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Financial Technology
FinTech

“providing
financial services
by making use of

software and
modern technology”



Business Model




Definition of Business Model

A business model
describes the rationale of
how an organization
creates, delivers, and captures
value.
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Definition of Business Strategy

A business strategy
IS
a long term plan of action
designed to achieve a particular goal
or set of goals or objectives.



Financial
Services




Financial Services

Source: http://www.crackitt.com/7-reasons-why-your-fintech-startup-needs-visual-marketing/



Financial Revolution with Fintech

A financial services revolution

Consumer Trends
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FinTech: Financial Services Innovation
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FinTech:

Financial Services Innovation

1. Payments
2. Insurance
3. Deposits & Lending
4. Capital Raising
5. Investment Management
6. Market Provisioning



FinTech: Payment
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FinTech: Insurance

Sharing  Autonomous
Economy  vVehicles

Insurance Disaggregation

Digital -
Distribution Securitization 3
and Hedge \
Funds 1
Internet of Adsev:nced \ : 1
Things Sors !
ng \ Niche,
Connected Insurance Specialized
\\ , Products
\ - / .
’t“ ! \\
\ \
-~ 1 Virtual
Technologies

N Mobile

Source: http://www3.weforum.org/docs/WEF_The_future__of financial_services.pdf
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FinTech: Deposits & Lending
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FinTech: Capital Raising
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FinTech: Investment Management

T~ Market Information
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New
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FinTech: Market Provisioning
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2019 FinTech Trends Report

WHAT THIS REPORT COVERS

Payments processing, card developers,
& subscription billing software tools

Companies selling insurance digitally or providing
data analytics and software for (re)insurers

Tools to manage bills and track
personal and/or credit accounts

Sales & trading, analysis, and infrastructure

tools for financial institutions
PAYMENTS/ INSURANCE
BILLING

CAPITAL
PERSONAL
FINANCE MARKETS

E a0 é e
REGTECH = MANAGEMENT
+

BLOCKCHAIN/
CRYPTO @

LENDING

Audit, risk, and regulatory
compliance software

Investment and wealth management
platforms and analytics tools

International money transfer
and tracking software

Companies leveraging blockchain
technologies for financial services

E REMlTTANgés
o i‘ MORTGAGE/

REAL ESTATE AL
Mortgage lending, digitization,

and financing platforms

Marketplace lending & alternative
underwriting platforms

2019 FINTECH
TRENDS REPORT

E: CBINSIGHTS

Source: https://www.cbinsights.com/research/report/fintech-trends-2019/ 23




Five Elements of the Fintech Ecosystem

Payment, Wealth Management,
Lending, Crowdfunding, Capital
Market, and Insurances Fintech

companies

Big Data Analytics, Cloud Fintech

Computing, Startups

Cryptocurrency, and Social Financial Regulators and
Media Developers Legislature

Technology
Developers

Fintech
Ecosystem

Traditional
Financial
Institutions

Financial
Customers

Traditional banks, Insurance
companies, Stock Brokerage
Firms, and Venture Capitalists

Individuals and
Organizations
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The Future of Financial Services

\
4 Industry Leaders

= Oversight, guidance and thought leadership from 16 C-suite executives
and 25 strategy officers of global financial institutions
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Business Model







Business Model

Key Customer
Activities Relationships
Key Value Customer
Partners Proposition Segments
Key Channels
Resources
9 Cost 5 Revenue
Structure Streams

Source: Alexander Osterwalder & Yves Pigneur, Business Model Generation: A Handbook for Visionaries, Game Changers, and Challengers, Wiley, 2010.

-
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Business Model

8 7 2 4 1

Key What? Customer

Activities Relationships
Key Value Customer
Partners Proposition Segments
Key Channels
Resources
Why?
9 Cost 5 Revenue
Structure Streams

Source: Alexander Osterwalder & Yves Pigneur, Business Model Generation: A Handbook for Visionaries, Game Changers, and Challengers, Wiley, 2010. 30



Business Model of Banking companies

Key Partners Key Activities Value Propositions Relationships Customer Segments
Branch Operations Personal
Assistance
Call center ;
Investments operations Automation where Retail and
partners Deposit Products possible Corporate
(Lower Interest Customers
Technology 1 Operations Rates) (Depositors)
vendors Key Resources Channels
Regulatory Physical and IT
Infrastructure Bank Branches,
Agencies ATMs.
Call centers,
Loan Assets Internet,
Mobile Devices
Cost Structure Revenue Streams
Interest
Expenses Channel Costs Interest Income Fee Income

www.businessmodelgeneration.com

Source: http://bmimatters.com/tag/business-model-canvas-examples/



http://bmimatters.com/tag/business-model-canvas-examples/

VISA - Leader in Global Payments Industry

Key Partners Key Activities Value Propositions Relationships Customer Segments
Payments Network
Management
Payment Product Financial
Transaction Platforms for card Institutions
Processing programs and (Issuers)
cashless
Value-added payments Financial
T:lcll_fmology T R Institutions
iances (Acquirers)
Commercial Key Resources Channels
Partners Payment Products Sponsorships
Platform (FIFA World cup,
Olympics)
Improved Sales, Merchants
VISA Brand Customer TV ads,
Convenience Tradeshows,
Conferences
Cost Structure Revenue Streams
R Network, EDP, & Brand Services Data Processing International
Communications Promotion Revenues Revenues Revenues
Litigations
Provision

www.businessmodelgeneration.com

Source: http://bmimatters.com/tag/business-model-canvas-examples/
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Apply Pay Business Model

Apple Pay

Key Partners & KeyActivities N vame %5 Customer W customer
Propositions Relationships Segments
Merchants Process iphone 6 &
McDonalds. Payments s.::.""". Apple Watch
Walgr eens) Maijg Owners
WYMents
Card Networks
(AMEX Visa u A
ng Banks ccess to
MasterCard) |, ce. Bofa, Mobile (220 000+)
Citi Bank) Customers
Key Resources . |' "| Channals LI
- Secure Mobile
Card Network, Apple Transactions 1$5uing
(AMEX, visy_ System Plasbook (Chag
MasterCard) A Citi
iTunes Users w/ e works
Touchlp | stored Credit c::“x_
The Issuing Banks are
willing to pay the fee to
Cost Structure & Revenue Streams reduce fraud costs

Free -$0

Source: https://www.slideshare.net/Strategyzer/apple-pay-bmc/16-Apple_Pay_Seamless_Secure_Mobile




Value
Proposition




Value Proposition Canvas
Product Customer

Everything
everywhere

Benefits > -
Never

forget
P——

‘ Experience

External
brain

Features
= o
- everything

Company: Evernote
Product: Online notes Ym‘; S U b stitutes Text
Ideal customer: Mobile professionals — -

Based on the work of Steve Blank, Clayton Chrnistensen, Seth Godin, Yves Pigneur and Alex Osterwalder. Released under creative commons license to encourage adaption and iteration. No nghts asserted




Factors

Entrant examples

Financial Value Chain

* Social * Decline in * New public * Proliferating  * Decline in * Decline in
* Mobile branch use and private transaction branch use loyalty and
* SEO/SEM  * Decline in data sources channels and * Social personal
loyalty * Peer-to-peer currency conversation  relationship
lending * Mobile

AVANT y @
Betterment

ST ;%3] ®Pay (9 blooom
earnest ") STRATOS
B commonBond N)) samsune ‘wedthﬁmt
NFC pay
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Business Models
Innovation



Why Business Model Innovation

Proposition

Strategy

Source: Chesbrough, Henry. "Business mo del innovation: it's not just about technology anymore." Strategy
& leadership 35, no. 6 (2007): 12-17.
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Business Model Innovation

Adding new activities

4 )
Linking activities in novel ways
NS /

Changing one or more parties
that perform any of the activities




Business Model Innovation

What customer

needs will the

new business
model address?

2

What novel activities
could help satisfy
those needs

How could the
activities be linked in
novel ways?

What should perform
the activities?
What novel
governance

arrangements can be
found?

How will value be
created for each
stakeholder?

What revenues
models can be
adopted to
complement the
business model?

40



Digital goods

Goods that can be delivered over a digital network

— For example: music tracks, video, software,
newspapers, books

Cost of producing first unit is almost entire cost of
product

Costs of delivery over the Internet very low

Marketing costs remain the same; pricing highly
variable

Industries with digital goods are undergoing
revolutionary changes (publishers, record labels, etc.)

Source: Kenneth C. Laudon & Jane P. Laudon (2014), Management Information Systems: Managing the Digital Firm, Thirteenth Edition, Pearson. 41



Types of E-Commerce

e Three major types of e-commerce
— Business-to-Consumer (B2C)
* Example: BarnesandNoble.com

— Business-to-Business (B2B)
* Example: ChemConnect

— Consumer-to-Consumer (C2C)
* Example: eBay

 E-commerce can be categorized by platform
— Mobile Commerce (m-commerce)

Source: Kenneth C. Laudon & Jane P. Laudon (2014), Management Information Systems: Managing the Digital Firm, Thirteenth Edition, Pearson.
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N O U e W e

Source

E-commerce
Business Models

E-tailer

Transaction broker
Market creator
Content provider
Community provider
Portal

Service provider

: Kenneth C. Laudon & Jane P. Laudon (2014), Management Information Systems: Managing the Digital Firm, Thirteenth Edition, Pearson.

43



Business Models of the Future
SUBSCRIPTION | '2kes a product/service traditionally purchased on an ad hoc basis NETFLIX, APPLE
and locks in repeat customers by charging a subscription fee MUSIC
Involves selling personal data or ‘advertising eyeballs’ harvested GOOGLE,
by offering consumers a free product/service FACEBOOK
ACCESS-OVER- | Provides temporary access to goods/services traditionally only ZIPCAR, PEERBY,
OWNERSHIP | available through purchase; includes ‘sharing economy’ disruptors AIRBNB

Disrupts by providing a superior experience, for which people are T PP
Monetises time and sells instant access at a premium; includes taking a

ON-DEMAND | commission from people with money but no time who pay for goods/ .ll.J :SE:';S:;?ATOR’
services delivered by people with time but no money

Source: Digital Intelligence Today, Syzygy/WPP 2015

Source: https://www.raconteur.net/business/online-marketplaces-uberisation-and-business-models-of-tomorrow
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Understanding Business Model

Business Model
Revenue Model

Business Strategy

Business Strategy and
Information System Alignment

45



Definition of Business Model

A business model
describes the rationale of
how an organization
creates, delivers, and captures
value.

46



Definition of Business Strategy

A business strategy
IS
a long term plan of action
designed to achieve a particular goal
or set of goals or objectives.



Business

* “the activity of providing goods and services
involving financial, commercial and industrial
aspects.” (WordNet 2.0)

Source : (Ostenwa Ider, Pigneur an d Tucci, 2005)
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Model

* “a simplified description and representation of
a complex entity or process.” (WordNet 2.0)

Source: (Ostenwalder, Pigneur and Tucci, 2005)

49



Business Model

* A business model is a conceptual tool
containing a set of objects, concepts and their

relationships with the objective to express the
business logic of a specific firm.

 Therefore we must consider which concepts
and relationships allow a simplified
description and representation of what value
is provided to customers, how this is done and
with which financial consequences.

Source: (Ostenwalder, Pigneur and Tucci, 2005)
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Business Model Concept Hierarchy

@ Business Model DEFINITION
Concept what is a business model?
§ META-MODEL
@ what elements belong into a business model?
™
©) B"s'“f‘ Model B"s"‘?“‘ Model § TAXONOMY OF TYPES
ype ype § which business models resemble each other?
SUB-(META)-MODELS
what are the common characteristics?
(3) Business Model | [Business Model Business Model
of Dell of Amazon eBay " INSTANCES (VIEW OF COMPANY)
| -
@
B
c
Dell Amazon eBay REAL WOLRD COMPANY

Source: (Ostenwalder, Pigneur and Tucci, 2005)
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Evolution of the Business Model Concept

authors outcome activity

define & classify
business models

definitions &
taxonomies

Rappa [2001]
Timmers [1998]

list business describe business\ | model business™\_| apply business
model model elements model elements model concept
components
"shopping list" components as reference models applications &
of components building blocks & ontologies conceptual tools

Linder & Cantrell [2000] Afuah & Tucci [2001;  Gordijn [2002]
Magretta [2002] 2003 Osterwalder & Pigneur
Amit & Zott [2001] Hamel [2000] [2002]

Weill & Vitale [2001]

Source: (Ostenwalder, Pigneur and Tucci, 2005) 52



Business Model vs.
Business Process Model

e Business Model

— a view of the firm's logic for creating and
commercializing value

* Business process model

— how a business case is implemented in processes

Source: (Ostenwalder, Pigneur and Tucci, 2005)
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Business Model vs.
Strategy

e Business Models

— a system that shows how the pieces of a business
fit together.

— an abstraction of a firm's strategy

* Strategy

— includes competition

Source: (Ostenwalder, Pigneur and Tucci, 2005)

54



Implementing Business Models

Implement

Design Finance
Business Model | > Business Model
Management defines and Management works out a
designs a business ; financial structure for the
concept that respondsto ' business model (e.g. internal

market circumstances funding, venture capital, stock

Source: (Ostenwalder, Pigneur and Tucci, 2005)

R — S —_———

» Business Model

The business model is
implemented into
business structure,
business processes and

55



The Business Model's Place in the Firm

Competitive
Forces
Legal Customer
Environment v Demand
Business
Strategy
Social B%ﬁfs Technological
Environment \ Change
Business
Organisation ICT

Source: (Ostenwalder, Pigneur and Tucci, 2005)
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Nine Business Model Building Blocks

Pillar

Product

Business Model
Building Block

Value Proposition

Description

Gives an overall view of a company's bundle of products
and services.

Customer Interface

Target Customer

Describes the segments of customers a company wants to
offer value to.

Distribution Channel

Describes the various means of the company to get in
touch with its customers.

Relationship

Explains the kind of links a company establishes between
itself and its different customer segments.

Infrastructure
Management

Value Configuration

Describes the arrangement of activities and resources.

Core Competency

Outlines the competencies necessary to execute the
company's business model.

Partner Network

Portrays the network of cooperative agreements with other
companies necessary to efficiently offer and commercialize
value.

Financial Aspects

Cost Structure

Sums up the monetary consequences of the means
employed in the business model.

Revenue Model

Describes the way a company makes money through a
variety of revenue flows.

Source: (Ostenwalder, Pigneur and Tucci, 2005)

57



Domains Addressed in Business Models

Business model
ontology

Value
Proposition

Target Customer
Distribution
Channel
Customer
Relationship

Value
Configuration

Capability

Partnership

Cost Structure

Revenue Model

- Weill and Vitale Petrovic, Kittl et - Afuah and Tucci Tapscott, Ticoll Linder and
e 2001 al. R 2003 et al. 2000 Cantrell 2000
Value
value proposition g‘;‘t’é’;'gon' Value Model Value offering Customer Value value proposition
objective
Customer
Segments Market Segment | Scope
Customer
Channels R EC channel model
Customer commerce
relations model relationship
connected
. : e3-value S commerce
Architecture Production Mode - activities, value b-webs
configuration configuration process model
Core
competencies, Resource Model capabilities
CSF
. sustainability
Architecture s o Actors (team-up b-webs
strategy)
Value exchange cost structure
Source of pricing, revenue pricing model,
Revenue Model s Revenue Model value exchange Trot I

Source: (Ostenwalder, Pigneur and Tucci, 2005)
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Business model
ontology

Value
Proposition

Target Customer
Distribution
Channel

Customer
Relationship

Value
Configuration

Capability

Partnership

Cost Structure

Revenue Model

Domains Addressed in Business Models
(cont.)

Chesbrough and - -
; Amit and Zott Applegate and Maitland and
Hamel 2000 Mahadevan 2000 sooggnbloan Magretta 2002 2001 Collura 2001 Van de Kar 2002
Product/market e Value proposition What does the Transaction Product and nggsm =
? 1 ’
scope customer value~ component Services offered Siiiaroe
Who is the Market
Market scope Market segment R opportunity Market segment
How can we
;ll“ﬁ"(;':teri‘lt]fi . deliver value at Marketing/sales
Shipldt an appropriate model
insight
cost?
Relationship Brand and
dynamics reputation
et Structure of the Architectural .
Core processes Logistical stream T areT configuration Operating model
Se Surigt;:rrgzanon and
competencies, ’
. management
strategic assets model)
Il Position in the Transaction _Companl_es
partners, ez T Partners involved in
coalitions P creating value
What is the
Cost structure underlying
economic vale?
How do we make
pricing structure Revenue stream money in this Be(r;ettitsktc')] ﬂlr(;n Revenue Model
business and stakenolders

Source: (Ostenwalder, Pigneur and Tucci, 2005)
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Planning, Changing and Implementing
Business Models

BUSineSS plan' change' NeW
Model |mp|en]ent Business
|
I

i » Time
o Yuture

The management analyzes the current The new business model

business model's adequacy to environmental becomes a goal to achieve and

pressures and designs a new business model guides planning, change and

implementation

Source: (Ostenwalder, Pigneur and Tucci, 2005)
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Business Strategy and
Information Systems Alighment

Managers are aware of
the use of Information

Systems to realize goals,

exploit opportunities and
obtain competitive
advantage

Information
Systems

Business
Model

Source: (Ostenwalder, Pigneur and Tucci, 2005)

Information Systems
support the company's
business model and are
targeted on areas that
are critical to successful
business performance
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Business and IT/IS Alighment

VALUE proposition
CUSTOMER interface
INFRASTRUCTURE
management

Administrative
structure

Business processes
Skills

BUSINESS IT

-\

BUSINESS
MODEL

T

STRATEGY

Strategic
fit

ORGANIZATION
INFRASTRUCTURE

IS

INFRASTRUCTURE

Function
integration

Technology scope
System
competencies

IT governance

strategy
infrastructure

| Architecture
Processes
Skills

Adapted from [Henderson and Venkatraman 1999]

Source: (Ostenwalder, Pigneur and Tucci, 2005)
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Business Model Canvas

_______________________________________________________

Ife.y- | Customer
Activities Relationships

Key Value Customer
Partners Preposition Segments

Key

Channels
Resources

s

S —————————

\

Cost Revenue

Source: http://nonlinearthinking.typepad.com/nonlinear thinking/2008/07/the-business-model-canvas.html
https://www.youtube.com/watch?v=QoA0zMTLP5s

_—— e e - - -
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http://nonlinearthinking.typepad.com/nonlinear_thinking/2008/07/the-business-model-canvas.html
https://www.youtube.com/watch?v=QoAOzMTLP5s

/AW——}\

Business Model Canvas T="=7

___________________________________________________________________________

Infrastructure Custome
Management Interface

q

o GRS Sy Sy S Sy S PSI SSpS SY Spy SUp Sy P S S S Sp

—_—— = o e e e e e e e e e e e e e e e e e e e e e e e e —
N

Source: http://nonlinearthinking.typepad.com/nonlinear thinking/2008/07/the-business-model-canvas.html
https://www.youtube.com/watch?v=QoA0zMTLP5s 64



http://nonlinearthinking.typepad.com/nonlinear_thinking/2008/07/the-business-model-canvas.html
https://www.youtube.com/watch?v=QoAOzMTLP5s

Business Model Canvas Explained

http://www.youtube.com/watch?v=QoA0zMTLP5s
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The 9 Building Blocks of
Business Model

o > . ~ {
Key Key :fé Value e Customer ( ’;) Customer A
Partners Activities AN Proposition '\'& Relationships e Segments ii
Key {*} Channels <
Resources E’»';{"Jé ~d U
Cost /-t B Revenue ‘-'o"\f»
Structure L= ! Streams w,.«-.‘-:--.,

Source: Alexander Osterwalder & Yves Pigneur, Business Model Generation: A Handbook for Visionaries, Game Changers, and Challengers, Wiley, 2010. 66



The 9 Building Blocks of
Business Model

— O Value 7 s |
Key T«~7 | Key ,‘&Q . ey Customer ( Customer A
Partners & Activities 43 | Proposition R ‘JIF Relationships / Segments ii

8 7 |2 |4 |1

Channels <
)

Cost /=] Revenue

Structure Ny i Streams




The 9 Building Blocks of
Business Model

Customer Segments

Value Propositions

Key Resources

& e A

Cost Structure 4 Revenue Streams

Source: Alexander Osterwalder & Yves Pigneur, Business Model Generation: A Handbook for Visionaries, Game Changers, and Challengers, Wiley, 2010. 68



1. Customer Segments

Defines the different groups of people or organizations
an enterprise aims to reach and serve

Source: Alexander Osterwalder & Yves Pigneur, Business Model Generation: A Handbook for Visionaries, Game Changers, and Challengers, Wiley, 2010. 69



2. Value Propositions

Describes the bundle of products and services that create
value for a specific Customer Segment

Source: Alexander Osterwalder & Yves Pigneur, Business Model Generation: A Handbook for Visionaries, Game Changers, and Challengers, Wiley, 2010. 70



3. Channels

Describes how a company communicates with and reaches
its Customer Segments to deliver a Value Proposition

Source: Alexander Osterwalder & Yves Pigneur, Business Model Generation: A Handbook for Visionaries, Game Changers, and Challengers, Wiley, 2010. 71



4. Customer Relationships

Describes the types of relationships a company establishes
with specific Customer Segments

Source: Alexander Osterwalder & Yves Pigneur, Business Model Generation: A Handbook for Visionaries, Game Changers, and Challengers, Wiley, 2010. 72



5. Revenue Streams

Represents the cash a company generates from each
Customer Segment (costs must be subtracted from
revenues to create earnings)

Source: Alexander Osterwalder & Yves Pigneur, Business Model Generation: A Handbook for Visionaries, Game Changers, and Challengers, Wiley, 2010. 73



6. Key Resources

Describes the most important assets required to make a
business model work

Source: Alexander Osterwalder & Yves Pigneur, Business Model Generation: A Handbook for Visionaries, Game Changers, and Challengers, Wiley, 2010. 74



7. Key Activities

Describes the most important things a company must do to
make its business model work

Source: Alexander Osterwalder & Yves Pigneur, Business Model Generation: A Handbook for Visionaries, Game Changers, and Challengers, Wiley, 2010. 75



8. Key Partnerships

Describes the network of suppliers and partners that make
the business model work

Source: Alexander Osterwalder & Yves Pigneur, Business Model Generation: A Handbook for Visionaries, Game Changers, and Challengers, Wiley, 2010. 76



9. Cost Structure

Describes all costs incurred to operate a business model

—
\
N

~

e -
-

\

Source: Alexander Osterwalder & Yves Pigneur, Business Model Generation: A Handbook for Visionaries, Game Changers, and Challengers, Wiley, 2010. 77




The 9 Building Blocks of
Business Model

1. Customer Segments
— An organization serves one or several Customer Segments.
2. Value Propositions

— |t seeks to solve customer problems and satisfy customer
needs with value propositions.

3. Channels

— Value propositions are delivered to customers through
communication, distribution, and sales Channels.

4. Customer Relationships

— Customer relationships are established and maintained
with each Customer Segment.
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The 9 Building Blocks of
Business Model

5. Revenue Streams

— Revenue streams result from value propositions successfully
offered to customers.

6. Key Resources

— Key resources are the assets required to offer and deliver the
previously described elements...

7. Key Activities
— ...by performing a number of Key Activities.
8. Key Partnerships

— Some activities are outsourced and some resources are
acquired outside the enterprise.

9. Cost Structure
— The business model elements result in the cost structure.
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Business Model

Key Customer
Activities Relationships
Key Value Customer
Partners Proposition Segments
Key Channels
Resources
9 Cost 5 Revenue
Structure Streams

Source: Alexander Osterwalder & Yves Pigneur, Business Model Generation: A Handbook for Visionaries, Game Changers, and Challengers, Wiley, 2010.
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Business Model Generation
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Business Model Generation

KP

LEFT CANVAS
efficiency
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CS

RIGHT CANVAS
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Source: Alexander Osterwalder & Yves Pigneur, Business Model Generation: A Handbook for Visionaries, Game Changers, and Challengers, Wiley, 2010. 82



Community
The book is co-created with practitioners
from around the world who feel owner-

Production and Logistics Differentiation

Anything beyond content creation An entirely different format business
is outsourced to readdy avadable modéd, and story for the book makes it
sarvice providers stand out in a crowded market

ship thanks to attribution as contributing
co-authors

Buyers

Paying customers are not only readers,
but co-creators and companies that want
customized books for their employees
and dients.

\_\ AN

KP

NING PLATFORM
AMAZON.COM

3RD PARTY LOGISTICS
COMPANY

PHEHISHERS

THE MOVEMENT (DESIGN)

KA

CONTENT
PRODUCTION

HUB MANAGEMENT

GUERILLA MARKETING AND
WORD-OF-MOUTH

TOGISTICSAND

R\ &

BLOG AND VISIBILITY ON
THE WEB

BUSINESS MODEL HUB
POWERFUL METHODOLOGY

vp\ 7

/CR\

CS

BUSINESSMODELHUB
.COM

BUSINESS MODEL EVENT,

Vi P ICAL, AN AMSTERDAM
nmlﬁmn:aunnooxo VISIONARIES, GAME
FOR BUSINESS MODEL C"cu‘r‘_“_%sé:.’;"
INNOVATORS
CO-CREATION OF A ENTREPRENEURS,
POTENTIAL BESTSELLER > EXECUTIVES,
(Y CONSULTANTS,
PERSONALIZED BOOKS FOR v ACADEMICS
MPANIES AND THEIR AL
= = L COMPANIES

CUSTOMERS

WORD-OF-MOUTH

1) BUSINESSMODEL~
GENERATION.COM

2) AMAZON.COM
3) BOOK STORES

PUBLISHERS

L

.L_.

C$g/

DESIGN
CONTENT PRODUCTION
PRINTING
DISTRIBUTION

HUB MEMBERSHIP FEES

ADVANCE & POST-PUBLICATION SALES
FREE GIVE AWAY CANVAS SECTION
FEES FOR CUSTOMIZED VERSIONS
ROYALTIES FROM PUBLISHERS

THE CANVAS OF

Reach

BUSINESS MODEL

GENERATION

A mix of divect and indirect Channdls and
aphased approach optimizes reach and
margins. The story of the boak lends itself
well to vival marketing ond word-of-
mouth promotion

Revenues

The book was fimanced through advanced
soles and fees paid by co-creators.
Additional revenues come from custom-
zed versions for companies and their
dients
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Finance Business Model

&f Partners fﬁ\- Key Activities

Retail e Brand Expansion

¢ Governments ¢ Service Extension

¢ Marketing & Education
¢ Back-end systems

¢ Network Building

¢ Credit-Card Issuers
¢ Mortgage Entities
¢ Loan Agencies

Investment

¢ Funds Qé}: Key Resources

¢ Boutique Adviosry

Firms * Brand
* Network
* Lawyers,
Accountants, etc * Infrastructure
e Services

Using BMi to shakeup
the FINANCE industry.

#Technology
#Channels
#Currency

A New-Era of Finance
Enterprises

\\\\\ul

“LumosForBusingss".

Value Proposition Customer é Customers
Relationships
Retail Retail
¢ Retail Branches
¢ Online Banking ¢ Everyday Consumers
« High Net Worth
Investment Individuals

* |nvestor Research

¢ Retail Investors
¢ Conferences and

events
Investment
¢ High-Profile
m Channels Businesses
¢ |nstitutional Investors

e Branded Platforms * Governments

¢ Retail Networks
¢ Industry Events
* Presentations

Cost Drivers

o Staff Salaries

¢ Real-Estate

¢ Front & Back-End Systems
e Compliance

Revenue Streams

¢ |nterest and Account Fees (Retalil)
¢ Advisory and Capital Fees (Investment)

template borrowed from BusinessModelGeneration.com
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Foreign Exchange Business Model

Key Activities
& Resources

Model and
Strategy
_“é’;l

Proprietary
1?\?aal£wg

uant
Traders

Ruant
Strategles '
Pl.atform. Trading
Providers l Ptatfowmga. l

Value

Propositions

Make Markets
WorR More
Efficiently

e
\
N\

Customer
Relationships

Low—Latcm;
— Market

Ac
)
{17/

Channels

Customer
Segments

Global Foniéw
Exchange
Markets l

Cost Structures

Real-time Data ' clowd Oompu;:iwg "“*
High-speed Liwes' Salaries+Rent '

s

~
- -

Revenue Streams

Proprietary
ﬁadiwg
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Bizz model canvas: SEB retail banking

Key Partners

Key Agtivities

-

Value

Proposition

”
- (
{

Key Resources

-

Customer
Relationships

Channels

Customer

Seamen
néiﬁ‘ﬁi

|
B

Cost StrquU"e

Revenue Stream

@ 2010 Tieto Corporation  haimo hanninen@tieto.com

2010-12-28
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Key

Value
Proposition

Private Banking (3 Business In One)

Customer
Relationships

Customer

Key
Resources

.

}

@

Channels

-

. Relationship Business Pr'ct Innovation Business Infrastn..Jre Business
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Business Model of Banking companies

Key Partners Key Activities Value Propositions Relationships Customer Segments
Branch Operations Personal
Assistance
Call center ;
Investments operations Automation where Retail and
partners Deposit Products possible Corporate
(Lower Interest Customers
Technology 1 Operations Rates) (Depositors)
vendors Key Resources Channels
Regulatory Physical and IT
Infrastructure Bank Branches,
Agencies ATMs.
Call centers,
Loan Assets Internet,
Mobile Devices
Cost Structure Revenue Streams
Interest
Expenses Channel Costs Interest Income Fee Income

www.businessmodelgeneration.com

Source: http://bmimatters.com/tag/business-model-canvas-examples/



http://bmimatters.com/tag/business-model-canvas-examples/

VISA - Leader in Global Payments Industry

Key Partners Key Activities Value Propositions Relationships Customer Segments
Payments Network
Management
Payment Product Financial
Transaction Platforms for card Institutions
Processing programs and (Issuers)
cashless
Value-added payments Financial
T:lcll_fmology T R Institutions
iances (Acquirers)
Commercial Key Resources Channels
Partners Payment Products Sponsorships
Platform (FIFA World cup,
Olympics)
Improved Sales, Merchants
VISA Brand Customer TV ads,
Convenience Tradeshows,
Conferences
Cost Structure Revenue Streams
R Network, EDP, & Brand Services Data Processing International
Communications Promotion Revenues Revenues Revenues
Litigations
Provision

www.businessmodelgeneration.com

Source: http://bmimatters.com/tag/business-model-canvas-examples/
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Google Business Model

Key Partners Key Activities
R&D - Build New
Products, Improve
Existing products

Manage Massive IT
Distribution Infrastructure

Partners

Key Resources

IPs, Brand

Value Propositions

Web Search, Gmail,
Google+

Targeted Ads using
Adwords (CPC)

Extend Ad campaigns
using Adsense

Display Advertising
Mgmt Services

Hosted web-based

Google Apps

Relationships

Automation (where
possible)

Dedicated Sales for
large accounts

Channels

Global Sales and
Support Teams

Multi-product Sales
force

Customer Segments

Internet Users

Advertisers,
Ad Agencies

Google Network
Members

Enterprises

Cost Structure

Traffic Acquisition R&D Costs (mainly
Costs personnel)
Data center S&M, G&A

operations

Revenue Streams

Ad Revenues —
Google websites

Enterprise Product
Sales

Ad Revenues —
Google n/w websites

Free

www.businessmodelgeneration.com

Source: http://bmimatters.com/tag/business-model-canvas-examples/
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Facebook — World’s leading Social Networking Site (SNS)

Key Partners

Content Partners

Key Activities

Platform
Development

Data Center
Operations Mgmt

Value Propositions

Connect with your
friends,
Discover & Learn,
Express yourself

Relationships Customer Segments

Same-side
Network Effects

(TV Shows,
Movies, Music, Key Resources Channels
News Articles) Facebook Website,
Platform Personalized and Mobile Apps Devel
Social Experiences, BVERapers
Technology Social Distribution,
Infrastructure Payments
Developer Tools
and APls
Cost Structure Revenue Streams
Data center Marketing and Research and E Payment
costs Sales Development ree Revenues
General and

Administrative

www.businessmodelgeneration.com

Source: http://bmimatters.com/tag/business-model-canvas-examples/
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Twitter Business Model

Key Partners

Search Vendors

Device Vendors

Media
companies

Mobile Operators

Key Activities

Platform
Development

Key Resources

Twitter.com
Platform

Value Propositions

Stay connected

News/Events

Targeted
Marketing

Relationships

Channels

Website,
Desktop Apps,
Mobile Apps,
SMS

Customer Segments

Users

Enterprises

Employees

Cost Structure

Servers

Licensing Data
Streams

Promoted Trends

Revenue Streams

Promoted
Accounts

Analytics

Promoted
Tweets

www.businessmodelgeneration.com

Source: http://bmimatters.com/tag/business-model-canvas-examples/
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LinkedIln — World’s Largest Professional Network

Key Partners Key Activities Value Propositions Relationships Customer Segments
Same-side
Platform Network Effects
Development
Manage Professional
Identity and Build Cross-side
Professional Network Network Effects Internet Users
(for ig?alnci:’;nter 'dt;""g; arl;lthRleact:h
facilities) Key Resources o gt Talen Channels Recruiters
LinkedIn Website,
Content Providers LinkedIn Platform Mobile Apps
Access to LinkedIn Field Sales
Database Content via
APIs and Widgets Developers
Cost Structure Revenue Streams
Web Hosting Marketing and Product Free Offer!ngs
costs Sales Development and Premium Hiring Solutions
Subscriptions
General and
Administrative

www.businessmodelgeneration.com

Source: http://bmimatters.com/tag/business-model-canvas-examples/
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. D pesigned iy D@ANIO TIC .
The Business Model Canvas Techno Cake 122
Key Partners 7 | Key Activivios }@ Value Propositions (" =) Customer Rc!mionshin Customer Segments ﬁ-
/-."' N “ Wit pe ol seisbondits daas aach oo - I RO i
Event s B - LI o '
= t e : e
e, ana(jemen 222 = OOkv """"
s Marketing ; o :‘-:r\a:\:;r Geeks
MC Mis Managemen ~ Techno cake Flickr \T customers
Best talks and 5 \ideo-www Engineers
presentations presentat\on
Local Videos about
resenters A — Q talks and i g =
% ’hltjv‘lef.(mr.a.\ _‘ 41 presentanons Channels Q
o bay om anies
EVHUES - Facebook, ‘:;n;nep
rs =  Twitter tors
Ponsse : Adyeriat % Flickr %Zer::s
Presentation \Video ~ Videos insurence CO.--
Hall WWW JAPT|,RIC :

Cost Structure ‘/\‘i Revenue Streams S "

SR sz Advertising fee QS

B e = Videos
= L0goS..

wwwbusinessmodelgeneration.com

http://businessmodelcombo.wordpress.com/2011/02/04/what-would-a-sustainable-techno-cake-business-model-look-like/
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How Airbnb Works?

Insights into
Business Model

&

Revenue Model



http://nextjuggernaut.com/blog/airbnb-business-model-canvas-how-airbnb-works-revenue-insights/

Q) Airbnb Business Model Canvas

airbnb

Key
Partners

- Hosts (People who rent their
space)

- Guests (People who book
spaces)

- Photographers (Freelance)

- Investors

- Payment Processors

Key
Activities

- Product Development &
Management

- Building Host network and
Managing hosts

- Building travelers network
and managing guests

Key
Resources

- Local Hosts
- Skilled Employees
- Technology

Value
Propositions

Hosts

- Hosts can earn money by
renting their space.

- Airbnb offers insurance to
house owners.

- Free photo shoots for prop-
erty listings through photog-
raphers.

Guests

- Guests can book a
homestay instead of hotel.
- Prices are often less as
compared to hotels.

Customer
Relationships

- Customer Service

- Social Media

- Promostional Offers
- Home Insurance

Cost Structure

- Technological Set up & running costs
- Salaries to permanent employees
- Payments to freelance photographers

Channels

- Website
- Mobile App for Android
- Mobile App for i0S

Customer
Segments

Hosts

- People who own a house and
want to earn extra money.

- People who want to meet
new people.

Guests

- People who love to travel.

- People who want to stay
comfortably at a cheap price.

Revenue Streams

- Commission from Hosts upon every booking
- Commission from Guests upon every booking

/airbnb-business-model-canvas-how-airbnb-works-revenue-insights/
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s

tartupbizmodel.com

R R R R Rt N

29 mar- 2012

Key R/ 2, Key i Value Ty, Customer %) Customer i
Partners g Aclivities . Proposition §\E$ Relationships ;Z Segments &
Platform development
Loca Photographers i andimantonaos ) Self-senice on site
Community vith a support team,
management Great places to stay SMS, iPhone App Travelers that are
all ?’ °:"d ":9 world looking for a good
Marketing or:iow prices expenence with a
— Self-service on site low price
Main Investors with a support team
y | (NRREGHonS PayTion SMS, iPhone App
‘management
SEQUOIAYCAPITAL —
. Combinator Q , \ Channels
Resources (& Rer:; c;u: e:!re:ogt!‘:(,e - People with extra
3399 effortiessly g , R IR
revliockpartners. : 2 Site, Youtube, iPhone place that want to
grey p worldwide audience App, Blog; Facebook ey
Online and international Commtﬂy of and Twitter
payment ] travellers and hosts
""" ' = Site, Youtube, iPhone
Pa,yPaI Platformn App, Blog, Facebook
WESTERN and Twitter
UNION | PG
Cost Sance s Revenue
Structure S St 6-12% of booking fee
Photographers Servers Online and
_ i“mﬂo‘:d 3% of each successfully
Human b, U booking
Marketing Resources

http://www.slideshare.net/ThiagoPaiva/airbnb-12210879
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How Uber Works?

Insights into
Business Model

&

Revenue Model



http://nextjuggernaut.com/blog/how-uber-works-business-model-revenue-uber-insights/

Uber Business Model Canvas

KEY
PARTNERS:

« Drivers with their Cars
«» Payment Processors
«» Map API Providers

+ Investors

KEY
ACTIVITIES:

«» Product Development &
Management

«» Marketing & Custumer
Acquisition

«» Hiring Drivers
«» Managing Driver Payouts
«» Customer Support

KEY
RESOURCES:

«» Technological Platform

«» Skilled Drivers

VALUE
PROPOSITION:

CUSTOMERS:

«» Minimum Waiting Time.

«» Prices Lesser than the
Normal Taxi Fares.

«» Cashless Ride.

«+ Can see The ETA and Track
The Cab on Map.

DRIVERS:

CUTOMER
RELATIONSHIP:

+» Social Media
+«» Customer Support

«» Review, Rating & Feedback
System

«» Additional Source of Income.

+* Flexible Working Schedules
and can Work Part Time.

+» Easy Payment Procedure.

+» Drivers get Paid to be Online,
even without can Requests.

COST STRUCTURE:

«» Technological Infrastructure

«» Salaries to Permanent Employees

«» Launch Events & Marketing Expenditure

CHANNELS:

+» Websites
+» Mobile App for Android
«» Mobile App for 10S

CUSTOMER
SEGMENTS:

USERS:

+» Those who do not own
a Car

+«» Those who do not want to
drive themselves to a Party
or Function.

«» People who like to Travel in
Style and want to be Treated
as a VIP.

+«» Those who want a Cost-Effi-
cient Cab at their Doorstep.

DRIVERS:

+» People who own a Car and
want to Earn Money.

«» People who Love to Drive.

«» Those who Wish to be called
Partners Instead of Drivers.

REVENUE STREAMS:

+» Car Rides on per Km/Mile basis.

«» Surge Pricing

«» UberX, Uber Taxi, Uber Black, Uber SUV etc.
«» Uber Cargo, Uber Rideshare etc.

/how-uber-works-business-model-revenue-uber-insights/
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UBER

The Business Model Canvas

Designed for:

Uber

Designed by:

Denis Oakley Nevation

Uber Business Model Canvas

Y27 1 2016

1.0

Key Partners (";* g;
Payment Processors

Mapping Data Providers

Local Authorities

Key Activities

B

Platform & Alogo
Development

Marketing to balance

supply and demand

Driver Onboarding

U
A1y

TR

Value Propositions

Taxi on Demand

Easy to order cab and

Key Resources

Pricing Algorithm

short wait time

Passengers on Demand

Easy to make additional
money

Customer Relationshin

Highly automated

Customer Segments E%

Channels <

Social Media Marketing

Cost Structure

Platform Development

Sales & Marketing

Revenue Streams

Pay per Ride Charges Premium Uber Brands

Surge Pricing

www.businessmodelgeneration.com

www.businessmodel.guru

http://businessmodel.guru/the-uber-business-model-canvas/
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UBER

Ride

0
2

Drive

Cities

Tap the app, get a ride

Uber is the smartest way to get around. One tap and a
car comes directly to you. Your driver knows exactly
where to go.

MORE REASONS TO RIDE >

https://www.uber.com/
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Come up with Killer Startup Ideas

B uUBER

REDUCE CREATE
Time to wait Ease of use
Hassels of paying money Platform connecting customers&a
Jnsure fare & waiting time Extra Revenues for Drivers
RAISE ELIMINATE

Chances of geH’mg taxis Uncerfcinfy of getting taxi:

Quality (ratings) W aving hands to stop taxi

ssurance (Location frocking)
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Structure of a Business Model
2

What do you offer
What? to the customer

Value
proposition

3

4 How is the value
How is revenue Who? proposition created?

created?

1

Who is your target market?
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New Business Model
| direction |

Strategy

Structure

lskills/mind-setl | power |

l Rewards I l Process I

' motivation | l information '

Source: https://www.slideshare.net/Alex.Osterwalder/private-banking-business-models 104
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Customer
Value




Marketing

“Meeting
needs
profitably”



Value

the sum of the
tangible and
intangible
benefits and costs



Value

Customer
perceived

value

Total
customer

cost

Source: Philip Kotler & Kevin Lane Keller, Marketing Management, 14th ed., Pearson, 2012 109



Customer Perceived Value

Customer
perceived

Monetary cost Vd I ue

Total
customer

Time cost

Energy cost cost

Psychological cost

Source: Philip Kotler & Kevin Lane Keller, Marketing Management, 14th ed., Pearson, 2012
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The Future of Financial Services

\
4 Industry Leaders

= Oversight, guidance and thought leadership from 16 C-suite executives
and 25 strategy officers of global financial institutions

peutsche Bank 12 VISA @I HSBC<» Deloitte.

OIS arkit Julius Bir Morgan
BILL¢ MELINDA Stanley
WBARCLAYS == A CVC
Standard g 3 NASDAQ Cophl Purtaess
& UB S Chartered &g . X
& oree BMO 0
The Dapositury hues & @ \".’ seo
I STBANORTE ) ==
AlcEhrtners ZURICH

- i .
$9/ Allianz ERNEP I

3 THOMSON REUTERS PINFRI\_/!R

-
Innovators

* In-person and phone interviews with 100+ innovative new entrants
and subject matter experts

L39
) SEEDRS Hsocondnaet  jox”  KENSHC
PERSONAL \\( LIQUITY  [gestimize ™
CAPITAL weallhiront ‘
& square @ By - Quantopian
’FutureAdvnsor

Fin covestor (f_:,

Financial

Q KOPO KOPO AYAS D l @ Technology

i ‘v‘ OpenGamma Q@ FundingCircle () SIMPLE
ALCOM MALenddo ) FUNDAPPS @ PROSPERP
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A SN oripple () crcie
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oJPMorganChase

the currency clo

@ coinbase ABIRHE

/
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Fintech Innovation:
New Data Business Models

Fintech Innovation:
New Data Business Models

Q

() DUEDIL
MATCHMAKING

iMATCHATIVE
DATA

Credit O Karma ‘Kreditech
@f’ nance &
LENDING DATA

o—w---'wvuu

(Hestimize

KENSHC % visiblealpha
FIIINOCML

(STOCKTAGON

MARKETS ANALYSIS

.usuusom

Provides global identity

SOCIAL MEDIA DATA verificetion across 4bn people
0 x'gnite
a The Market Data Cloud
BIG DATA SHARING
PLATFORM

................................................................

> ‘Context relevant
PREDICTIVE COINALYTICS

DATA ANALYSIS

- | &

DATA VISUALIZATION

> hquidiandscape (7 platfora

> RED.EBRA

Source: http://banknxt.com/55858/customer-data/
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Fintech Innovation Together:
Better Use of Data

BANKS FINTECH'S
@ Consumer data volumes @ Innovative market data points
@ Regulatory control on data @ Innovative analytics methods

_;4_\._4
r—-
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Open API for FinTech

Independence

In rable
Openness ok o Extensibility Transparency
J

Usability Stability
o
Principles

Enablers

Data Standard
Transaction Data
Reference Data
Aggregated Data

Sensitive
Commercial Data

Customers

Individual &
Businesses




Mobile Payment Service

Changes in Social/
Cultural Environment
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Power

Changes in
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Traditional
Payment
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v

MOBILE PAYMENT
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m-payment service
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New
E-payment
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Regulatory, and
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Mobile Payments
Technology Innovations

NFC-Enabled Credit/Debit 3G and 4G Cloud
Components Smartphone Card Mobile Computing Mobile Apps
and POS a Network and Storage

Cloud-Based NFC-Enabled 3" Party Apps
Services o Rttt > M-Payments <--—----------------> M-Payments
Services Services Services
R Sl T THE T Lt ‘*’ .................................... >
_ Location- Trusted Mobile/ Banking NFC-Enabled
Business Infrastructures Based Service Online ATM /Branch Public
Service Management Banking Platforms Infrastructure
) ( .............. ) ........................... )
Include Compete Support
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Transferwise

TransferWise English (US) » Business Request money Help Login Sign Up

Send money with the
real eXChange rate 4.98 GBP TransferWise fee (included)

1.13970 Guaranteed exchange rate (24 hours)

/

Banks and other providers could charge you up to 5% in
hidden costs when sending money abroad. TransferWise is

up to 8x cheaper. It's only fair. Recipient gets

1134.02

You could save up to: 35.38 GBP

Compare price Get started

https://transferwise.com/ 117



https://transferwise.com/

Transferwise

TransferWise has accounts across the world

Pay into our bank account in your country. We pay your recipient from our account in their

country using the real exchange rate

Local transfer

GBP 4

Account

TransferWise TransferWise

https://transferwise.com/

1134.02 EUR
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https://transferwise.com/

Transferwise

We independently obtained the overall cost of sending money 1,000 GBP to EUR using selected major

/ TransferWise

TransferWise charges as little as possible

TransferWise uses the real exchange rate
] =

Save up to 90% with TransferWise and receive

https:

banks and brokers.

Bank Average

Banks hide their cost in the exchange rate

s Banks often set their own exchange rate

Fixed exchange rate

Banks could leave you 40.32 out of pocket

Got it, | could save up to 35.38
transferwise.com



https://transferwise.com/

TransferWise Bot
for Facebook Messenger

OK, first up, let's get you logged in.

FYI, when you login, you agree to the
TransferWise Terms.

Login
eecco yodafone UK T 5:22 PM 2 3a% W >4
TransferWise Bot >
< Home Typically replies instantly Manage Terms Of use
. US Terms of use
1 TransferWise Bot
== 38 people like this including Taina Pefia , You're logged in. Which currency are
.ﬁ Sanchez and 4 friends ;e you sending from?
Product/Service
- ) GBP? Lovely. Here's where you can
Get Started - )
To send your money to: $

Hi, I'm the TransferWise Bot.

(% uso) (@ au) (@ cur) (1#) cao) (B H

— Type a message...

| like to think of myself as bot on a
mission ...

... to help you send money around the
world as fast as possible, for as little
as possible.

Let's get started. What would you like
to do today?
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Brett King (2014),
Breaking Banks:

The Innovators, Rogues, and Strategists Rebooting Banking
Wiley

Brett King

Breaking
Banks

The Innovators, Rogues, and Str
Rebootmg Bmkmg

WILEY
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Fintech: Financial Technology

Disrupting Banking:
The Fintech Startups
That Are Unbundling
Wells Fargo, Citi and
Bank of America



Fintech: Unbunding the Bank
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Fintech: Unbunding the Bank

Wealth Management: Wealthfront

Unbundling of a Bank
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Fintech: Financial Technology
Disrupting
European Banking:
The FinTech Startups
That Are Unbundling

HSBC, Santander, and
BNP



Unbundling of a European Bank

27 SavingGlobal

borro

ffr%es (O osper Q centraLway SQU'RREL nutmeg E ‘ETOfO)

Persona Busine

o ntermtw Register > ‘ I I ti n k
Everyday banking | Borrowing Investing Insurance
@ Bondora HSBC X

A

Planning

Accounts & services Loans & mortgages Products & analysis Property & family

for now & the future

wAlIT.L

I Money
I Dashboard

moni

transferGo

N

Send money overseas in a
few clicks

It's.secure, quick and easy. See just how much we
LEND.NG could save 3ou. Y :

)

I prét d'union

Q Lendico

/ .‘\.
worldremit

> azimo
' . auxmoney 7 i
anosav |- Lendinvest  SUXIONEY 1o gstar TenSerise

HSBC United Kingdom | + = CurrencyFair

h rren
("‘) Property Posonal | Business the curency clald P
n Business Home > Business Banking - CB About Business Internet Banking
a
wonga: INSIGHTS.. adyen

Every business has its own story

We create different business bank accounts to suit different needs 8 SU m Up B
© Spotcap
@ Funding Circle Discover products and services for your banking needs ?, Get in touch izettle®

Have a query? There are-fois of ways we can
ek . ; . !
\ / Community Other Finance & Credit cards & Payment helpyou feel you're making the right choice

7\ F| N EX KAP uuuuuuuu accounts borrowing debit cards services Call us on 0800 731 8904 @ EE.:“:‘. BILlPAY

Eind a-branch@-and book an appointment

H H Business Business International Retrieve application GOCAR D LESS
exl m I ze insurance savirigs & Ways to Bank business Pensions © ) hake
policies investments Retrieve n online application I) PAYM I L L
you have already. started
*

MWOCA cqpiota O Ebury @ Lydia pJjusp @msmpayleveno

HOLVI®
&2 CBinsicHTs

O fruitful

www.cbinsights.com

127



Unbundling of a European Bank
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Responding to
Disruptive
Business Model Innovations:
the Case of
Traditional Banks
Facing Fintech Entrants
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Financial Technology (Fintech)
Categories

Banking Infrastructure

Business Lending

Consumer and Commercial Banking
Consumer Lending

Consumer Payments

Crowdfunding

Equity Financing

Financial Research and Data
Financial Transaction Security
Institutional Investing

International Money Transfer
Payments Backend and Infrastructure
Personal Finance

Point of Sale Payments

Retail Investing

Small and Medium Business Tools
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FinTech Ecosystem
THE FINTECH ECOSYSTEM
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