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El sector financiero en el

S nuvalia

mundo de la digitalizacion

Expansion

El uso de servicios de banca en linea y las transacciones
digitales ha mostrado un crecimiento sostenido en los
Ultimos anos, registrdndose un aumento significativo del
21.6% en el nimero de usuarios de banca digital,
reflejando la rapida adopcion de canales digitales para
realizar operaciones financieras.

McKinsey & Company

Para 2025, mas del 60% de las tareas bancarias podrian
ser automatizadas gracias a tecnologias emergentes
como |A 'y RPA.

Deloitte

El 70% de los bancos en todo el mundo estdn migrando a
arquitecturas en la nube, permitiendo mayor flexibilidad,
escalabilidad y seguridad en sus operaciones.

Accenture

En el 2024, se espera que el 80% de las interacciones
entre clientes y bancos se realicen a través de canales
digitales, como aplicaciones méviles y plataformas en
linea.

Deloitte

Los bancos estdn utilizando IA para ofrecer experiencias
personalizadas a sus clientes. El 60% de los
consumidores prefieren interactuar con bancos que
utilicen IA para mejorar la experiencia del usuario.

Accenture

La adopcion de la inteligencia artificial generativa (1A)

en los bancos puede aumentar la productividad entre un
20% y 30%, lo que podria traducirse en un crecimiento de i
ingresos del 6% en 2024. 5




Retos de CX para la banca y < nvalia ‘
aseguradoras

|l Falta de seguimiento a oportunidades de venta

vB Atencion a cliente Gnicamente en canales tradicionales

Teléfono
Chat - no funciona bien
Whatsapp no habilitado

KB Procesos de adquisicion largos e ineficientes:

Falta de digitalizacion / automatizacion ﬂ.&

'@ Tecnologia de marketing obsoleta que impide la
generacion de nuevos clientes

¥ Falta de informacion unificada para toma de decisiones

.3 No existe la personalizacion en ofertas para clientes



Estudios de CX de la bancay
aseguradoras en México

V4

METODOLOGIA

Objetivo del Estudio: Evaluar la madurez digital y la
experiencia del cliente en las principales aseguradoras
de México.

Seleccidn de Instituciones Financieras: Evaluamos 18
instituciones financieras y aseguradoras, seleccionadas por su
relevancia en el mercado y su posicion en rankings publicos.

Criterios de Evaluacion: Se analizaron parametros clave como
UX (Experiencia del Usuario), estrategia de prospeccion digital,
uso de WhatsApp, seguimiento a prospectos, y la posibilidad
de completar el proceso de compra en linea.

Herramientas y Técnicas: Utilizamos analisis cualitativos y
cuantitativos para medir la efectividad de cada aseguradora en
términos de CX y madurez digital.

A nuvalia

LOS CHALLENGERS
DE LA

2 %
(Customer Experience) | \

O nuvalia

SEGUROS EN
MEXICO

dores y perdedores en el

pro e adquisicion de clientes
(Customer Experience)

O nuvalia



Los CDPs y como han crecido
su participacion

El mercado global de CDPs
crecié de $5.1 mil millones
en 2023 a $7.4 mil millones
en 2024. Se proyecta que
alcanzara $28.2 mil millones
para 2028, con una tasa de
crecimiento anual
compuesta (CAGR) del
39.9% durante 2024-2028.

Fortune Business Insights

A principios de 2024, se
identificaron 180 proveedores en el
espacio de CDP, destacando la
creciente competenciay
participacion de nuevas empresas
en este mercado.

CDP Resource

Las empresas que utilizan
personalizacion mediante CDPs
reportan una reduccion de hasta el
50% en el costo de adquisicion de
clientes (CAC) y un incremento en
la eficiencia del gasto de
marketing de hasta el 30%.

CDP Resource

S nuvalia ‘

Mas de la mitad de los marketers
informan que el retorno de inversion
de un CDP se alcanza en menos de
6 meses, y 4 de cada 5 ven un ROI
positivo dentro del primer ano de
implementacion.

LLCBuddy/CDP Resource

Aproximadamente el 56% de las
organizaciones con mas de 20,000
empleados informan un impacto
financiero positivo al utilizar un CDP,
lo que demuestra la creciente
importancia de estas plataformas
en grandes corporaciones.

LLCBuddy



;Como encuentras a
fus clientes

en el mundo real? | s

Compaiias

Las empresas
usan en promedio

976

Aplicaciones o
sistemas
Ay

& 3 56°/o

EXpetQthlVGS De los clientes
en tiempo sienten que las

real
&= empresas los ‘ &
- tratan como a
un numero
-~

-
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Las expectativas

han crecido ;

eCommerce

Omnichannel

ol
Broadcast

@ ® . Mass Emails 8 0 O/
Brick + Mortar ; o
v, ,

‘ De los cIien’?es
equiparan la
Internet Ads exgerlpencia de
marca con la
Then calidad de sus
productos



salesforce

Atencion al
Cliente
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¢Tienes un Customer 360 o solo silos?

Retail Banking CRM @y VVebsiteand

Mobile App
® 4
Financial
Wealth Mgmt CRM Transactions
[
s Marketing
Servicing Q) Engagement

There are limits to building integrations




salesforce

HORA DE UNA
HISTORIA




Aceleracion en Latinoamérica
Impresionante crecimiento en los ultimos 2 anos

+40M

Poblacién integrada en
ambitos digitales en
LATAM

73"

Poblacion no digitalizada en
Brasil durante el primer afo
de pandemia

Source: Mastercard Research - Financial Inclusion During Covid in Brazil - 2020



En 4 meses, los clientes de LATAM cambiaron su
comportamiento acerca de la digitalizacion

Cash-user only

45%
Cash-user only
34%

Prefers to use cash

28% 25%

Willing to replace
cash
100/0 160/0
Willing to replace Prefers to use cash
cash

Source: Mastercard Research - Financial Inclusion During Covid in Brazil - 2020



Inter, arte de lo posible...

basada en una historia real

> 15K customers > 4M customers > 21M customers

2015 2022

Crédito Inter Lanzamiento e-commerce Inter se expande hacia

UsS



Inter journey: De banco local a banca
mundial

&

®

Banking E-commerce
Services
AN D
Investments Mobile
telecom
$ [
> V0
Loans Food
delivery
ﬁa G
Insurance Gaming

Y otros...

salesforce



Crecer rapidamente tiene sus desafios...

o Equipos y recursos descentralizados
Falta de proceso “one size fits all”

Aumentan las campanas diarias

Estrategias de Marketing fragmentadas

0000

Equipos orientados a productos
NO A experiencia




salesforce

...y con rdpido crecimiento vienen... Data silos!

= > & T & o

Banking Credit Investments Insurance Global Account Marketplace

After Sales

Customer

A

After Sales After Sales After Sales

After Sales

After Sales

Customer Customer Customer Customer

Oportunity Oportunity

Oportunity Oportunity Oportunity Oportunity

Credit card Home Equity Bonds Vehicle Money transfer Travel







How Data Cloud Creates a Customer 360

Data Sources Harmonize Analyze & Predict

Q

Retail Bank FSC

Commercial / Predictions
Bank FSC and Scores
Wealth Mgmt
FSC J;g’
o
: ——
Y\Vneozsillie:nd ees Calculated
PP Insights
Marketi Data Models
arketing
Cloud % .
——
ase
Core Banking Customer Graph
Segments
Servicing
AWS/Google

MDM

Act

olll

CRM

Enrichment and

Analytics

7

Automate
(e.g. create
lead)

B

Activate (e.g.
send email)

s,

71N

Integrate to
3rd party



RETO 1

Unificar los perfiles de los clientes:

reducir los silos y habilitar una cultura
centrada en los datos

salesforce




Conozcamos a John - un cliente real




Unifying customers’ profile

Record 2 (s3)

John Miller
3135429067

john.miller@j4consulting.com

Rua Professor Moraes, 237 - Belo
Horizonte

Phone: (31) 9 9877-7422

Name: John Miller

Address: Av. Augusto de
Lima, 1677 - Belo Horizonte

E-mail:
jm.skies@gmail.com

Social media: @liljohn55 RecordT

Name: John Miller
Phone: +55 (31) 3542 - 8244

E-mail:
john.miller@j4consulting.com

CCPA Comply: true

2 2

3

E-mails Addresses Phone
numbers

.
.
.
.
.
.
.

v

Unified Individual

salesforce




¢Como funciona Data Cloud?

Connect

Real-Time
Data Streams

Any Data

Web - Mobile - APIs
CRM - Devices

Near infinite scale

Historical Data




Connection Type
Salesforce
All
Input
Output

Real-time

160

CONNECTORS
OUT OF THE
BOX

160 Connections

"M

Salesforce CRM

Input, Output, Live

Marketing Cloud

Input, Output, Live

NV VTEX

Select Connection

Salesforce Reports

Input, Output, Live

&

Social Studio

Input, Output, Live

N

Field Label

Salesforce
Order Management System

Input, Output, Live

&

Marketing Cloud
Extensions API

Input, Output, Live

@

Mulesoft

salesforce

Q_ search Connection

Interaction Studio

Input, Output, Live

Input, Output, Live

Injestion API

‘ Cancel ‘



¢ Como funciona Data Cloud?

Harmonize







Data Cloud

Data Mapping

Disparate Schemas

Contact

FirstName
LastName
MailingStreet
Phone

Subscriber

Email
Suburb

Guest

firstName
lastName
email
mobilePhone

Customer Invoices

First_Name
Surname
Address_1
Adddress_2

Map disparate data source structures to a common model

Canonical
(Normalized)
Data Model

Data Map

- ik

%% Data Cloud Home DataStreams \  DataPrep  Datalake Objects v  DataModel Identity Resolutions V'  Segments v  Activations \/

Individual

firstName
lastName
middleName
preferredName
militaryServiceld
birthDateDay
—) birthDateMonth
birthDateYear
birthDate
contactPointEmailId
mailingAddressId
mobilePhoneId
leadSource

-
=

Data Lake Object Data Model Objects

salesforce


#

Data Cloud

Identity Resolution

Identity Sources

Contact

Alysha Mohd
amohd@acme.com
+44 800-1234-5555

—

Subscriber

Alysha

amohd@acme.com
%5 / Guest Shopper
E , Alysha Mohd

amohd@acme.com
+61 1233-456-777

—

Customer Invoices

Alysha M
9 Acacia Drive
amohd@acme.com

S—

&

-

Mo

Create a unified customer profile

Identity
Resolution

Matching
Rules

2

Reconciliation
Rules

Unified Profile

Individual

<4
Name: %\
Alysha Mohd Tt
Email:
amohd@acme.com

Address:
9 Acacia Drive

Telephone:
+44 800-1234-5555
+61 1233-456-777

Sales & Service History

— Marketing History

= Order History

= Invoice History

[,

Data Cloud Home

Data Streams v

Data Lake Objects

Data Model

Data Explorer

Identity Resolutions

salesforce

Profile Explorer  Calculated Insights ~  More v

W Icentity Resolution
Ll Customer Name and Email

Primary Data Model Object

Individual

Ruleset Properties

Match Rules

Ruleset 1D Ruleset Status
ind Published
Details Processing History

Fuzzy Name and Normalized Email

Match Rule Criteria

Add criteria for your match rule. Tell Me More

* Object
Individual

* Object
AND  Individual

* Object

AND  Contact Point Email v

*Field

v First Name v
*Field

v Last Name v
*Field

Email Address v

Matching Rule Criteria

Last Job Status
In Progress

*Match Method
Fuzzy

*Match Method
Exact

*Match Method

Exact Normalized

Last Job Completed

Edit

35t value to save to the unified

+ Follow | UpdateStats | Edit

Resolution Summary

A\ Warnings (@)

Total Unified Profiles @

378.6M 489.2m source Profiles

Consolidation Rate

The amount by which source profiles were combined
to produce unified profiles

Matched Source Profiles

‘The number of source profiles that match another
source profile

Known Unified Profiles
The number of unified profiles made up of at least
one known source profile

Anonymous Unified Profiles.
‘The number of unified profiles made up of only
anonymous source profiles

Post
Share an update.

L Search this feed.

Delete

24%

249.5M

149.5M

2491M



#
mailto:mmule@acme.com
mailto:mmule@acme.com
mailto:mmule@acme.com
mailto:mmule@acme.com
mailto:mmule@acme.com

RETO 2

Aprovechar la informacion integrada para
encontrar al cliente de acuerdo a su linea de
producto en el momento adecuado.

Habilitar un customer-centric approach

salesforce




Finding the right customer
for each business unit

Algorithms

(Best Avenue, propension, etc)

Attitudinal or

preferential Data Exmall

Behavioral Data

Basic Data Push

Interaction Data

Behaviour

ownproducts RN cccccccececcccrsccnesnene ’
: : App
Shopping behaviour
Investments Profile Web
Card transactions
Salesforce CRM Data

Account fransactions




N

T ..

salesforce

Finding the right customer
for each business unit

1e-mail: New games available on Inter Arcade
(Shopping)

1 push: New games sale offers
(Shopping)

3 app visits: Videogames on Inter Shop
(Shopping)

1 push notification: iPhone offer on Inter Day sales
(Shopping)

1 push notification: Generic travel offers
(Shopping)

1e-mail: LCl investing
(Investments)

OO0 0000




¢ Como funciona Data Cloud?

Real-Time
Customer 360




salesforce

RETO 3

Activar esa data con hiper segmentacion
y campanas de marketing dirigidas




Optimizing communications
and relationships

Preferences based on best avenue algorithm

1 push notification: Tactical portfolio

(Investments) (1) Soed informatson.

3
1e-mail: LCl investing
(Investments) Propension algorithm

LCI recommendation
3 app visits: Investments home gy
(Investments) 2,“, b
e o

2 push notifications: Home appliances offers X
(Shopping) [ svov o ]

3rd ?
1e-mail: Insurance home

(Insurance)

©O0000

Preferences based on best avenue algorithm
1e-mail: New games available on Inter Arcade

o &= «@ o2
LR N J

1push: New games sale offers [ ©) stosainvormation J

(shopping)
1= 5

b
Propension algorithm
[

3 app visits: Videogames on Inter Shop

O00000

(Shopping)
CTED
1 push notification: iPhone offer on Inter Day sales 2nd D ‘b
(Shopping)
N

1 push notification: Generic travel offers [ ©) 8800d information }
(Shopping)

S o
1e-mail: LCI investing
(Investments)




¢Como funciona Data Cloud?

Experience

Real-Time
Customer Magic




Experience ot

MacBook Pro



salesforce

New Activation

Segment Activation Summary
High Propensity to Buy Running Shoes

High Propensity to Buy Running Shoes '
Activation Membership Segment On: Unified Individual

Unified Individual (based on selected segment) : publich Schedule: Don‘t Refresh

E None Selected

Activation Target

H Platform:
Select a target v \
9 Account:

Recent Activation Targets

a Amazon Ads
" Amazon « Account: 391043

0 Facebook Ads
Facebook * Account: 13x129821

Google Ads ]
Google » Account: 996351-65d

The Trade Desk
theTradeDesk * Account: 56899-8




¢ Como funciona Data Cloud?

Connect Harmonize Engage Experience

Real-Time

Data Streams

Any Data

Web - Mobile - APIs
CRM - Devices

Near infinite scale

Historical
Data

Real-Time Real-Time Real-Time
Customer Graph Customer 360 Customer Magic

)



Estrategia de interaccion con clientes

3
]

g/? Enriquecimento
) de datos
' @ Agrupacion

= Clientes agrupados a partir de
variables socio demograficas y

Datos de cliente fragmentados
necesidades de productos

entre productos y canales

~ Definicién de nivel de
@ interaccion

Mejor conversacion @ ...........

» = Elija la mejor conversacion con el
cliente considerando el momento y los

modelos estadisticos de propension.

= Identificacion del nivel de interaccion
teniendo en cuenta la interaccion,
tenencia de productos y el uso
del crédito

(@/‘

- =N A /
(o:@/ (/” g
AN y

Distribucion en

CS) Retroalimentacion
canales

= Recopilacion de nueva
interaccion y
resultado de la

= Coordinacion de
la conversacion

en canales
teniendo en conversa como input
cuenta sus para las préximas

preferencias acciones




BegrtreénSGedieration
Google Vertex Al
Amazon SageMaker

¢ Como funciona Data Cloud?

Data Systems

CRM

EYQEH

Cloud Storage
‘ Amazon S3
DGoogIe Cloud
A Microsoft Azure

Data Lakes & Warehouses

b
%< Snowflake

Google BigQuery

Mobile & Web
APIs & SDKs

Legacy Systems

Connect at Hyperscale

Out-of-the-Box
Connectors

MuleSoft Anypoint
Platform

Bring Your Own
Lake

Data Bundles

Streaming & Batch
Data Ingestion

Streaming & Batch
Data Transforms

@

5

S ONCR o

Harmonize

Data Spaces

Data Models

Data Mapping

Identity Resolution

Data Graphs

¥

: @ &

++
s

salesforce

Activate

Calculated Insights
Segmentation
Automations

Analytics

Open Access
Bring Your Own Lake
First-Party Advertising
AppExchange
MuleSoft

Grounded Al

Segment Generation

Einstein Copilot Studio
Google Vertex Al
Amazon SageMaker
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...¢Data Cloud
o ~ funciona?
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Success Case % 2 0
- X
1 n te r ‘ Retorno de

Inversion

35x |y 6+ y 33M+

., Fuentes de Data Registros
Conversion consolidadas
§<




PRIORIDADES

Cinco categorias de prioridades, asignadas segun &
su grado de importancia y urgencia organizaciondadl

64

Manage data architecture and lifecycle
across the company's tech stack

Monitor and maintain systems and data
to ensure accuracy & performance

Connect data sources from anywhere
(batch, streaming real-time, federated
queries)

Prepare and transform data with data
pipelines, validations & quality checks

Harmonize and unify structured to
unstructured data from different sources
using cohesive data models (data
mapping, data catalog)

Incorporate open ecosystems by
leveraging 1st and 3rd party apps
(Adtech, Martech), apps and data from
data marketplace providers

n = 2000 | Q2: How important is each of the following priorities when it comes to your company’s strategy and

Data Trust
&
Governance

65

Control risks associated with security,
privacy, compliance, and ethics

Provide more control over data

management with the ability to manage 26%
access controls and permissions across

teams

Assess and manage data governance and
compliance requirements and regulations 28%
in a transparent and reportable manner

Provide customers with more control over
their data and ability to manage consent

solution investments around managing and leveraging customer data?

Analyze and predict based on unified data
for insights, business intelligence, and
AI/ML capabilities

Segment customers and assign predictive
scores to various segments to determine
next-best action, recommendations, or
forecasting demand

Give teams an easy way.to visualize,
predict, and activate on unified data

Use and operationalize externally created
or open-source Al models via BYOM

research&insights
Salesforce Confidential

Operational
Efficiency

Activate unified data by automating
workflows and improving business
processes

Enable your business to measure and
track KPIs and impact of initiatives and
campaigns more accurately and timely

Activating
Customer
Data

95

Leverage unified data to create highly
relevant experiences across the customer 30%
journey and channels

Unify customer data using a customer

graph across disparate systems (match 299,
profiles, reconcile, identity resolution

rules)

Provide a single source of truth for
customer data across 1ST, 2ND, 3rd-party 28%
sources



Data Cloud es para todos

Easily take action on unified data in all your CRM apps

Use
ANY DATA

Source

now

aws
S
(@)

ORACLE

salesforce

®

Unified Metadata \
Framework

6

3

To trigger

ANY ACTION

on CRM

C\y ol

salesforce

6

Sales Service Marketing Commerce
‘ Sell Smarter Proactive service Personalize engagement Increase conversion rates

( )
Route leads b Predict churn Segment using Issue alerts
with product %< with device insights from O basedon
usage data telemetry data Data Warehouse order data
J U J L J L J
\ ( \ N )
@ Surface Craft onboard Tailor offers Target promos
cross-sell a\W/S7 journeys using 3 based on A based on
@ opportunities web activity device usage behavioral data
\. J . J L J L .




Nuestra Experiencia en el Sector financiero

Automatizacion del servicio
al cliente y medicién del
CSAT y NPS

; O ®)
\ N { N
TS NY g )
Modelos predictivos
y analisis de datos

(Morosidad, aumentar cobranza, best time
to call, alerta de comportamlento musual) 7\

Atencion omnicanal
(Chatbot, Voice Bot, Email Bot, Concierge
Virtual) *Integracién a Chat GPT”

Validacién de documentos
y/o identidad

(Identificaciones, comprobantes de
dom,antecedentes laborales, etc.)




... Conecta conmigo

Rodrigo Méndez

CEO de Nuvalia
= rodrigo.mendez@nuvaliatech.com
. +52 553332 9406
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