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The FINTECH corporate scene is raging with angel funding,

mergers, acquisitions and muffled dissolutions. The FINTECH
Operating Models are continuously morphing and adapting in
response to the changing conditions of venture funding, high
tech resource availability, capital burn rate, competitive moves,
customer feedback, technology developments and market
uptake.

Despite that, the FINTECH operating models hold on dearly to
few operating mantras and idiosyncrasies that maximize their
chances of survival and growth.

In this research paper, we attempt to crack the nut on few
FINTECH companies and reveal these idiosyncrasies.
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MANTRA 1 — CONSECRATE ALL To A SPECIFIC MARKET

OPPORTUNITY
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Instead of spreading their capital and resources too thin,
FINTECHs dedicate to a segment or a

. This devotion allows them to obtain a
unique, often unparalleled understanding of the target
customers’ immediate requirements, lifestyles, motives,
preferences and emotional triggers. Equipped with such
understanding, FINTECHs craft their value chain with laser
precision to deliver the right solution, at the right price and set
it apart from other market players.

The aforementioned “Unique Customer Understanding” and
“Custom Crafted Value Chain” should by no means lead you to
expect complexity, over standardization or even latency.
Rather, the opposite! The FINTECHs operating models are
simple focusing on what matters to the end client and the
market opportunity at hand.

Figure 1 overleaf provides two examples of such devotion.

provides highly specialized card-based electronic
payment services for kids, while focuses
on extending loans and receivables collections for home
improvement projects.



Figure 1: “Mantra #1 Consecrate All To A Specific Market Opportunity”
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MANTRA 2 — REUSE EXISTING CAPABILITIES IN THE MARKET

65% of the FINTECHSs loath developing business or technology capabilities
largest banks that do not tie directly to their clients’ needs or their
and competitive differentiators. Hence, the reuse of business
insurance capabilities available at the web - or clouds - becomes their
companies immutable dogma. By doing so FINTECHs ensure a shorter
signed with time-to-market, a lesser set-up cost, flexible future economics
Microsoft to and a blue-ocean market.

move

applications In Part 1 of our FINTECH research series, we referred to
to the CLOUD FINTECHs making a living of selling specialized business
on the heels capabilities (e.g. credit risk models, market risk models,
of the customer engagement centers, marketing tools) for banks and
FINTECH non-banks.

growth*

Here we tackle the other side of this burgeoning digital
ecosystem where FINTECHs weave these ready-to-use
specialized business capabilities to develop new operating

models to address existing needs in a unique way.
* Source: Bloomberg 2015
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Figure 2 below provides a collection of examples on reuse
of digital business capabilities.

Figure 2” Mantra #2 “Reuse Existing Web / Digital Economy Capabilities”

/ monzo

Offers free current account
services to FINTECHs and
consumers to advance their
financial management platforms.

Reuses existing proven prepaid
card technology and services to
provide its targeted unbanked,
low income consumers with
account management, payment
and payroll services.

Reuse and

Move On

1010DATA | Blockstream

Sells market data, data Reuses existing proven
management tools and analytical blockchain development
models to various FINTECHs platform to communicate, confirm
including- Robo-Advisors and and settle transactions over its
Online Brokerage houses. financial network.

MANTRA 3 — MASTER DIGITAL MARKETING, SALES & DISTRIBUTION

Digital Marketing
tools of
KissMetrics,
Adlyser, Majestic
and SEM are
among the most
popular in
FINTECHSs
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FINTECHs build their operating models to be comfortably
hosted and managed within the web, private/public clouds and
digital channels. They have no sentimental and operational
attachment to brick-and-mortar branches, billboard /
newspaper marketing, field task force, paper-based transaction
documentation, large offices and private IT infrastructure.

“Self Services” and “Automation” are the foundation of their
operating models. Customers are acquired, educated and
emboldened to trust and engage in digital interactions.

Figure 3 below provides examples of the “Self-Service”
and “Automation” mind set.



Figure 3: Mantra #3 “Master Digital Marketing, Sales & Distribution”

Dealertrack E&

Allows truck dealers to
submit their credit
applications, receive
quotes, print agreements
and submit
documentation over the
web with minimal field
staff involvement.

=== MARKET

Aggregates Social Media
feeds about a bank’s
products, analyze
sentiments and present
back to the bank without
the need for software
installation, data
warehouse set-up, etc.

Financeit™

Allows merchant bills to
be discounted where

much of the factoring
pricing, document
management and fund
disbursements are
automated.

MANTRA 4 — MAXiIMIZE VALUE OF HELD DATA
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FINTECHs are . The
dogma of any FINTECH is that data is a

that generates unlimited financial returns. Once properly and
systemically analyzed and explored, data generates valuable
business insights that can be sold or used to improve existing
services. Such Business Data Insights include- upsell/cross-sell
leads, process automation opportunities, revenue leakage
threats, product pricing hikes and untapped geographies.

Nothing manifests the global industry struggle over consumer /
business data; more than “Electronic Payments”. Mega players
(e.g. Google Wallet, Apple Pay, PayPal) and new entrants (e.g.
Square, Koho, Atom Bank) are racing towards capturing the
lion share of transactional data, rather than, sheer processing
fees. Customer purchases and payment transaction deliver a



flood of insights. Figure 4 lists the slew of insights generated by
analyzing simple customer payment receipts.

Figure 4: “Mantra #4 Maximize Value Of Data”
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And much, much more

MANTRA 5 — EVOLVE VIGOROUSLY

FINTECHs products and vigorously based
on customers direct engagement (i.e. Mantra #1), emergence of
new digital capabilities over the web (i.e. Mantra #2), better
alignment of digital marketing, sales and distribution processes
(i.e. Mantra #3) and transactional / social data insights (i.e.
Mantra #4).

You have the right to argue that continuous improvement is a
no brainer for any business and not just FINTECHs. We agree
but FINTECHs master this art and exhibit a far more resilient
organization structure, shorter and more economic change
cycle and richer customer insights.

FINTECH organization structures are typically flat, consisting
of cross-functional teams empowered to define all product

Alberta Advisory 7



Alberta Advisory

attributes. Also, the change cycles capitalize on partners and
go-to-market pilots, rather than, lengthy surveys and complex
lab tests. Last but not least, the customer insights are generated
on a regular basis and much of product behavior (e.g. pricing,
maturing, discounts) adapts continuously and automatically
based on these insights.l &
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