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2. Data Strategy - Execution management
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3. Execution - Data acquisition roadmap

Lead :@ Customer Operation & Cost Risk & Fraudulent
generation satisfaction optimization reduction

4 N

- Front office: Applications/Web portal for Customer,

inif es: Key initiatives: - i ) . :
e Dataenapied  [TSGAI ] Distribution channels, Marketing, Employees, Partners,
Customer life-time value Insightful a : e::t e :‘;‘tg::::llt;: leaders
R et 2 0o N0/ UI ™ Contact Centers.

|—|—| - Middle office: Systems likes Core, Claims, Product, Billing,

— S .- Collection, Payments, CRM.
e e AN Data ey g : X
;:?Z_Zﬂf%.;::%%fzg,%:.icz, o Strategy o R I - Back office: System likes Finance, Procurement, HR,
' e s IT/Security, Risk and Compliance.
Structured data k /
ity
Key initiatives: STP via rule-based auto-processing

B2B data exchange and
analytic use cases

® . o 2

Big data acquisition - @ @, - Social network: Customer relationship, Customer
Different data sources AL Engine - behaviors, preferences.
acquisition to unified data e

- 10T/wearable devices: Customer health, habit data
Text/Image documents: statements, medical records, policy
applications, claim forms, and customer feedback.

platform decision engine

Data Enabler

(L

= 8 a i A & & % - Voice data: Customer servicing with customer needs,
Enterprise Database moo; i:gta Guvlz?rt\aanE Ingestion/ETLs tools Visualization Virtualization - Big dz.(a AIIM.L services— . .
Dotasores- O b o o oo Coud VDI, processing= Cognitive, L flow, emotions and sentiment

Containers Delta Lake 3 parties Al engines
EDW
Technology Enabler
Unstructured data k /




3. Execution - Core data platform investment
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3. Execution - Strategic alignment is crucial role of Data Governance
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3. Execution — AI/ML use cases with ROI focus
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