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Brexit crisis

Covid crisis

Cost of living
Crisis

What's next ?

Risk Awareness Promoter

#unexpectedjobs
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Bad payers are

no longer the

banks bi
threat.

ggest

“Time to relax. No need to answer
the phone.

After a busy day, we know you don't
want to be answering phone calls
about your account, which is why
we won't be calling you”

But we did want to remind you that
the self-service portal is available
anytime, so you can manage your
account at a time and in a place
that works for you”



{ Approach
customer

her solve
pro!:lem

not of se
product
service.

Brian Tracy



How to provide a holistic
approach to foster a positive
customer outcome
throughout the business ?

New regulations
can be an
opportunity to
foster a
customer centric

culture and to
streamline our
approach.

How can we measure and
report the customer
outcome across the
customer’s journey ?

Can we rely on advance data
analytics to improve our
compliance framework ?




A brief overview
of asset finance
in BNPP Leasing
Solutions

« We provide finance to businesses
( small businesses, SMEs, and
Corporates ) to acquire assets
through manufacturers and
partners and to help them grow
their activity.

« We provide products focused on

the usage (Finance and
Operational Lease, Pay per Use)

« We manage end of contracts

(repossession and remarketing of
the assets)



Our activity focuses on 9 core markets and

sectors.
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A new consumer duty : overview

Consumer Duty Cross-cutting

rules

= Act in good faith towards retail

= Princip[e 12 customers.
= A firm must act to deliver good = Avoid foreseeable harm to retail
outcomes for retail customers customers.

= Effective since July 2023

= Enable and support retail customers
to pursue their financial objectives.



Consumer Duty is a major shift in the context of the
retail finance industry

PRIVATE RIGHT OF

ACTION PRICE/VALUE

“ALL REASONABLE
STEPS”




operating ?

Product and service : in which
ecosystem our business is

More than one
firm can be
manufacturer

Intermediary can
be manufacturer,
if they set
parameter of
product or
commission for a
product
produced by
other

A firm can be
both
manufacture and
distributors




Price and Value : requires to
embed requirements in our
governance moving forward

price value

total price paid by the
customer over the life of
the product

benefit derived by the
customer

income/profit generated
from minority of quality / barriers
customers

characteristics of the
cost incurred by the firm product or ongoing
support

nomi f imi
economies o similar products

scale/market rates

_________FAIRVALY
L




Consumer understanding :
monitor, gather and analyse

structured and unstructured
data

: Enable

_ roughput a fl_rm UG ETTERS
Interactions with . make

customers - - o effective and
irrespective of EY 3| @ 3 timely

channel use B S0 T decisions
LT ) and to realise
All firms involved in the 5 the benefits

production, approval or
distribution of
communication irrespective
of whether they have direct
relationship with the /
customer

of the
product



Consumer support : measure
and monitor the customer’s

outcome

_
Must be
/ q:essibm*
*When a customer o
wants to: Must be
= make general enquires &~ adjusted to
or requests » e
[ amend or switch ** Add|t|0nal Support SpGlelC
products to be provided to customers
= transfer to a new vulnerable needs**
product provider customers or group

- Sulanlie Elel of customers who
* make a complaint

e o iE TR e S partlcglar
relationship needs that differ
from the average

customer

Customer
support

Must meet
customers
needs

Must realise
the benefits




How to foster a holistic
approach across the
customer journey (1/5) ?

Build a dedicated
overnance and spread the
culture across internal
teams and parters

Define key touchpoints and

Governance sponsored by Invest in training - and be Build KPIs across the whole
the Board of Directors ‘ able to demonstrate the ‘ customer lifecycle
upskilling ( Operations, Credit,
Collection and Recovery )




How to foster a holistic app
customer journey ( 2/5 )?
The product alignment

Align the product policy

Consistency of Consumer Dut
Fair Value Assessemen ommunication channels bv Desion y
Accessibility of y g

the product



customer f\
Defineas
result o

Risk Assessment over key
touchpoints

Valuate incidents and
assess the intrinsic and
residual risk

How to foster a holistic app
urney (3/5)?
ortlist of key tou

Assessment Action envisaged

Touchpoints

Settlement quotes High residual risk Modify the wording
of the contracts to
ensure the
modalities are well
understood.

Fees
Third Party Agents costs

High intrinsic risk

Financial promotions

Vulnerable customers

Commissions structure and disclosure



How to foster a holistic approach across the

customer journey 1415 )?
Focus on affordability and vulnerability

Focus areas Challenges

Review and update Protect the interest of the

affordability rules at granting customer in the context of
Inflation and cost of living
challenges.

Vulnerable customers Change the company’s

culture and define
processes for specific
needs.

Collection and Recovery Work on delegation to grant
the ability to agree payment
plans and reschedulings.




How do we detect nuanced aspects of vulnerability within
our customer base though portfoli@amonitoring ?

large ‘
XpOSUres

Medium Sized
Tickets
Granular Portfolio




How to foster a holistic app
customer journey ( 5/5 )?
Reinforce the appropriate c

Focus areas Challenges

New product and activity Upskill teams to implement the
governance Consumer Duty by design.

Annual report to the Board of Build relevant ascendant
Directors Information and be prospective.



How can we measure through data
the customer’s outcome thoughout
their journey (1/2)?

new type of data needs to Qualitative input from

be gathered and available internal and external

to the staff stakeholders directly
managing the customer ~

Internal customer’s Gather data publicly

segmentation available in order to
_ amend the customer's
profile



How can we measure throug
the customer’s outcome tho
heir journey (2/2)?

Product Sales Data
Volumes, Pricing, Fees

Underwriting Data
Affordability, Scoring

Enquiries data
Complaints, Requests for
clarification

Collection data
Forbearance, Payment
Plan



What are the advanced techniques
that could be used to improve our
compliance framework?

Enhance
data management

Screen customers

Algorithms to manage the Implement collection communication with
customer’s segmentation scoring systems natural language
processing




Any questions ?
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