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Digital = Music
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MUSIC THINIGNG

s the quest for the ultimate remix of
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The Music Thinking Framework for iteration, innovation
and transformation

Posted on January 4, 201/ | 2 Comments

FOR ITERATION, INNOVATION AND TRANSFORMATION

MUSIC THINKING FRAMEWORK

version 0.9
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Idea brainwriting
Free Improvisation
Lateral Thinking
Branstorming
Innovation jam

Design Research
Stakeholder Mapping
Value Network Mapping
Customer Journey
Persona Design

Brand Values

Brand Guading Principles
Leadership & Followership
Holding Spaces
Storytelling

Presencing

Expenence Design
Conceptual models

The Company Real Score
Business Model
Roadmapping

Brand Book

Squad formation

Guided Improvisation
Expariance Demonstrator
Prototyping (low / high)
Service Scenano

Scrum, Agle

Realisation platiorms
Muitidisciplinary Teams
Quast for the ultimate remix
Living the Paradox
Feedback Loops

Live testing
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A musical cue is a section of a piece of music that’s intended to
signal the time for a performer to carry out a certain action. A
cue can also be given by a band member or conductor as a
prompt to start or sync the playing. | realized in my practice
while working on the intersection of business, people and
technology that it would be nice to have some cues to take
Immediate action. | experienced many times that the following

six cues work very well in business situations:

1. JAMMIN' the cue to get more creativity, more (crazy) ideas
and information, data from all kinds of sources.

2. EMPATHY the cue to see with the eyes of your customer,
empathize with them and search for insights that matter.

3. PERSONALITY the cue to work from the heart of your
organization; from your why and your brand values to the
holding space you provide for your stakeholders.

4. SCORE the cue to visualize your decisions in the way that
everyone has a ‘lead sheet’ of how we operate.

5. AGILITY the cue to decide how to work together in which
constellations.

6. REMIX the cue to getting it all together under the given

circumstances based on the other cues.

JAMMIN' JAMMIN

Unlearning

Idea brainwriting
Free Improvisation
Lateral Thinking
Brainstorming
Innovation jam

Service Blueprint
Experience Design
Conceptual models

The Company Real Score
Business Model
Roadmapping

Brand Book

Data Analytics

Design Research
Stakeholder Mapping
Value Network Mapping
Customer Journey
Persona Design

Team Grouping

Squad formation

Guided Improvisation
Experience Demonstrator
Prototyping (low / high)
Service Scenario

Scrum, Agile

A Mentality in meaningful collaboration

Why, How, What

Brand Values

Brand Guiding Principles
Leadership & Followership
Holding Spaces
Storytelling

Presencing

Action Learning

Realisation platforms
Multidisciplinary Teams
Quest for the ultimate remix
Living the Paradox
Feedback Loops

Live testing




Best Banking mobile app in Belgium* Part of digital leaders global peer group*

iCulture
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*Combined app-store rating : 10S & Android *Finalta Benchmarking study 2017 HERVE GERARD

2016: Fastest grower worldwide mobile banking 2017/: Top 10 worldwide in growth mobile banking
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Belfius is one of the exceptions of Belgian companies that achieved to be on the first screen of its customers
with Belfius Mobile as flagship - Extract from analyst presentation Service

Sales

Payment functionalities:

I R e— . Contactless Payments
OverVIew | ~ o QR-code payments
: 2 : +  Social media payment -

request

Crrre: Realtime Credit card:

Accounts S I Activation
EEEEEE . g I Limit augmentation
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Belfius Mobile
& Cards I Buy & sell:
: : | « Pension-savings
: EE— &\ « Recurrent investment plans
N » Obligations
Buy & sell:  |—__—_ » Stocks
Mutual « Savings-account

Funds
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Investment

advisory Determination of:

* Investment profile
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Belfius : W — :
Se connecter via Face D S . Simulation of

. All consumer loans

Se connecter via mot de passe *Mortgage | | [ P Mortgages
' Consumer | § Simulation | | f8 :
Loans | |§

<=%" (Contactless
Payments

-

Paieme
n : : -
e t : R : Damage declaration:
obile : - : C App Normale : : "
: Travel o : +  Allinsurance policies
Insurance Insurance :

Belfius Net

Insurance
O

13

Chat/ Make an Biometric Omnichannel
Videocall appointment Security Signing
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4 Sparen en beleggen (privé)

Duurtijd geschat op +60 minuten

Ma Andere
26/09 datum

09:00 09:30
»09:30 »10:00

Mobile First
Omnichannel

RCB Digital
End-2-End Paperless Strategy
Real Time Data Analytics




BELFIUS MOBILE BANKING STARTED IN 2011

2011: project EMBRYO 2012 - 2013 2014 - 20..

Dexia Direct Mobile - Cadt : 133 P\

@ Tiatei Landos e

Robert Schuman

ZiHresmInos:
SEAT DE3] D00 S65e

\
\

= Belfius

wy . |
1 Uw cplading & 6703 0000 0000 0000 3

VIREMENTS

@y Pelgrcom :
" - M v
w BE30 0910 126 28011 & Kaartnummer onthouden

©y Glos = AN

Y BESY 0633 0091 G162

e MY D= \'
aa 2
D'» (6],

e Beltus Bank
— N—— I BE12 0000 383 7175

Mobiel Mobiel
betalen ontvangen




Vernieuwde Belfius Mobile navigatie met ‘feed’

Mijn overzicht

Ongelezen berichten e

Mijn zichtrekeningen

COMFORT-REKENING
BE81 0630 6049 7824

BELFIUS BUSINESS ACCOUNT
BEO4 0683 0202 9331

SCHUMAN COMPANY

O Open een nieuwe rekening

Krijg het eerste jaar 20% kort
autoverzekering

Mijn kaarten

VISA CLASSIC
4454 7511 0728 0068

ROBERT SCHUMAN

MC® BUSINESS PREPAID
52114215 0304 0026

SCHUMAN COMPANY

Ontdek de autoverzekeringen van Belfius!

ROBERT SCHUMAN 043,658ER

° Uw Mastercard Gold Prepaid gratis gedurende 1 jaar!

Toon minder

358 QQEUR

iNg 0p UW

Toon meer

0,00 EwR

0,00¢EwR




The Belfius App-Normal Car Insurance

A new benchmark in digital omnichannel Car Insurance

Campaign with high stopping power Innovative Mobile First Car Insurance Sales & Servicing 100% Omnichannel Integration

Ontdek
de app-normale

autoverzekering.

Mobile First Non-FTE driven sales

Uw scherpe prijs
in 2 minuten.

-90%

Questions

Branch
B-Connect

Innovative solutions to maximize Dynamic flows & maximal use of
customer convenience customer data

Top Digital
Experiences

Uw nummerplaat volstaat!

s B Belfius Professional advice

PP e Bank & Verzexeringen Personalized advice based on Unseen digital claims handling
customer profile & car type process to provide instant solution Wh e ﬂ n eed ed

Furgh mu et
A g drw gy P ey
1553

DE XL
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Belfius Track

Belfius innoveert en lanc

BELFIUS TRACK

{, " 1a:04
|

&« Uw resultaat

Laat uw geld makkelijk opbrengen

Zonder dat u er iets voor hoeft te doen

a0l Via een oplossing 100% op maat
® start al vanaf 500 EUR

J Ukanuw geld op elk moment opvolgen via uw
Belfius-apps en Belfius Direct Net

@ Een totale kost van maximaal 1,25% per jaar én u
kan altijd gratis in- en uitstappen

Wat is Belfius Track?

Uw keuzes

Tem 5 jaar

Door de huidige marktomstandigheden is dit het
laagste risiconiveau waarvoor we een fonds
kunnen aanbieden.

Uw mogelijke opbrengst

naij nas3j nabj na7vj na 10

Marktsituatie Resultaat* Jaarlijks*

Gunstig 682,11 EUR 6,41%
Gemiddeld 611,06 EUR 4,09%

Ongunstig 547,41 EUR 1,83%

Bekijk waarin u belegt
_—

FONDS OP UW MAAT

Let's do this

Een fonds op Uw maat

Voor u intekent op het Belfius Track-fonds,
geven we graag nog mee waarom dit een fonds
is dat bij u past.

Belfius Global Track Stability A - EUR cap

U wil 500,00 EUR beleggen in een fonds
v/ met risiconiveau 3, wat overeenkomt met de
productcategorie Balanced.

Deze oplossing past bij uw financiéle
situatie.

v

U kent het product waarin u belegt
voldoende.

Volgende

Aandelen

Basismaterialen
&=

Nutsbedrijven
&

Onbepaald
q

Geografische verdeling

Azié - Oceanié (Ontwikkeld)
——

Noord-Amerika

INTUITIEVE OPVOLGING

3295 %

16,18 %

EENVOUDIG BIJSTORTEN

Mijn Belfius Track

PORTEFEUILLE BELFIUS TRACK BELINDAJA.. WV

Croei sinds start

Totaal belegd bedrag
550,00

Risiconiveau (i)

Termijn (i)

te.m. 10 jaar

Bijstorten

Maandelijkse storting wijzigen




Belfius PopUp

Belfius lanceert Belfius PopU iin klanten met Belfius M@bile nog zoveel eel te bieden dan alleen bank- &
verzekeringsdiensten: Kaa en, mobiliteit, dienstencheques, hockey-tickets kopen en nog veel meer komende in 2019

KAARTLOOS TANKEN EUROHOCKEY TICKETS DIENSTENCHEQUES

- - \
Sodexo-dienstencheques

o . Totaal: 90,00 Ewr
; ' Bestel nu uw dienstencheques * Uw tankbonnetje
el ) | . o ios - .
\ van Sodexo! | Mijn dienstencheques (i
L LN . , )

Mobiliteit -s Lukoil Nord (Planet Parfum) Beschikbaar

Place du N, 1210 Saint-Josse-ten-Noode

LUKOIL 37
Kaartloos tanken : Datum en uur

10118 7 - - |\
< Overzicht van uw tankbonnetje ! = < Belfius Eurohockey Championships

12/12/2018 11:31 Hoeveel wil u er bestellen?

2 10 © ®
NMBS

. - __" ‘\_ Minimaal 10 cheques per aankoop
Betaal voor je treinticketsvia je R o 4 4
smartphone en volg hier alles op

De Lijn

LUKOIL

7 Na het klikken op de volgende knop heeft u 20 minuten om
Entertainment uw order af te ronden!

BENOIT SPEYBROUCK Red Lions © Tribune A

Koop een / ——
Aanmelden met Face ID Croissantin & i
Aanmelden met paswoord Sl 18 T _
kiiigeen Y |

© TribuneD

£ 2
- Bestellen Bestellen
Mobiel Mobiel

ontvangen betalen




S-CURVE AFTER S-CURVE

IT'S ALL ABOUT S-CURVES |

value
Disruptive stress / opportunity
Chaos / Amazement

N

Demonetize
«—  Dematerialize

Democratize

The rise to seeming
infinite success

Start of a successful \

path - First S-curve

N

\ Deceptive Disappointment

When people get impatient for success
\ Sweetspot

Chance to break-out of routine

Start of 2nd S-curve TIME
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Groei e-commerce in Belgie DIGITAL ECONOMY AND SOCIETY INDEX (DESI 2017 RANKING)

W
De e-commerce in Belgié
zit al jaren in de lift met
een groei van in totaal 290 0,80
875% van de omzet in 2012 2006 | " 1Connectivity W2 HumanCapital ™ 3Ussofinternet W 4 Integration of Digital Technology ™5 Digtal Public Services
t.o.v. 2005. Belgen 0,70 -
gebruiken daardoor steeds 2007 0.50  —
vaker kortingscodes. ’ B 0 e m -
2008 0,50 -,
2009 0,40 III
W- 65% van de producten die I I I I l I I I I | I I I l _
consumenten zoeken zijn 2010 0,30
s o slechts te vinden bij I I I I I l I I I I

buitenlandse shops. 53%
van de Belgen shopt daar ik et l
ook, bij gebrek aan lokale
alternatieven. 2012 0,10 I I I I I I I I | I
A7 L% Belg‘lé staat Op de 1oe O m T T T T T T T T T T T T T T T T T T T T T T T T T T T T l\

[l 11, plaats wereldwijd betreft
| ‘internetsnelheid. DK FI SE NL LU BE UK IE EE AT DE MT LT ES PT EU FR S| CZ LV SK HU CY PL HR IT EL BG RO

0O 200 400 600 800 1200 1600

Belgium is a slow digital mover




C-LEVEL ALIGNMENT
DIGITAL WAICH OUTSIDE IN

MOBILE CUSTOMER EXPERIENCE FIRST

ABILITY TO EXECUTE - BUSINESS IT TOGETHER
DRIVER'S SEAI







A clear blue sky for Belfius

50 WHY WORRY?!
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Context - digital era has just started

CHANGING CUSTOMER BEHAVIOR NEW COMPETITORS & BUSINESS MODELS

SPEED OF NEW TECHNOLOGIES IMPACT OF NEW REGULATIONS

29



Context - digital era has just started

(OCuUS

my
Circular Econ®

AL " FOCUS & FUNDING

\W
Urban Deve\opmen
¢

, \ "9
{8 0%
¥ m)- < >,
7“@’
@ '
‘@’&%“@
SO=e®

HYPER PERSONALISATION

LN De Lijn :
Koop je tickets in je Belfius app!

> Tanken met Belfius Mobile H

)

Payments Investing

. oans Insurance

/ INTERNET
| OF THINGS /.

PLATFORM VS PROVIDER

GOVERNMENT &
PUBLIC SECTOR

30 BLOCKCHAIN
PUBLIC - B2B26G



S-curve after S-curve : faster & never stops

’ New technology curves
S
R
J
P Mobile Curve
T | 2 S . Strategic focus 2023-2025
I Pavments ‘ ’IOT » Evolution of internal organisation from
0 ‘ ‘AI traditional to adaptive - purpose driven
N Pension-savings sales " organisation
" ¥ Blockchain :
Illlllllllllllllllllllllllllll> Deeper tranSformatlon nEEded
® Credit-card sales to prepare & create value
l \ towards the furture
. Omnichannel Investment Advice
Internet sales /
flows ‘/' App-normale autoverzekering Capture full value potential of
— '; o | AE B B EEEEEEEEEEEEEEEEEEEEEEEENEENEEEEDN ° ° °
Fully ] ¢ -oans investments & continue to deliver
ve Robo-advice (launch 12/18)
\Test?:irt]zwe  Capitalise on what has been delivered over the last 3 years

« Maximize digital sales & service via Digital communication
« Leveraging synergies across bank & insurance a

TIME



Producer / Manufacturer Producer / Manufacturer

e |\

Intermediary
T \
\4 4

4

Customer Customer




duval unicn
consulting

LEGEND

NON-
FOOD LARGE

RETAIL FOOD
RETAIL

. - ECOSYSTEM DOMAINS

ACCOUNTANTS/
NOTARIES

Bl Bl POTENTIAL CUSTOMER BASE

UTILITY

STARTUPS Belfius can use new bundles of
traditional and new products and
services to attract potential
customers. These potential

HEALTH customers are those that are not yet
a client of Belfius (PPW, business,
PCB, retail)

HUNT

MOBILITY

-3 BE HUNTED



LOOK LEFT (

e Silicon Valley e China
* New York / Boston ( W e South-Korea
* Toronto o e Singapore

* London / Berlin » Japan



Digital innovation Watch

09:41+

4 Innov&Comp

Home X | o - ) - W

I3 Intra.belwired.net/sites/belfiusinnovation/Pag... Q

Pages

a Innovation and competition Q =

ALERT

Digital Innovation &
Competition Tool -Help

Welcome! If you need a little help to get started,
you can find here a Quick Start User Guide in
French 2018 01 19 Digital Innovation and
competi...

Last modified; 19-1-2018 14:38:48

Modified by: Nimmegeers Stan (Belfius)

ALERT

Feedback?

We welcome your feedback on this tool on
digitalinnovationwatch@belfius.be

Last modified: 19-1-2018 15:53:41
Modified by: Nimmegeers Stan (Belfius)

‘Structure’




duval unicn
consulting

FROM DIGITIZATION

| LASS “ﬁ

TO TRANSFORMATION



BELFIUS ON THE MOVE







Key learnings ‘inspiration sessions 2023/2025’

Inspiration
sessions

PUBLICIS

GROUPE I

, Scarcity of digitally-skilled employees
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Evolution from traditional to adaptive organisation 2019-2023
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Key Strategic Questions to answer in 2019

Key question 2

Key question 3

Key question 4

Key question 5

41

*How do we make sure Belfius continues to ‘see’ everything in & beyond banking & insurance:
Threads & opportunities? Do we see change coming?

*How do we capture the complete transformational value of digital in banking & insurance & beyond ?
*What is our strategic focus in data & digital and how much sufficient funding behind it is needed?

*How much time and effort will it take us to transform this internal organisation
towards scaling of digital and data in an adaptive - purpose driven Belfius?

* How do we create maximum impact in the market: to all client segments, press, digital
relevant players & opinion leaders in Belgium: politics, start-ups, corporate, public,...

*\WWhat is a our concrete approach & strategy international, value creation outside
Belgium?




Digital




in DIGITAL
People Make The Difference




. DIGITAL = Rock’n Roll
~ LET’S ROCK!
Ay,




