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 Platt: 

Welcome to our AI Applications in Bank Marketing and Customer Service Industry Roundtable. This morning, 
we are joined by three outstanding bankers. I am going to ask each of them to introduce themselves before 
we get started. Guest, if we could start with you please. 

Guest: 

I work as SVP  Analytics for a major U.S. bank. I am mostly focused on channel activity in digital banking and 
also all the retail bank channels. I have been in the digital banking group for about 20 years. Before that, I 
spent about 10 years in branch banking, focused on the management of the branch and planning for the 
bank, mostly around staffing systems and database marketing. I have been in traditional branch banking be-
fore my time in digital banking.  

Peddu: 

Hello everyone. My name is Ram Peddu. I lead advanced analytics and robotic process automation for Citi-
zens. I have been with Citizens for about a year. Before that, I worked with JP Morgan Chase in retail banking 
for about 10 years and at American Express in credit cards for about three years. For the majority of my ca-
reer, I worked in the financial industry across multiple functions in data and analytics. 
 
(Disclaimer: The opinions/views expressed here today are my own personal opinions and do not represent 
my employer’s view in any way.) 

Jain: 

Hi. Thank you, Steven, for organizing this session. I am excited to interact with everyone. I am with HSBC, a 
global financial services institution spread across various geographies. I have been with the bank for close to 
14 years now and I have worked across multiple locations. I have always been in the data and analytics verti-
cal. Previous work includes leading database marketing in the U.S. for the emerging affluent segment, depos-
it product analytics division for the Asia Pacific, as well as Global Small business banking proposition insights 
and CRM. For the last year and a half, I have been responsible for driving AI to scale automation at a signifi-
cant level to improve customer and staff experience.  

Platt: 

Before we get going, I would like to suggest an acceptable definition of AI. A very simple definition to consider 
is a method by which machines mimic cognitive functions that humans associate with a human mind, such as 
learning and problem-solving. Applications include machine learning, machine vision, natural language pro-
cessing, etc. Guest, are you comfortable with that definition or would you like to refine that? 

Guest: 

Yes, I am fine with that. There are gray areas between ML and AI, but for me, AI is more about Guestification, 
which is image processing, speech analytics, natural language understanding. And machine learning is more 
about problems that are addressed by statistics or econometrics. But I am totally fine with your definition. 

Peddu: 

The way the regulators are defining artificial intelligence, especially when it comes to banking, is the ability of 
a machine or computer program to perform cognitive functions normally associated with humans. And these 
functions include perceiving, reasoning, learning, and problem-solving. To add to what our Guest was saying, 
the way we define this in our world is artificial intelligence is more encompassing, but ML is a subset of AI. 
Most of the functions that are used in the banking industry fall into the machine learning category. Deep 
learning and neural networks fall within machine learning. So, the bigger part would be AI and the subset is 
ML. 
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Jain: 

I agree. The only addition I would suggest is self-learning.  Machines learn at a significant scale and we have 
been pointing them towards large amounts of data on the decisions and the outcomes. How do we make 
them smarter to self-correct decisions, which is when we start to go from ML into the AI space. We have 
started to test these concepts on our marketing science and computer vision models.   

Platt: 

Excellent. Why don't we start with some questions? Guest, if I could start with you. At a macro level, how is 
AI being applied in bank marketing and perhaps a little bit more specifically as applied to impacting the cus-
tomer experience and customer service? 

Guest: 

We have a major focus on applied AI as a part of an innovation group that is part of the bigger group I am 
involved with. They focus on that and they have developed a broadened, quite an impressive, and expansive 
team. What I am going to talk about is improving customer service as that is what I am focused on. Of the 
things that we are doing, the most mature is speech analytics. With the appropriate regulatory and compli-
ance oversight, we record millions of inbound customer service calls each month. We work with a vendor 
who has deployed a sophisticated speech analytics algorithm using Long-term Short-term Memory (LSTM) 
that creates what looks like a transcript and provides a good idea of what the customer and the banker were 
discussing. 

We use speech analytics primarily for compliance and regulatory purposes, but the latest focus is on improv-
ing customer satisfaction as we want to ensure that the issues the customer raises on a call are being ad-
dressed, and to improve the design of the customer service process. A lot of the work involves taking the 
output from the speech analytics and grafting it on to the behavioral data we have about our customers’ 
channel usage.  

The natural language process is focused on the inbound call center. We are also developing and deploying 
service chat and chat-bots at scale. 

The part that I am focused on is, again, the customer experience: what problems do customers choose to 
use chat to solve, how effective is it, how does it integrate with our other deployed channels like the phone 
agents or the voice response unit or branch banking? The third area I have mentioned, which is one of the 
things that Steven and I have talked about, which goes back 20 years, is using image processing technology 
in bank branches. I have a real passion for that. We have done some work before that I led many years ago, 
and I think we are revisiting that today. 

The idea is to leverage the available video to understand how the customer experience inside the four walls 
of the branch, how they navigate through the physical configuration of the branch. A lot of focus on queuing 
for both the teller who handles the monetary transactions and for the branch banker that helps with account 
maintenance and account opening. The goal is to leverage image processing technology, to understand 
where customers are physically in the building so we can relate that to the transaction activity that we cap-
ture about customers so once again, we can have a much better idea of the throughput and the queuing ex-
perience of customers in the branch. 

Platt: 

Guest, you mentioned that the bank is getting millions of calls a month that you are processing through NLP, 
and then you are trying to map that against customers and their experience. That sounds like a massive un-
dertaking. It is one thing to be able to use NLP and get transcripts but then mapping that to customer service 
and customer follow up. I am just curious about how you map that? 

Guest: 

It is massive in terms of data. We leverage big data technology. That is what I have been working on literally 
for 20 years starting with structured data, traditional transaction data, semi-structured data like web blogs, 
and now the big activities on structured data. It is all basically in one environment, the NLP data. The speech 
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analytics data is in a separate supported environment. But most of that data we can extract from the  cus-
tomer and put into our analytical channel environment. It is a huge data environment. It is a big investment in 
time and energy, but it pays off big time. 

Platt: 

That is fascinating. Ram, how are you all applying AI in the bank particularly in marketing and customer ser-
vice? 

Peddu: 

I am focused on transformational processes at the bank. How to improve processes by looking at the data 
and building ML models to solve business problems. But I like where our Guest was going. Yesterday at the 
Amazon AWS reinvent conference there was a lot of emphasis on machine learning. They released Amazon 
Connect for call centers. If some customer is calling, how do you authenticate them using their voice using 
machine learning. 

But from the fraud standpoint, anybody can have my information and give it to the call center agent, and they 
will get authenticated versus taking authentication to the next level of saying that when I call them, they rec-
ognize my voice, and they are authenticating it and their confidence levels as well how much of that is 
matching or not. The same thing that our Guest mentioned is having that real-time transcript of those calls 
when the conversations are happening. It is also looking at the patterns where somebody is asking for an 
escalation to understand why it is happening. 

In real-time, the managers are getting notified if AI recognizes change in tone and voice for escalation. The 
call is getting transferred to them in real-time. Managers would have the transcript in front of them, so they 
quickly get up to speed and resolve the issue. So, there is a lot of innovation that is happening. Previously 
when we talked about voice, when we talk about the major analytics, we did not think about banking from 
that standpoint. But now with these newer tools, we are getting engaged in those areas. It is becoming much 
easier to do the things that a few years back would have been a much more difficult task to do it from the 
ground up. 

Platt: 

Interesting. Jain, maybe I can ask you the same question. 

Jain: 

In addition to what our Guest and Ram spoke about, we are looking to scale AI to find patterns in unstruc-
tured data that we deal with on day-to-day basis. I termed this as Document AI, Voice AI, and Video AI. The 
core goal is to evolve these technologies to enable real-time decisions-across our CRM lifecycle, like Guest’s 
reference to customer service support. 

Recently, our global data sciences team delivered an interesting Voice AI solution. We converted the sales 
center’s call records to text and applied natural language processing to detect variations in the conversation 
versus expected scripts to be used by the agents. This allows us to monitor call quality, which allows us to 
improve agent performance as well as avoid poor customer experiences. We email the agents their perfor-
mance on each call, giving them real time insights to handle their customer conversations better. In addition, 
team leads and agents have a consistent dashboard to view daily, weekly performance for driving continuous 
performance improvement. Not only does this serve the purpose of agent performance improvement, but the 
insights on calls are very helpful for our chat bot performance.  

What are the biggest volumes or queries? What does this contextualization tell me? What can I do to im-
prove my chat experience and integrate more into my FAQ bots? It is a continuous process of learning.  

Document AI is a big opportunity area for many banks, including us. We process millions of documents each 
year. While we are moving to application and servicing request forms being made 100 percent digital, but the 
documentary evidence will continue to be relevant to solve through Document AI. For example, how can we 
essentially ensure that we can make the decision on a mortgage application, which typically comprises a dig-
ital application form as well as income and housing valuation reports, in minutes?  
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The third piece is video AI. We have regulatory requirements in some global markets to record and maintain 
video evidence of high value banking products sold through physical distribution channels. Post automation, 
we can analyze 100% of such sales recordings and be very directed in feedback to a particular sale. Like the 
voice AI use case, the automation of such controls enables our head office to grow our business with signifi-
cant confidence. 

Platt: 

Himanshu, credit card dispute resolution is something that you and I have been discussing. Seems like that 
has historically been a manual process. Is addressing this with AI on your roadmap?  

Jain: 

There are two types of cards disputes  principally. The number one category is when the bank did not detect, 
but a customer felt there is an unauthorized transaction. A customer may call in and raise a dispute which 
then goes into a fraud discovery and consequently triggers an investigation. A significant percent of those 
calls is because customers are not able to recognize the transactions. The number one solution we are im-
plementing is, beyond going into what the schemes provide as the description of those transactions, transac-
tion enrichment with data partners so that we control for disputes from origination sources. 

The second part of the funnel is very interesting. This is when customers have entered a transaction, but 
they have gone into a dispute with a merchant. For example, the goods received are not satisfactory and 
they want to cancel. In those cases, they typically are in contact with customer service. And then the contact 
center will fill out a paper form, capture the transaction details, and then share that with back offices to initi-
ate dispute resolution processes.  We are transforming this by introducing smart forms through digital and 
staff channels for capturing dispute reasons in logical, digital intakes along with documentary evidence such 
as invoice copies, merchant correspondences, or broken goods pictures.  

While digitization does provide certain efficiencies in back offices due to better structures in workflow man-
agement systems, the manual tasks of validating dispute forms alongside evidence will remain until it is auto-
mated. Hence, we are now applying document AI technologies to infer content from unstructured evidence 
documents and validate vis a vis a smart dispute form. Essentially, answering questions such as, "Yeah, this 
is the disputed transaction, and this is the evidence that I have been presented in a dispute form. Does it cor-
respond to the same transaction? Has there been an attempt to resolve by the customer with the merchant?" 
And if all such instances match, then the case is STP for settlement; otherwise, it is presented back to the 
customer to provide more information through automated messaging.    

Platt: 

Very cool. Ram, have you looked at that application use case? 

Peddu: 

Yes. There are some good use cases in suspicious activity reporting and fraud use cases. Whenever there is 
fraud, for regulatory reasons, companies must go and manually verify these transactions and then report 
them back. But most of the time it is a synthetic ID or synthetic fraud. It is a real SSN, real address, real 
name, but they are all coming from different entities. Somebody goes and does a probing about one of these 
transactions if it is going through or not. If a certain combination of customer values passes the validation, 
they will share that information with other people and suddenly within a week or so, a lot of those transac-
tions have happened. That is something that we need to report as a part of the suspicious activity reporting. 

Until now, it is a very manual and tedious process, but how can we use this big data? How can we use this 
machine learning to do more of what we call a link analysis, using a graph database or otherwise to have 
those linkages, which will be otherwise difficult to find out whether it is manually or otherwise? And then the 
next question that we had was, “we used to have five fraud use cases. Now you are telling me that I will have 
a hundred which are linked together, how am I going to do it?” You're increasing our work because it's al-
ready a lot of manual work. Then we started automating some of that as well and making it very seamless 
from a click of a button perspective, from end to end where you can do those reporting now versus later. Oth-
erwise, I would have been hiring 10 more people and hiring more resources to do some of that work. Then at 
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 the front end being able to stop them if we are understanding this. How can we get these insights into the 
front end and stop some of that? 

Jain: 

To add to what you are saying, Ram, if I may. The power of transaction network resolution is very high 
across detecting fraud or money laundering threats – typically, network data allows us to aggregate and find 
unusual patterns which would look quite normal when viewed in isolation and hence, be ignored till detected 
by the impacted customer or regulatory observations.  

Peddu: 

Absolutely. And people tend to look at it from a product standpoint, but can you look across the products 
within the bank and maybe some consortium to look at across the multiple banks as well. Just like we have 
Zelle where we can interconnect all these banks from the fraud perspective, is there a way to interconnect all 
these banks where we are not only coming to our data within the bank versus have a consortium where we 
understand that maybe they are engaging in suspicious activity at one bank and moving to another bank. 
Things like that. 

Jain: 

Few aggregators are developing capabilities to allow financial institutions to do that without really sharing 
identifiable information (such as through block chain technology), but they are either conceptual or have rela-
tively low participation rates. Perhaps a better solution is an industry led regulatory consortium for detecting 
financial crimes, like a credit bureau. 

Peddu: 

Yes. 

Guest: 

I just want to comment on dispute resolution for a card transaction. What we are doing is collecting infor-
mation about disputed transactions and delivering this in context to the customer via digital banking.  

First, I echo your point about augmenting the transaction details, so customers understand it. Because the 
available data about card transactions are often very opaque and sometimes it uses legal names for mer-
chants or customers do not recognize that kind of thing, so we are working on that. The other thing I wanted 
to mention is, which is true there also, current transactions are tough because it is a two-sided market. You 
got the merchant side, the issuer side and that's why of course Visa and MasterCard exist is to facilitate that. 

A lot of challenges that we had in collecting the appropriate information from customers if they want to dis-
pute a card transaction, was to put it in a form that it could go through the intermediary, Visa in this case, to 
remediate the claim with the merchant and that is a very cumbersome process. It assumes a lot of infor-
mation that the consumer might not have available. We were able to surmount a lot of that, but I just want to 
make the point that the biggest obstacle we found was what the intermediary needed to address any claims 
or disputes. I do not know if you have found similar issues. 

Jain: 

Yes, it is the same. We must send cleaned up information. Have you tried that, and have you tried similar 
automation in your current institution? We are taking this on as one of the initiatives in 2021. It might be very 
helpful to learn from your experience. 

Guest: 

We looked at what information we can collect and give to our customers to make it easier for them to under-
stand the transaction that they wanted to dispute. And if they did want to pursue a claim, make it so that they 
can initiate the claim through digital banking which is honestly a less costly challenge for us than on the 
phone or at a branch. And generally, customers prefer to do it self-service. It is a journey, and we are making 
good progress but again, there are a lot of challenges in gathering what Visa needs to know to resolve a dis-
pute. 
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Jain: 

Capture everything basically in a correct manner. Digital should be the first one. I fully agree. As much clean 
capture we can do and enable self-servicing, is the best way to do it. 

Guest: 

I cannot tell you too much about it, but a lot of the work that I am doing is basically about payment data itself. 
What data is available to the bank, what is collected, and how we can enhance that data. You guys were 
talking about link analysis and how you can link using monetary flows to understand entities and parties and 
nefarious as well as legal transactions. So, it was a great application of natural language processing for text. 
To make inferences about what is it, who are the counterparties on this transaction, and how I can link that to 
my behavioral data. We have invested a lot of energy in that, but the payoff is very large.  

Platt: 

Let us move on to a different topic. That is what we will call hyper-personalization at scale as banks try to 
move from the proverbial one size fits all. It seems that hyper-personalization is becoming more and more 
critical as a competitive device. Ram, is that within your exploration, hyper-personalization, and differentia-
tion? 

Peddu: 

In terms of marketing, the challenge is most of the accounts opened are because of direct mail campaigns. 
Although we are moving to the digital side of the world, it becomes very hard to do that on the direct mail 
side. Whether a customer is coming to our website or targeting the ad. Where we are focused more on the 
hyper-personalization is from the collection standpoint where everyone has a unique situation when it comes 
to hardship. It could be related to unemployment, it could be related to health, it could be related to where 
they are living and what economic conditions they are going through. 

Based on that, what we are trying to understand is, not everybody would like to receive a phone call or not 
everybody is ready for a text. Understanding what the channel preference is, where we need to reach out to 
these customers personally. And even when we reach out, what personal message we are going to deliver to 
them. Even the offers that are presented to them in terms of collections, whether we are foregoing something 
or giving them different options is not a one size fits all. A lot of that is dynamic as well. As we collect that in-
formation from that customer, our offer, our message, and everything is changing as well. That is very, very 
unique to those individuals versus one size fits all. That is where we are using again, a lot of the data analyt-
ics, both internal and external, and bringing to the light from the customer preferential standpoint and trying 
to provide that one-on-one personal service. 

Platt: 

Guest, how about you, hyper-personalization? 

Guest: 

It is a major activity at the bank. It is certainly a big area of focus across all kinds of domains. Two observa-
tions about it to see what people think. One is, generally, people in marketing underestimate the complexity 
of the data model in a big bank. Banks grew up with the product within the channel. It is much more difficult 
than you would think as a layperson to connect all that activity by the same entity that you can make ad-
dressable in marketing; it is quite complex. The biggest complexity is around who is the customer. 

You have natural people like me; I can own my account. But then you have legal people like a trust or a busi-
ness entity and resolving who that party is on the phone or online. When they are a natural person represent-
ing a legal person is complex and limits out of the box what you can do with hyper-personalization which is a 
great strategy. I certainly agree with it. The other point I would like to make is an observation about hyper-
personalization. In a big bank, you have a material number of relationships, which are relatively dormant. For 
some of the relationships, it is very difficult to collect enough activity data to form what strategy you want to 
pursue through hyper-personalization. It is maybe a secondary consideration, but it is one that I think should 
not be dismissed.  
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Platt: 

Jain, what do you think about that? 

Jain: 

It is part of the vision of the bank to deliver on our key goal of being a bank fit for the future. Hyper-
personalization enables KYC, as a building block which streamlines consequent CRM. Hyper-personalization 
is essentially segmentation. Traditional tools or data that we have used is saturated, so now we are connect-
ing profile, payment transactions and product, channel behaviors with new high density clustering algorithms 
to identify micro-segments with similar life stage needs.  

For example, analyzing and inferring payment text, location, and merchants to infer similar interest seg-
ments. Helping us understand their financial standing at a deeper level and creating products or services that 
enable a better financial achievement. Questions such as cutting down avoidable expenses or saving on one 
dinner in a month to pay for life insurance or children protection?   

It is the building block of understanding the customers’ financial lifestyles and giving them a service beyond 
traditional view of just statements containing balances. Ultimately, imagine a driverless banking experience 
which acts as a mechanism to ensure our customers succeed in a sustainable manner. We are experiment-
ing with these concepts across markets,  

Peddu: 

Steven, one word of caution when it comes to hyper-personalization. The strategy must be assigned to an 
offer because the hyper-personalization is one place where if it is automatic, it can get creepy. If not struc-
tured properly, and we are not putting the right practices in front of the hyper-personalization it could be very 
destructive for the reputation of the banks or any business. 

Guest: 

We are trying hard to better communicate with our customers. The information that is in their routine banking, 
like how it can help them. We have a long-term effort that continues to evolve—it takes information about 
their banking activity and tries to make it digestible for customers and give them suggestions about how they 
can increase savings. To your point that you made about increasing their savings if that is a goal. We have a 
savings plan we set up. So, it is relatively nascent. It is tough to get customers to engage in it honestly. But 
we are trying hard to package the information that is around their banking activity to help them with their fi-
nancial goals. 

We see that a lot of disruption from FinTechs that want to be banks. That is what they talk about a lot. I think 
what they are going to find out is people who are self-selected are super into pouring into every transaction. 
At some point, they will find out that most people do not want to spend the time to do that no matter how to 
annotate, illustrate, and deliver information about their banking life. Most people in America are not going to 
pay any attention to it. It is how do you get it across to them and automate it? That is the challenge. 

Peddu: 

The younger generation is more receptive if they perceive a benefit. When we know some information about 
them, we are providing the offers versus some from demographic shifts on how ready people are giving us 
the information and getting benefits from it. At the same time, one of the FinTechs that we were working with, 
one of the things that they were trying to do with machine learning and AI is knowing about the spending 
habits, knowing about the income and everything. An overdraft is a big income driver for a lot of the banks. 

But can we provide them with a better product instead of doing the overdraft when we would know that their 
income is coming bi-weekly and they have a big spend, or there is a big bill that is going to hit them and then 
the balance is low? Can we provide them with better products, better opportunities and win them over that 
way? Versus charging them $20 or $30 every time they get an overdraft. That is where there is some oppor-
tunity and the product improvement that is happening. It is still not there yet. 
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Platt: 

So, you just implement load balance, so customers avoid overdraft charges, Ram? 

Peddu: 

Yes. Just looking at their cash flow forecasting and offer them better products. Because we know that their 
electricity bill is going to hit at a certain time. The credit card bill is going to hit at a certain time. We know 
when their paychecks are going to hit. And now for whatever reason, i.e., a big Christmas purchase, and 
their balance is low. Instead of letting that overdraft hit, can we proactively offer them something else? 

Platt: 

You can sell that as an insurance product tied to a checking account. For $20 a year, we will not hit you with 
any overdraft charges. 

Jain: 

At HSBC, we are thinking about helping customers move better debt management beyond products. HSBC 
has evolved this from a product fairness treatment framework to financial fitness score measurement.  

That is another research area we are investing in. We bought together Behavioral scientists, Marketing, CX, 
and data scientists to create a financial fitness score model. It just went live around four weeks back in the 
UK. By asking basic information, it can predict a customer’s financial fitness score versus peers and recom-
mend methods to improve them further. This interaction allows a potential customer immediate evaluation, 
"You know what? I am scoring low. What can I do to become better?" This allows us a better way to engage 
in a financial review and provide them with long- and short-term strategies for reaching their financial goals. 
Large institutions have significant advantage over new entrants as we sit on petabytes of data. 

Platt: 

Interesting. Thank you. Let us talk a little bit about AI governance if we could. Topics of fairness, bias, ex-
plainability, and transparency. Guest, are you comfortable talking about explainability and transparency? 

Guest: 

One of the roles that I play is helping our people get their models approved. We have, as I am sure all the 
banks do today, a model of government policy that adheres to what our primary regulator needs to see from 
us. We have, as part of our audit function that looks at models and makes sure that they are valid. I help staff 
with my models and help other people get that done. These are both pretty important issues. I would say, not 
only the external ones that address our customers, explainability, and the extent to which that is a regulatory 
compliance thing. But my experience is much more on the user side, which is helping businesspeople under-
stand the models that we are developing for their business to help them operationalize their business. It can 
be very challenging. I talked about natural language processing for recorded phone calls. We have a vendor 
that delivers that. It was a very long process to get people comfortable with that, to understand it, to meet 
regulatory standards. The biggest problem is you need a certain level of education for all parties. People 
must understand some of the basic concepts of what the technology is and how it works. The easiest way to 
make things transparent is an illustration. Show real examples, detailed examples, and let people evaluate 
for themselves how the model performs.   

Platt: 

Okay. Thank you. Ram, how about explainability and transparency, both in terms of your stakeholders and 
perhaps your customers? 

Peddu: 

Absolutely. I have been very close to this. There is a lot of regulatory scrutiny in the industry. As our Guest 
was mentioning. Traditionally, we have a model governance and validation team, and that includes fair lend-
ing, compliance, and other objectives. But regulators are asking, "How are you thinking about your machine 
learning models? How are you thinking about AI applications?" As our Guest was mentioning, there is a big 
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distinction between the applications and vendor-provided products versus the actual models that we build 
inside the bank. If you were to build a traditional machine learning model inside of the bank, we have a clear 
process that goes through the model validation team or model review and management team. But when we 
have an application like a third-party, what are we doing? How are you addressing any AI issues on that 
scale? Are you looking at fairness and bias? Are you looking at the transparency and explainability and 
things like that? 

Most of the time AI is a black box because of the complicated neural networks involved. Even the people 
who built it, like if you were building a facial recognition algorithm and you try to explain the facial recognition 
algorithm, it is going to be very hard. A lot of the models as we are going through, they are happening that 
way, so what do you do? In that situation, what we are doing is, we are trying to reverse engineer and get 
some results so we will be more comfortable. What I mean by that is, once the model is deployed, let me run 
for these groups, whether it is people with that higher age, how are they performing? Are we being biased in 
terms of age? Are we bias in terms of ethnicity? Any of these. 

Although these are not inherently within the model, most of the time what we see is the input parameters we 
will strip on the age, we will strip out a lot of these things. But there will be other correlated variables where 
we could be redlining, or we are not doing this. We must reverse engineer. And some of those tools need to 
be brought into the banks where we can go and understand fairness and bias management. Same thing from 
the explainability standpoint as well. You need to bring in these newer tools that can help us solve some of 
these newer black-box algorithms. 

Jain: 

I agree with much what of Ram and our Guest have described. We have a very comprehensive MRM pro-
cess, including ethical considerations and regulatory compliance processes. Computer vision and/or other 
deep learning models are relatively new, but they must pass the same parameters of performance, fairness 
and regulatory needs as previous generations. 

Two very interesting examples Ram mentioned when talking about reaching out to the customer. Given the 
introduction of the cloud, AI/ML is now more scalable and usable in everyday operations. Hence, we must 
consider model operation risks and customer outcomes in the event of failures.  

ML model explanations are a continuous challenge. There is certain open source as well as product packag-
es we use to improve the explainability and/or present model performance visually.  

Peddu: 

Just to add to that, the increased scrutiny that we are having, companies need an AI governance forum, that 
is going to sit on top of everything else we are doing. Because we still need to have a layer that is going to 
address the new application stack we are building, newer machine learning programs that we are building. 
So, the AI governance forum would include all these people. It would include people from the third-party risk, 
first-line risk, from the architecture review board, data governance and compliance,  model risk management, 
but they will all have been part of it. But they will be having this AI governance lens putting through it. When-
ever we are making the right decisions and when regulators come in, they understand--"Hey, even though 
today we are not there with AI and machine learning, going forward, we will have an increasing number of 
models and applications that are coming in." And we are geared towards starting with this AI governance fo-
rum. 

Jain: 

How are you treating computer vision? If you go into training people to understand the algorithms behind it, it 
is essentially adding another Ph.D. at multiple levels of governance. How have you tackled that?  

Guest: 

Well, I just mentioned the computer image stuff that we have done is not customer facing so it is less of an 
issue. And we have not reached the point yet where we are formalizing that as a model. I understand the 
challenge, but I have not reached that point yet. 
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Platt: 

I would say that the whole biometrics thing can be a real issue. We try to use machine vision for things that 
do not focus on a humans because of that. Scanning of products on the shelves is an example.  

Guest: 

If you are a bank, it is your primary thing that you have got to focus on, which is your compliance regulatory 
adherence. Because speaking from experience, if you do not, it impacts your business very directly. That is 
our number one focus. It is good though because there is a good balance between the interest of the con-
sumer and the business entity and the community. It can be difficult to deal with, but it is very important. 

Platt: 

Let us move on to some future use cases. Some of the things, Guest, that you might like to be tackling going 
forward. 

Guest: 

We are focused on taking all these kinds of rich data points that we collect, be it website data or recorded 
phone calls or chatbot data, as well as routine banking data and harmonizing it by the customer so that we 
can understand the bigger picture. The real goal is the idea of the customer journey. We are trying to under-
stand what journey the customer's on and what success is for that customer. It is a very involved process 
that is very challenging. It is interesting, but we must use a lot of sophisticated tools to interpret the data that 
is collected. Because you must infer what the customer's journey is. They are not going to tell you. It is not 
even appropriate to ask. So, it is harmonization, standardization, scaling all the data that we collect across 
dozens of systems. That is the current focus. Probably will have the biggest payoff. 

Platt: 

Ram, future use cases you think would be cool to pursue? 

Peddu: 

Yes. I know what our Guest is saying, we want to give a better customer experience, we want to sell the 
products that the customer wants. But at the same time, you are also looking at your colleague's perspective. 
Today, if it is a wealth advisor or a commercial relationship manager that needs to connect with the client, 
they have to pull data from ten different systems and then create that transcript and go talk to them. And then 
how are they choosing whom they should be talking to? We can use the data and analytics to be able to say 
that "This is the person who you should be talking to today and based on what we know about the customer, 
this should be your transcript or things that you should be talking about." Not necessarily about selling anoth-
er product, but helping them, even though it may be detrimental to the bank to some extent. 

But long-term, sometimes it is okay to cannibalize. Things like that, bringing some intelligence into it and 
making their life simpler. That way, they can reach ten customers and have better customer satisfaction than 
the individual colleagues going to ten different systems and bringing the data and trying to work through that. 
You are trying to simplify some of that. We are trying to eliminate a lot of manual stuff that is happening in-
side of the bank. Even today, there is still a lot of paper inside the bank, whether it is real estate or commer-
cial, a lot of the paper is coming through. We are looking at the documents and financial statements and 
manually inputting them. How can you automate some of that stuff so that our colleagues can focus on the 
customer versus doing this manual task? 

Platt: 

Himanshu future use cases you would like to be investigating? 

Jain: 

Service automation, conversational banking, whether chatbots or automated agent interfaces. I think in addi-
tion to that our core mission is to continue to be a total customer focused institution.  
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Platt: 

Let us just focus a little bit on some emerging technologies.   

Guest: 

On the margin, IoT is what we are using for ATMs. Certain devices are physical devices that are distributed, 
equipment, and branches, as well as ATMs. Where there is real-time connectivity, we want to monitor the 
health of the machine and make sure, for example, that there is enough cash in the machine. That has been 
a very long-term process for us. Then related to telephony we deliver all our services through mobile banking 
applications and browsers. We are very interested in what is going on with that technology and the increased 
accessibility that it would allow. But we are dependent upon the vendors that deliver telephony and the mo-
bile devices and what capability they provide. Although we are always interested in things that help us better 
identify our customers when they contact us. I think Ram mentioned understanding the caller. That is a big 
challenge. When people call up, authenticating them, first we want to identify them and there is a lot of so-
phisticated technology that uses things about the telephony event itself as well as the speaker during the 
call. I am sure, well, from a fraud mitigation perspective and authentication perspective, we will continue to 
exploit those technologies. 

Platt: 

We chatted a little bit at the beginning about machine vision. Guest, I think you mentioned that you are look-
ing at customer traffic and movement in the branch, any other applications of machine vision that you are 
looking at? 

Guest: 

Well, a huge one in banking is a mobile deposit. When customers get a paper check and they want to depos-
it it in their bank, that is a very sophisticated technology that takes the image of the paper check and makes 
sure it is valid. We are dependent upon vendors to do that.  

Platt: 

I think that is a great application. It is interesting, the dilemma you all have, in the sense that a lot of these 
digital products are keeping customers out of the branch and you want them in the branch so you can build a 
relationship. So, it is an interesting balancing act. 

Guest: 

Well, we want the customers to use the channels that they feel comfortable with, and we want them to know 
about and be able to use whatever channel works for them. Be it self-service, digital, or in person, we want to 
let the customer make the choice. That is this idea of any time banking and as customers evolve and their 
thinking will evolve around how we deliver our services. 

Peddu: 

We are seeing PayPal and other companies going after bockchain and bitcoin and there is a lot of institution-
al interest that is coming in and making these technologies available.  

We do not know whether bitcoin is a store of value when it comes to the money or is on that cross-border 
transaction or what not. But that is something to investigate. And financial companies or banks, they cannot 
afford to say that we are not going to touch the blockchain, or that is not for us. There is a lot of effort going 
on. We only have few use cases, but since the issues are coming, we will have more use cases and banks 
have to ready from the blockchain perspective and have an offering to the customers. 

Jain: 

IoT is outside my domain. But I know the bank is experimenting and very similar cases that our Guest was 
talking about. Regarding blockchain, we are trying to understand and bring that in as part of a somewhat se-
cure way to transfer and exchange data.  
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Peddu: 

Robotic process automation previously was more about trying to automate some of the more manual tasks. 
Now I have advanced analytics but also robotic process automation. What is happening is, these two are 
coming together. It is not like I am only going to develop the machine learning models, there is a separate 
book that is just doing the robotic process automation versus these two coming together and trying to solve 
higher-value use cases versus trying to live as a separate domain. And we would see a lot of that coming 
together with the newer tools and all because Optical Character Recognition (OCR), NLP, and all those 
tools, instead of sitting in the one domain, they want to come and support all the robotic process automation 
that we are trying to do. There is a lot of synergies there and we can look forward to a lot of progress in those 
areas inside of banks and other places. 

Platt: 

I appreciate your time today. This has been super insightful. Ram, any parting thoughts?  

Peddu: 

Thanks for bringing us together. We are from different parts of the world or different parts of the banking in-
dustry, so we would have never come together if it were not for this forum.  

 


