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The digital journey - life begins at 60!
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Promising exponential expansion opportunities
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The changing relationship

e Customers now expect instant, mobile-first interactions

&

o Physical branches serve o plex needs

e Over 80% liehts prefer digital chz f king

e New challefige: Blendifij convenience with trust and e
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Will Al reshape banking & consumer behaviour?

“Early adopters will be able to secure a lasting
advantage over slow movers.

The magnitude of Al’s effect on banking will
likely depend on two key factors:

» the extent to which banks can become fully
agentic and radically lower the cost of
operations, and

» the extent to which customers adopt Al to
manage their financial affairs.

To succeed, banks need to win consumer mind
share, embrace mobile as the gateway for
engagement, and embed Al into customer
journeys before challengers seize the
advantage.”
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Al never fully scales:
Al agents are used in
a few areas, including
as copilots for
knowledge workers.

<10% cost reduction

Adoption by banks ¢ HIGH

c2 c3

Al revolutionizes
everything: Al agents
replace most rales,
with an agent-to-
human ratio of 100:1
ar maore,

Al revolutionizes
banking functions:
Al agents take over [T
and other functions,
with an agent-to-
hiurman ratio of ~20:1.

15=20% cost reduction 40%+ cost reduction
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Al agents as the anly
banking channel: Custom
ers interact with banks only
via agents, never with the
bank directly.

20%+ value pool reduction

Al agents as a new banking
channel: Consumers let
agents manage some finan-
cial matters but still value
interactions with banks.,

~10% value pool reduction

Al for advice only:
Consumers use Al for finan-
cial advice but not to take
financial actions on their
behalf,

~5% value pool reduction

McKinsey
& Company



Personalisation as a Profit Driver

Hyper-personalisation driven by real-time analytics and generative A
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The cost reduction potential of Al

Potential impact of Al on average retail bank unit costs
for work, by scenario, index (expenses today = 100)
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“Expect a breakout agentic
business model to emerge in the
next three to five years, creating a

tipping point.

As Al is implemented across the
industry, it could bring gross
reductions of as much as 70% in

certain cost categories.

These savings will be partly offset
by rising technology costs, so
expect the net effect to be a 15%

to 20% decrease.”

McKinsey
& Company



The value creation potential of Open Banking SR

m Globally, the embedded finance market is expected to reach

dealroom.co €6.2 trillion in size by 2030, according to a report by Dealroom
| ABN'AMRO and ABN AMRO Ventures.
© VENTURES

Mastercard has projected that its

. open banking initiatives are

mastercard. expected to generate €170 billion
FORRESTER in new revenue streams by 2027.

Open Financial
Services / .
Embedded Finance
Re-bundling

Banking as
we know it
(Bundling)

Open Banking
(Unbundling)




SR

o+ 400+ 00+

years installations countries
of excellence

N

100% IBn+

Successfully FUR in R&D
Implemented projects Over 35 years




R

olympicbankingsystem.com



	Slide 1
	Slide 2: Openness Personalisation AI
	Slide 3: The digital journey – life begins at 60!
	Slide 4: Promising exponential expansion opportunities
	Slide 5
	Slide 6
	Slide 7: Will AI reshape banking & consumer behaviour?
	Slide 8
	Slide 9: The cost reduction potential of AI
	Slide 10: The value creation potential of Open Banking
	Slide 11: Who we are
	Slide 12: Thank You

