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THE WORLD IS CHANGING, BRINGING NEW CHALLENGES AND OPPORTUNITIES TO BANKING
LEADERSHIP DISCUSSIONS

GROWTH AND CYBER AND
NEW REVENUE ERAUD OPERATIONAL SUSTAINABILITY

AL UNDERSTANDING RESILIENCE AND ESG

GEN Z

CAPITAL AND TALENT AND

LIQUIDITY WORKFORCE

T;A"ﬁgﬁggn AI'S IMPACT ON TRANSFORM-
ATION CUSTOMERS RISK FUNCTION OF ATION

THE FUTURE

PAYMENTS SCALE AND
DATA AND AND DIGITAL
ANALYTICS REGULATION WALLETS PARTNERSHIPS
AND GEOPOLITICS

GOVERNANCE
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UNDERSTANDING GEN Z

UNDERSTANDING

GEN Z
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AS THE FIRST TRUE DIGITAL NATIVES WITH UNPRECEDENTED ACCESS TO INFORMATION, GEN
Z AS A GENERATION IS FAIRLY UNIQUE...

2, 1997-2012

25% \ of the world’s

population

) 5% ,

Most digitally savvy

Most educated

Most susceptible to misinformation from online sources
Most ethnically diverse

Most non-conformist

Most diverse, outward-looking, tolerant and inclusive

Of workforce
0
31 A’ by 2031

Most gender-fluid

Most affected by climate change
Most different from previous generations

Most difficult to connect with

PDOLLOLOLOLOLLLOLOO

in purchasing
influence
(Largest)

Most likely to disrupt your business
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lllustrative

ATTRACTING THE YOUTH SEGMENT MAY SEEM EXPENSIVE, BUT THE LONG-TERM
IMPLICATIONS OF NOT DOING SO CANNOT BE IGNORED

Client value by age/generation

@ Two reasons to be

sceptical

e Unattractive standalone
eC0n0miCS Alpha GenZ Millennial

* Investing early may not be as III"IIIIIII“!

effective as a ‘wait and switch’
Investment Life
approaCh Consumer Loans Insurance

X Baby Boomers Silent

Mortgages II I £ I
|
@ Two reasons to challenge g ||||I||I I!III !I IIII T
. . o | | nvestment Funds
that scepticism = _ L ! OBLEN P
Debit cards f | | II |
. . o . L 11 ll= i - _gE
* This is an opportunity to Credit Cards 1 g T U e Y |
capture “customers for life” rn ST EEEHEEEEEEEEE e ee e EEe e EEE e e EEEE P EEEEEEEEP R EEEE PR L
- =my T O -
_ _ IIIlllll‘l||||IIIIIIIIIIIIIIIIIIIIllllllllll““““
* YOUF peers are ca pturlng thIS Transactions Short Term Deposits Long Term Deposits
base, and will fight to ensure Age
that they do not switch later
Bank Goal Get salary Get mortgage Get equity release

Source: Oliver Wyman Analysis
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WE HAVE COMPLETED A RECENT SURVEY ON THE YOUTH'S BANKING NEEDS, COVERING
PREFERENCES AND BEHAVIOURS ACROSS SOUTH AFRICA

~50 topics covered @
7%
+ 1 ’ o o o 3 Dimensions
respondents 5%

1 Demographics and Life Stage

6% 11%
Age 2% 2 Banking Relationship
33% 18-24
34% 25-29 8% Product and Financial Needs
33% 30-34 15%

Credit Behaviour and Borrowing Needs

a0 M [2 Gz =5
417, 15+ 14 14 10+ 13- 18 51., 18

Employed full Unemployed Self-employed/ Students Other Noincome Low income Medium High Income Digital Bank Appetite and Expectations
time Entrepreneur <R5,000 R5,000- R35,000 +
R35,000

Channels and Banking Interaction

Source: Oliver Wyman | South Africa Youth Banking Survey 2026
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Sample of insights

GEN Z DISCOVERS SOCIALLY, PREFERS HUMAN ENGAGEMENT AND IS SHYING AWAY FROM

TRADITIONAL UNSECURED LENDING

Q: IF YOU HAVE A BANKING-RELATED QUESTION OR
PROBLEM, HOW DO YOU WANT TO SOLVE IT?

Q: HOW DO YOU LIKE TO FIND OUT ABOUT NEW
BANKS OR PRODUCTS?

Channel Total responses Touchpoint Total responses
Social Media 51% Phone call with human 48%
Friends and family 39% Visit a physical branch 47%
Visiting branch 38% WhatsApp support 32%

KEY TAKEAWAYS

* Social media (e.g., Instagram, Tik Tok) is

* Top 3 channels involve direct human
the most popular channel engagement

* Opinions of the inner circle are key

* Branches still feature despite a push to nascence of the solutions in market)

digital channels

© Oliver Wyman

KEY TAKEAWAYS

* Al chatbots ranked last (likely due to the

Q: WHAT CREDIT PRODUCTS MIGHT YOU NEED IN
THE NEXT YEAR?

Product Total responses
Buy-Now-Pay-Later 24%
Vehicle finance 24%
Home loan 23%

KEY TAKEAWAYS

* Strong appetite for BNPL — preferred
form of unsecured lending

* Higher expected need for asset finance
vs. traditional unsecured lending (e.g.,
credit cards, personal loans, etc.)
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NEW CHANNELS DRIVEN BY Al ARE GAINING TRACTION - AND LOTS OF IT

Already, Al assistants are reaching hundreds of millions And they are changing how we search and learn

of customers

# monthly active users It took ChatGPT 2 months to reach 100 GOOgle SeafCh IS Fadillg. The WhOle '

MM users; comparatively, it took Netflix

Generative Al

10 years Internet IS at RlSk' Al Agents Are Changing How
1.600 MM The lifeblood of the internet is drying up. What the decline of search Pe°p|e Sh°p- Here’s What That
y ChatGPT means for users, companies, and stocks. Means for Brands.
1,400 MM THE WALL STREET JOURNAL. sua gy
TECHNOLOGY | PERSONAL TECHNOLOGY | JOANNA STERN AI Has Upended the SearCh Game.
1,200 MM . , . Marketers Are Scrambling to Catch Up.
I QUIt GOOgle SearCh for Al_and I m NOt G()lng BaCk \/\/eb‘site.swil\soon serve pnmari.lyas daté sources for Al platforms, not
1,000 MM Gerﬁini Ads and search-optimized junk made a mess of the go-to engine. Now ChatGPT, Perplexity, Claude destinations for humans, Mailchimp predicts
—and even Google’s own Al—do it better. By Patrick Coffee (Follow)
800 MM May 8, 2025 6:00 am ET
600 MM At stake: $S85 BN (2025 SEO industry market size)
400 MM
200 MM £ perplexity 650 540 800
o % % %
O MM i ¥ Claude
3 = = o = < & of Google searches now end of users have asked ChatGPT of users who acted on
= = = & = = e without a click because the about various financial ChatGPT’s financial services
” = - = - = answer appears in the Al products and services advice said it had improved

overview

Source: Precedence Research, SensorTower & Alphabet disclosures; Search Engine Land (Eight Oh Two Marketing study); Intuit Credit Karma (Survey
© Oliver Wyman

their outcome

on August 7, 2025, to August 14, 2025, among 1,019 adults ages 18 and older); Backlinko
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ALREADY, LLMS ARE AFFECTING FINANCIAL SERVICES AS CONSUMERS ARE TURNING TO Al
FOR FINANCIAL ADVICE MORE AND MORE

Use of Al for financial planning and advice is growing! While many customers are seeking financial advice from Al...
% of respondents who report using Al for financial planning and advice

44% of global respondents in 2025 reported using Al to help

- with investing, up from 34% in 2023?
£ uk 30% @ . 47%
&£ ysa 33% @ ‘ 61% 80(y of users who acted on ChatGPT’s financial services advice said it had
B 0 improved their outcome?
() France 31% @ . 41% _ _
0 of UK adults and 54% of Americans say they’ve used Al in the past
56 A) 12 months to help manage their money — most common products
() naly 31 @——@) 38% are credit cards and checking accounts3
- Germany 2600 . . 3790 ....not all trust Al fully to transact on their behalf yet
- 0 ‘ o of global consumers don’t trust Al to execute financial transactions
< Spain ’ ’ on their behalf...yet!
0% 20 40 60 80 100

Question: For which of the following purposes have you already interacted with Al?
Sources: 1. Oliver Wyman surveys, 12 countries, August 2023 (N= 10,831), September 2025 (N=8,710); 2. Intuit; 3. Lloyds Consumer Digital Index
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Al IS CHANGING HOW CUSTOMERS MAKE BANKING DECISIONS

Today: Human-led journey Tomorrow: Al-assisted journey

R Ident |fy need « Al Financial Assistant S

© Online

Where can | get the cheapest
home loan for a R2m property?

o Based on your profile, here are
the best options:

Home loan agent

* Finds the cheapest home loan based on your profile and completes
the application

@ Search and research » Compares rates, fees, approval probability and experience

Bank A
Bank B
Bank C

8.45%
8.75%
8.89%

Best rate

&5 Compare options Investment agent

Would you like me to apply
with Bank A?

* Continuously optimises your investments to maximise
risk-adjusted returns

Please automatically switch my
investments to maximise
risk-adjusted returns.

* Monitors markets, rebalances and adapts in real time

C] Read reviews

Done. I've rebalanced your
portfolio across S funds.
Expected return improvement:

+1.6% p.a. v

. Move my salary account and Banking relationship agent
v—  Choose provider savings to the bank that offers
the best overall value. . .
* Moves your banking to the provider that offers the best overall value

across fees, rates and service

Completed. You're now saving
R1,320 per month in fees and
earning higher interest.

B Apply/Transact * Continuously compares and switches on your behalf
J
Becoming the preferred Trust, transparency and data . .
. . 'p . . . B y AL Banks must design for an agentic
What this means for banks recommendation is the new quality will determine who Al O . .
. ~O future, not just a digital one
competitive battleground recommends
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FACED WITH A NEW REALITY, WHAT QUESTIONS SHOULD BANKS BE ASKING?

B

What happens if ‘lazy balances’
disappear altogether?

If Al agents continuously optimise rates and
rewards, are today's deposit stability
assumptions still valid?

9

Will Al kill customer loyalty?

If Al continuously optimises financial
products, do customers remain loyal to
institutions or only to outcomes?

© Oliver Wyman
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&

What if your next customer never
visits your website?

How do banks compete when product discovery,
comparison and selection are delegated to Al?

Who owns the risk when a machine
makes the recommendation?

How should advice, conduct and liability
frameworks evolve in an Al-mediated world?

L)

What happens when every customer
has perfect information?

How do pricing, margins and competitive
advantage evolve when search costs
approach zero?

()

What becomes the new trust signal
in an Al-driven marketplace?

Will brands matter less than data quality,
transparency and machine-readability?
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OUR PERSPECTIVES ON THE 2026 CRO AGENDA

CRO AGENDA
|

@ Steering the business @ Future-proofing the business

Prepare for the tail Reset the regulatory interface
Capital is strategy, not a constraint Al risk management
Agile risk cultures Controls rationalisation
Strengthen resilience in a new global normal Data risk management

B New for 2026 Rising importance since 2025 ] Continued focus from 2025

© Oliver Wyman

Evolving the risk function

Holding the torch — Leading in volatile times

Optimise costs to reengineer risk

Design Al-native frameworks

Reconfigure risk talent for the future
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BY 2030+ THE RISK FUNCTION WILL EVOLVE ACROSS ALL THE BUILDING BLOCKS

Risk vision L
- \w 8
and strategy e Governance ‘ i

e
3 4 5 %
o : - a Ty &
pillars Credit risk NFR, Comp.llanf:e and Mc.>del g 4“
economic crime risk
)\
Lo .
G Risk analytics, modelling and data l | o
/\7| Enablers u 1
g
p
1/

—
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THE RISK FUNCTION IS SHIFTING FROM REACTIVE CONTROL TO PROACTIVE, AI-ENABLED

STRATEGIC PARTNER

By 2030+, the Risk function will evolve across
all the building blocks

9 Governance

3J J. 5)
NFR,
Credit compliance Model
risk and internal risk
audit

P Risk analytics, modelling and data

Talent

© Oliver Wyman
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Al-Augmented Risk Management

Agile Governance and Embedded Risk Culture

Continuous Credit Risk Assessment

Intelligent Non-Financial Risk Management

Trusted Al Through Strong Model Governance

Data-Driven Risk Intelligence

Future-Ready Risk Talent
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KEY TAKEAWAYS FROM OUR SESSION TODAY

Gen Zis not just a
new customer
segment - they are
redefining
expectations for
banking

© Oliver Wyman

Al is rapidly
becoming a new
distribution and
decision-making
channel for financial
services

Banks will
increasingly
compete for Al
recommendations,
not just customer
attention

Traditional
assumptions around
loyalty, deposits
and customer
engagement may
need to be revisited

Risk Function of the
Future must become
Al-enabled, data-
driven &
strategically
embedded in
decision-making
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QUALIFICATIONS, ASSUMPTIONS, AND LIMITING CONDITIONS

This report is for the exclusive use of the Oliver Wyman client named herein. This report is not intended for general circulation or publication, nor is it
to be reproduced, quoted, or distributed for any purpose without the prior written permission of Oliver Wyman. There are no third-party beneficiaries
with respect to this report, and Oliver Wyman does not accept any liability to any third party.

Information furnished by others, upon which all or portions of this report are based, is believed to be reliable but has not been independently verified,
unless otherwise expressly indicated. Public information and industry and statistical data are from sources we deem to be reliable; however, we make
no representation as to the accuracy or completeness of such information. The findings contained in this report may contain predictions based on
current data and historical trends. Any such predictions are subject to inherent risks and uncertainties. Oliver Wyman accepts no responsibility for
actual results or future events.

The opinions expressed in this report are valid only for the purpose stated herein and as of the date of this report. No obligation is assumed to revise
this report to reflect changes, events, or conditions, which occur subsequent to the date hereof.

All decisions in connection with the implementation or use of advice or recommendations contained in this report are the sole responsibility of the
client. This report does not represent investment advice nor does it provide an opinion regarding the fairness of any transaction to any and all parties.
In addition, this report does not represent legal, medical, accounting, safety, or other specialized advice. For any such advice, Oliver Wyman
recommends seeking and obtaining advice from a qualified professional.
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