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FACTS 
• The financial services industry has seen drastic technology 

led changes over the past few years. Many executives look 
to their  IT departments to  improve efficiency and 
facilitating changing innovation. 

• Customers have had their expectations set by other 
industries, they are now demanding better services, 
seamless experiences  regardless of channel, and more value 
for their money. 

• Regulators demand more from the industry too and have 
started to adopt new technologies that will revolutionize 
their ability to collect and analyze information. 

 

 



 

 
EXECUTIVES   CONCERN 

 

 







FinTech Ecosystem 



CHALENGES 

• FinTech start ups are encroaching upon established markets, 
leading with customer friendly  solutions developed from 
the ground up and unencumbered by legacy systems.  

• Disruptors are fast moving companies focused on a 
particular innovative technology or process in everything 
from mobile payment to insurance.  

• They have been attacking some of the most profitable  
elements of the financial service value chain.    

• This has been damaging to the incumbents  who have 
historically subsidized important but less profitable services  
offerings. 

 





CLOSING 
• The sharing economy have started with cars, taxi and hotel 

rooms, and financial services is following.   

• By 2020, consumers will need banking services , but they 
may not turn to a bank to get them or at least may be not 
what we think of as a bank today.  

• The sharing economy refers to decentralized asset 
ownership and using information technology to find efficient 
matches between providers and users of capital rather than 
turning to a bank as an intermediary.  

• Financial institution should seriously consider sharing 
economy opportunities such as partnership with digital 
intermediaries toward how they might deliver services at 
much lower costs. 
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CHARACTERISTIC INDONESIAN 

CONSUMERS 

 Very Creative (is not in 

making something 

sophisticated BUT make 

more Useful  

 Very Consumptive, 

generous spending 

 Very Communal (like to 

communicate , 

heartwarming, smile, doing 

something together) 

 Status Oriented 

 

CONCERNS 

 

 Availability 

 Affordability  

 Quality  

 Useful 
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THANK  YOU…… 


