One account, three tools to cater different customer’s needs
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‘ IERE Objective

One-stop-shop:

Sucorlnvest offers asset management, trading, and | p/,ide Sucorinvest with an overall strategy to increase
investment banking services to institutional and retail

: the adoption of digital brokerage given the
customers. Sucorinvest wants to promote new sources o _
of client growth in the digital channel. characteristics of the Indonesian market.

Challenges

» Understand the underlying reasons behind individual investors’ low level of acceptance of online brokerage
» |dentify transferable best practices from leading international markets in the digital brokerage industry

» Explore potential strategic partnership opportunities with other leading digital services companies

* Introduce the guidelines for implementing the proposed strategy

Findings and Recommendations
1) A digital offering 1s necessary to compete, designed according to the mass market customer needs...
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2) ... and Sucorlnvest lacks of an integrated approach and only partially meets customers’ needs
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3) Recommendation: implement an integrated approach to the digital channel

High Net Worth Mass Affluent m Marketing Strategy per Channel for MA Segment
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“ Online Brokerage Product Strategy with 3 Tools ® Customer Service Model for MA Segment Management

Mass Affluent
Saver Investor Trader In Person / J . Segment Manager
Branch IQ Phone Online Q

Savings & Planning Tool One-Stop-Shop Tool Adv. Trading Tool (SPOT 2) ] )
* Support from » Direct access to * Online support :

————— | Savings& || o H Mutual ‘:Adv. Trading! 0 dedicated account manager tools used as a fl  Customer Customer
' Funds e - —Taol - | _ - High Net account manager via phone complement to l  Acquisition Development

- e ‘ } .;,.4 ® e €1.070,36 €961,15 Op.BaINcLS ) hogers ULDG 1 FR0S 1

- C
tools and
|

[DIFERENGA TOTAL

A oo v | : i ' Worth direct interaction
: :

I
a

1
Mission1 * Increase ross-sell other
1

Account Value

1
» Support from » Access to * Online help ReSp_O_Usi-i :
general front Sucorinvest webpage as the b"'t'es: .
Mass office staff in general service primary channel

Very simple tool to plan and invest to Simple one-stop-shop for investing (Stocks, Specialized trading platform with Affluent branches for support
achieve savings goals MFs..) and tracking of the investment portfolio advanced market data and features
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