together is a
mammoth task.
Brendon Seagar: What we banks are struggling
with is that we know where the opportunities
are, but we don’t have an accurate hierarchy of
what to sell yet. There is only so many times per
year when we can communicate with customers,
but maybe in a couple of years’ time they might
start getting more targeted emails.
Sean O’Donoghue: The design of the system
is to exactly sell to you, to know that you
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have a home loan and an insurance policy
and bring those together. It’s nice to target
you down at the terminal. That is another
part of it. But I think one of the bigger
problems, certainly in big institutions, is
this backend legacy system connectivity and
validating data at the backend.
The last thing you want to do is go out
with an offer and just annoy people. You may
have their information wrong or you haven’t
got all the information. That I think is holding
some of the big institutions back, but I think
once they solve that, you will find it becomes
quite a powerful marketing tool.
Andrew Stabback: So then at what stage do
you invest in your major core banking transformation that allows you to look through
your whole system? I know that is going to be
a different discussion for each institution, but
I am wondering whether we are at that stage
now where maybe the big transformation is
too big and too slow?
Sue Coulter: It depends on each individual
organisation. But for us, we didn’t believe that
we had any alternative but to do that. We had
a 20-year-old in-house developed core system.
So for us to grow safely, we had to do something. So now we have got a stable core system,
and we can enhance that. We are dropping
enhancements into that every six weeks. That
doesn’t mean that we still don’t have lots of
legacy though.
The next thing is lot of imagination and
trying to bring all the data together. And

that is difficult, because you have then got
business units who are going off and developing their own things. Now I know others
are taking a slightly different approach, in
terms of looking at peripherals as opposed to
the core, but for us I think that was the right
thing to do.
N Ganapathy Subramaniam: The challenge
here is one of breaking the silos in the bank
and getting all the data together. And I think
banks have done that. Banks have the knowledge. Banks have done those basics; there is
no issue with that. But when we talk about big
data analytics, matching information from
what they are doing today with what their
expectations are and adding social media
integration, then we see the real challenge.
I think the banks probably have the talent
but from a technology perspective, there are a
lot of questions: How am I going to test it? How
am I going to verify that whatever you are saying is actually correct? So who has done it well?
Probably the retailers have done it best.
A project we are involved with in Europe
entails a big bank partnering with a retailer.
We are attempting to create technology
through which we can bring the bank to the
retailer at the point of sale and leverage the big
data analytics of the retailer on the customers.
In my opinion, that’s probably a smart
thing to do. I think there is an opportunity
there, but at the same time, there are constraints because banks are paranoid about
being correct, accurate and competitive at all
times.

Ian Chisholm: In the end, you’re probably just
answering a question, too, about the legacy
systems. We ask that a number of times from
our clients: When do we change? When do we
get out of this? How do we break that up and
how do we move forward?
And then it becomes a question of
whether they have the appetite to undertake one of these large transformations or
core banking transformations and spend
X dollars and resources. It could be an
investment worth several years of profit. It
is very hard to break up electronic concrete
to get the agility you need, not just in the
technology but also the business processes
around it.
But it is that very agility you need to
respond to rapidly changing customer needs
and preferences. So again it’s a complex equation rather than just a simple answer.
Sue Coulter: A core banking change pretty
much affects the whole organisation. For us,
it took about two and a half years, but we’ve
popped out the other side now and realise that
we’ve fallen behind a bit in other areas now.
We now need to catch up there.
So you seem to be forever chasing your tail
and, yes, it is a big thing to undertake; both
complex and risky.
But one of the lessons learnt for us was
that we probably didn’t quite appreciate the
amount of things we would have to put on hold
throughout that period.
Brendon Seagar: We launched a civil bank
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account product in the past two weeks on
our core banking platform. What I can tell
you is that once you are on it it’s great and
it also sets your architectural footprint. So
when everything is streamlined and talking
to each other, you can build on that.
As an organisation, we have foundation
capability. We are just starting and we are
all talking to each other behind-the-scenes.
Like you say, it was a nightmare bringing it
together, but it’s great once you do it.
Andrew Stabback: Banking has become
highly complex and it’s been very engineered.
But what changes do we need to make banking simpler and easier for the customer and
how does your organisation simplify things
for your customers?
David Breen: Certainly simplification is
absolutely core and probably the starting
point for products. It is very easy to have multiple products. It is far easier to have complex
products than simple products. We’ve had to
really be diligent in keeping products simple.
There is always someone in the room who
wants to add a feature or something else. It is
at that point that you really simplify it. And in
terms of numbers of products, if you look at
financial services, the sheer quantity of legacy
products in the market is enormous. For us,
we see simplification as being essential for
customer centricity. Customers demand that
simplicity of execution of process and everything else.
And, it really starts with the product and
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the process. We have been pretty lethal in limiting the number of our products.
Andrew Stabback: Finally, what does disruption look like for your organisation and
how will it help your business? What are the
opportunities and threats from disruption to
your business?
Robert King: I think that the hot spot for
disruption is payments. Disruption is going
to occur in helping customers transact or
make payments, because these are technology
things. It is less about capital. It is less about
trust. I think that is where the fight will be in
the very near future.
The other point is that the major banks
are very powerful, large organisations and
extremely well run. I think about Facebook
and Instagram. Instagram came up, threatened Facebook, so Facebook bought it. I’m
sure if there are significant disruptions evident
on the horizon, the major banks will buy whoever is doing the disrupting, unless it’s somebody like Apple who they cannot afford to buy.
David Breen: We’ve been talking internally
about self-disruption. And that is more of a state
of mind – to actually look at your offerings,
services and business and go: ‘Okay, how can
we disrupt ourselves?’ That’s a really interesting process to go through. Someone mentioned
earlier that banks are actually in a brilliant position to be disruptors themselves, because of the
data, processes and the business of banking that
other disruptors don’t have.

FINAL WORD
The agenda for Australian banks includes growth, efficiency, and
simplification – along with a strong focus on innovation in the digital
economy. The cornerstone to digital innovation is to provide a single view of
the bank to customers, according to N Ganapathy Subramaniam, president
of TCS Financial Solutions. “A single view of the customer to the bank is one
thing, and a single view of the bank to customer is something else,” he said.
Toward this goal, banks have largely accomplished the goal of breaking
down silos. The next step is to apply big data analytics and social media
integration to consolidated data stores. Retailers have shown a particular
excellence in this area, and banks have an opportunity to work with them as
partners to apply analytics at the point of sale.
Inspiration for digital innovation can also be found far beyond Australian
shores. “Most banks have an innovation agenda,” said Subramaniam.
“Instead of being inwardly-driven, we recommend that banks participate in
a co-innovation network with venture capitalists, start-up companies and
universities, endeavoring to apply innovations from other markets to the home
market. Each market is unique and there is tremendous potential for leverage.”
In addition to insights from overseas, streamlined domestic regulations
also have the potential to facilitate innovation, specifically in terms of
improving ease-of-use for money transfers and establishing common
processes for checking government-issued credentials for customers or
other banks. “These initiatives could improve banking transactions,” said
Subramaniam.
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