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Hello!

Current Role: Director of Data Science at Arkatechture and a partner at the firm.
Experience: Over 30 years developing and implementing data science solutions at
scale.

Expertise: Deep background in harnessing data to drive informed action, specializing in
risk management, quantitative methods, and driving change management in data
science.

Impact: Direct efforts have resulted in tens of millions of dollars in loss avoidance and
multiples more of increased revenues. Currently advising community Fls on growing
revenue and margins.

Client History: =~ Advised and implemented solutions primarily at financial services
companies, ranging from top -ten banks to community financial institutions (such as

Machias Savings Bank, United Community Bank, and Stock Yards Bank) and boutique
finance companies, while also consulting across all industries.

Pat Lapomarda

ecosystem designed for financial institutions and the predictive suite of models: Director of Data Science
Segmentation, Attrition, Next Best Product, Next Best Customer, and Next Best Action.

Product Involvement: Collaborated on developing Arkalytics, a data and analytics

Education: Graduate of the College of the Holy Cross; completed graduate studies in
Mathematics at Wesleyan University.
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arkgtechture

Arkatechture is a data and analytics company dedicated to
empowering community banks with a better understanding of
their customers & organization through data.

We are a team of data lovers and technical experts who use

our skills to help FI's of all sizes harness, utilize, and optimize
their data.

Arkalytics is a cloud - native analytics and reporting solution tailored for Banks and

a r -~ I Y T I C s Credit Unions. It integrates your data sources into a fully managed single source of

truth (Data Lakehouse) to unlock a suite of dashboards and connectivity options. We
build your data foundation so you can build a better customer experience.

ﬂ Governance 2% Workbenches ihil Dashboards ¢: Analytics

Build Trust in Your Data
Analytics Practice Analytics Capabilities Financial Dashboards Ana lytics

Ieverage Self-Service Executive,Operational, & Al & Predictive




MBA & NCBA Endorsed Partner, AM SBA & S&P Global Partnerships

5 Banks ¢ 5 Arkalytics in 17 States
Banks

SaaS & other solutions for $100m - $10b+ banks

“‘We’'re very excited about this relationship with Arkatechture

because we're providing our members a valuable resource as Arkalytics - $500m - $9.8b
they navigate the digital journey — which is critical in today’s Custom Analytics: - $2.5 - $9.2b
business environment. Our focus is on educating banks about SNL Banker Support: $375m - $8b

the importance of data analyftics and offering them support =
through Arkatechture’s expertise.” Staff Augmentation - $367b

Associate Memberships
TN Lauren Perry

' 3‘ President
=)

)Tanya Duncan
¥ EVP Revenue & Strategy

f FLORIDA
KBA 5[ ARKeRs
L ASSOCIATION

-/
L

[T‘ Mass Bankers

“Ultimately, the partnership with Arkatechture enhances our

member banks’ competlitiveness, as it provides them with
more knowledge fo make better decisions.”
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Building a Community of Data - Driven Banks & Organizations
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Jamie Dimon
JPMorgan Chase CEO

"Each year, | try to update you on some of
the most important issues facing our
company. First and foremost may well be the
critical impact of artificial intelligence (Al).

"What we do is the same thing that a community bank does other than global investment banking. If you
walk into a small community bank, they know your business account, and they know your consumer
account.”

JPMorgan Chase has been actively investing in and leveraging Al for years, with over 2,000 Al and machine
learning experts and data scientists now employed by the bank. They have implemented over 400 use cases
for predictive Al and machine learning in areas such as marketing, fraud and risk management. The bank is
also actively exploring the potential of generative Al (GenAl) to enhance software engineering, customer
service and operations, and overall employee productivity.
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The Al Reality Check: It's Not the Model, It's the Data

Al tools don't fail because the models are broken —they fail because they don’t use
decision - grade data.

© arkatechture. All Rights Reserved.


https://www.rand.org/pubs/research_reports/RRA2680-1.html
https://www.rand.org/pubs/research_reports/RRA2680-1.html
https://www.rand.org/pubs/research_reports/RRA2680-1.html
https://www.gartner.com/en/newsroom/press-releases/2025-02-26-lack-of-ai-ready-data-puts-ai-projects-at-risk
https://www.gartner.com/en/newsroom/press-releases/2025-02-26-lack-of-ai-ready-data-puts-ai-projects-at-risk
https://www.gartner.com/en/newsroom/press-releases/2025-02-26-lack-of-ai-ready-data-puts-ai-projects-at-risk
https://www.gartner.com/en/newsroom/press-releases/2025-02-26-lack-of-ai-ready-data-puts-ai-projects-at-risk
https://fortune.com/2025/08/18/mit-report-95-percent-generative-ai-pilots-at-companies-failing-cfo/

Your Roadmap to Practical Al Value

o The Foundation: Data and ROI Matter
o Why is data so valuable?
o ROI of data and predictive analytics (Al) investments

e community banks can use data & Al to compete and thrive
o Benchmarking / business performance (KPls / KRIs)
o Customer experience

e Leveraging data into to drive high value use cases
o Expanding business with existing customers
o Acquiring new customers and deposits

e Clear to drive growth and innovation



“The world's most valuable resource is no longer oil, but data.”

- The Economist, Forbes, etc.

-8

Just like oil, raw data needs to be refined before its value is fully realized.

© arkatechture. All Rights Reserved.



When Will Data Be Exhausted

Projections of the stock of public text and data usage
Effective stock (number of tokens)

Estimated stock of human-

Z EPOCH Al

Dataset sizes used to train
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CC-BY
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Achieving Value With Data:
The Nucleus Framework

According to a study conducted by Nucleus Research, analytics technology returns

188% ROl

1. Reporting
Automation

One client reduced the
time it takes to generate a
report from 16 hours to 15
minutes. (98.5%)

1. Investing in Analytics returns $9.01 per dollar spent. Nucleus Research

$9.01 for every

dollar spent. Furthermore, Al - powered analytics now improve analyst productivity by 27 to 43 percent.

389% ROI 968% ROI 1,209% ROl

2. Strategic
Dashboards

Ll

Another saved $30,000/year
by switching to the Arkalytics
Marketing dashboards.

3. Self- Service
Analytics

cO>
rm\\

70% of employees are now
licensed Tableau users at an
established Arkalytics FI.

2. ROl of Business Analytics Increases Significantly as Solution Matures. Nucleus Research

© gkateAlpowerdd-analyticsdmproves productivity by 27 to 43 percent, Nucleus Research

4. Predictive
Analytics & ML/AI

Arkalytics FI's are deploying

pooled analytical models for
segmentation & attrition.


https://nucleusresearch.com/research/single/investing-in-analytics-returns-9-01-per-dollar-spent/
https://nucleusresearch.com/research/single/investing-in-analytics-returns-9-01-per-dollar-spent/
https://nucleusresearch.com/news/roi-of-business-analytics-increases-significantly-as-solution-matures/
https://nucleusresearch.com/news/roi-of-business-analytics-increases-significantly-as-solution-matures/
https://nucleusresearch.com/research/single/ai-powered-analytics-improves-productivity-by-27-to-43-percent/
https://nucleusresearch.com/research/single/ai-powered-analytics-improves-productivity-by-27-to-43-percent/
https://nucleusresearch.com/research/single/ai-powered-analytics-improves-productivity-by-27-to-43-percent/
https://nucleusresearch.com/research/single/ai-powered-analytics-improves-productivity-by-27-to-43-percent/

Competing with Data: Benchmarking & Performance

FI Benchmarking | Peer Group Configuration @

Report Cycle: December 31, 2025

This FI Benchmarking Dashboard powered by Arkalytics was designed to allow for comparison of key metrics to other credit unions and banks based on peer groups and the overall industry using NCUA and FDIC datasets.
To determine the Peer Group used throughout the three tabs of the dashboard, choose one of the following:

1. One of the common peer group configurations (asset size, region & industry peer group) which will auto set to your institution's respective group
2. Build your own custom peer group by setting specific dimension and measure field requirements

STEP1: SELECT COMPARISON INSTITUTION [covcon savings sanic -] AND REPORT CYCLE [1z3vz0es aJ
STEP2: SELECT FI TYPE COMPARISON GROUP STEP3: PICK METHOD FOR SELECTING PEER GROUPS
CUs + Banks Credit Unions Common Peer Group

STEP3: DEFINE PEER GROUP SELECTION

Dimension 1 Measure 1
o [state -] - =)
i 1 = ﬁ 1G D1
- ~

w Dimension 2 o= Measure 2

= | -] ) =
= -l ~ 10 D1
v =

E Dimension 3 2 I Measure 3 .
= [ -] w

o | - 2 .10 D1

Institutions in Peer Group
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Anchor on the Facts: Peer Group Comparison

Fl Benchmarking | Institution Scorecard @

Report Cycle: December 31, 2025

LINCOLN SAVINGS BANK 194
Institutions in Peer Group

Benchmark Institution Instititution Growth % to All Institution Avg All Instititutions (Avg) All Instititutions (Median) All Instititutions Growth (Avg)
Total Assets $1,752,564,000 ¥-13% A 205.5% $573,738,719 $273,808,000 A21%
Number Of Members

Total Share Amount

Total Share Count

Total Loan Amount $1,166,780,000 ¥-58% 4 193.2% $397,953,065 $181,082,000 A25%
Total Loan Count

Total Net Worth $154,574,000 A0.4% A 161.5% $59,120,338 $27,692,000 A3.5%
Total Liabilities. $1,597,990,000 ¥-15% A 210.5% $514,618,381 $248,785,000 A19%

Total Borrowings

Total Net Income -$545,000 ¥-216.5% ¥ -108.1% $6,763,056 $3,141,000 A39.1%
Total Interest Income $90,926,000 A315% A 221.6% $28,276,775 $13,680,000 A355%
Total Non Interest Income $10,689,000 A258% A 199.3% $3,571,615 $861,000 A427%
Total Non Interest Expense $53,668,000 A335% A 352.7% $11,854,385 $5,610,000.00 A 36.5%

Total Investments
Number Of Full Time Employees 220 A14% A 248.5% 63.1 31 A10%

Number Of Part Time Employees

© arkatechture. All Rights Reserved.



Understand the Trends: Organic vs. Inorganic Growth

LINCOLN SAVINGS BANK vs.

| Click a trend to change the Report Date selected
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Fl Benchmarking | Benchmark Matrix @

Total Assets
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Dig into the Trends: Driving Operational Action

Fl Benchmarking | Top Performers @

Report Cycle: December 31, 2025

Ben(hmarkMet:icl B ber 2025

Top Institution ROE Rankings Over Time =
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Understand Your Customers in Your Market

Market Analysis | Member Analysis

1,030,431

# Households
in Market

Members vs. Market

Very High Money I:ﬂénagem
Assets Savers

Credit Consumers
High Assets Money Managers

Savers

Credit Consumers
Moderate Money Managers
Assets Savers

Credit Consumers
Low Assets Money Manager

Savers
Credit Consumers
Very Low Assets N/A

[Asser »| [Benavier -

Segment Name

M High Assets, Credit Consumers

[l High Assets, Money Managers

W High Assets, Savers

B Low Assets, Credit Consumers

1| Low Assets, Money Managers
Low Assets, Savers

B Mocerste Assets, Credit Consumers
Moderate Assets, Money Managers
Moderate Assets, Savers

Wl Very High Assets, Crecit Consumers

M Very High Assets, Maney Managers
Very High Assets, Savers

W Very Low Assets

© arkatechture. All Rights Reserved.

Data As Of : 7/23/2025

713.4

Vantage Score

®

Market Avg. Household

Members as
%% of Market #Members % of Market
9.04% 10,247 11%
561% 4,043 7%
3.27% 1348 4%
B.83% 8,103 10%
B.81% 9,079 10%
5.84% 4,213 7%
5.05% 3,124 &%
7.31% 6,775 9%
10.15% 12,553 12%
5.15% 3,184 6%
£.71% 5,528 8%
9.72% 11,018 11%
1451% 25,418 17%
L &

[

o0 [

[ J

L [ 1)

[

[

L [

Irend Analysis | Uata Export |
$80,104 $333,460 $76,646 33.44%
Market Avg. Household Market Avg. Household Market Avg. Household Market Avg. Credit
Income Assets Deposits Utilization
#
Segment Name Households
11% Wery High Assets, Money Managers 93,155
e ———— ] Very High Assets, Savers 57,757
I
o] ey Vary Hign Assets, Cradit Consumers 33,709
10% High Assets, Maney Managers 81,028
e —— ] High Assets, Savers 80,794
 — g Hign Assets, Credit Corsumers 60,185
i 128 Moderate Assets, Money Managers 52,068
&% Moderate Assets, Savers 75,283
% Moderats Assets, Credit Consumers 104,607
11% Lows Assets, Money Managers 53,060
Low Assets, Savers 69,106
20K 40K BOK 80K 100K 120K 140K T ARaaa Cradi Comaiian 100,163
Very Low Assets 149,516
Average Age . . . . . ‘. .
Average Household Income . . . . . d . .
I
Married Percent [ I ] [ I ] |® [ ] [
Children Percent ® [ X | @ ®
Average Assets - . . . | .
Average Deposits . . . | . . .
Average Credit Usage . . 4 . .| .
Home Ownership Percent ® ® ® 9
Average Home Value . . . . 4 .
Average Vantage Score [ W ] £ & | [ ]




Know your Customers More Deeply and Act on it

Customer At A Glance @

SEARCH Data As Of: January 22, 2024

0.0%

NEXT BEST PRODUCTS

[T
= RICHARD LADEN 5 Bank Relationship Start: 6/18/2014 12 = w ATTRITION PROBABILITY
: = Date of Birth: 10/19/1965 | Age 58 3 Fal : ; () Home Lending Very Low
el ") CurrentBranch: Branch S o 2 0000000184 Cm
W 5 E -
2 TESST@SYMITAR.COM L LatestCredit Score: 626 v a 0
(=] E ‘; Bankruptcy Flag: N 3 W @ Credit Card
v L) Deceased Flag: N bl & - TRUE CU ENTHUSIASTS
Home: 619-555-1111 | Cell: 619-555-1111 v g: < -
¢ I = 1 © savings CUSTOMER SEGMENT
o Mail: 10119 FONDO RD, DSSADFEA, SPRINGUALLEY, CA, 91977
Hover For More Details
b - —
g . Py () : = iy -
2 = == =0 ad
a $6,761 $0 $25,579
g Basic Banking Auto Lending Home Lending Certificates of Deposit General Lending Credit Cards Individual Retirement Commercial Lending Student Loans
[-% 2 0pen Accounts 0 Open Accounts 0 Open Accounts 0 Open Accounts 1 Open Account. 0 Open Accounts 0 Open Accounts 0 Open Accounts 00Open Accounts
w
SHARE
5 8 Primary ® s o ® y i
2
g % Today
& 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024 J
(7] w ,,  JOURNALVOUCHER 36.6% | 45 w
= >
o g = CREDIT/DEBIT CARD 28.5% | 35 w S
o o 3 CHECK 10.6% | 13 w5
. . ) § o T ACH [6:5% [ 8 7
w Home Banking Mobile Banking Debit Card P> < & <
3 Enrolled Not Enrolled Card Associated w ATM 5.7% | 7
P Lastlogin 2023-09-1.. Last Login 2023-09-1.. = gzq i i e il T acti
= < ransaction . ansaction Transaction : Transaction
o o ’g_ o 5 Effective Date ACCOUNt Type Description et Caddt Biaich Transaction Comment 1 e
: = E S S8 /22024  COREACCOUNT D Corporate.. Null $280.00
« V ; g S £ S 1/22/2024  COREACCOUNT D Corporate.. Null $1,045.00
i
MEL = g 1/19/2024 MEMBERSHIP SHARES D Corporate.. Transaction Comment a6 $0.20
Direct Deposit Bill Pay E-Statements : :'_‘ =] E 1/18/2024 CORE ACCOUNT w Corporate.. Transaction Comment G $0.20
Set Up SetUp Not Enabled e g 1/18/2024 CORE ACCOUNT w Corporate.. Transaction Comment PLqt730gtPrg8  |$19.80
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Register
Interest Now

Full
Financial
Profiles

Market

Analysis

Banks can combine internaland externaldata sources to move beyond
lim itations ofsiloed first-party data to have a fuller,more integrated view of
theirconsumer &commercialcustomer financiallives.



Know Your Customers: Segmenting for Success

BEHAVIORAL TYPES

Credit
Consumers

loney
IV
SRV Managers

Dependent
Models

Fok e Attrition

$75k e Next Best Product

ASSETS

e e Acquisition for
the Bank

$1.5M

HEE pere.
Product Category

Savers Credit Consumers Money Manage

This profile values trust and This profile exhibits impulsive This profile has complex financial

simplicity, preferring rhythms and materialistic themes, arrangements Wiida! multiple

consolidated finances and with credit-driven financial decisions institutions, blending advisor

following trusted guidance. that vary based on wealth levels. guidance with self-direction and
calculated risk-taking.

© arkatechture. All Rights Reserved.



Analyzing Segment Profitability and Risk

o~um=m - - -
[ ]

Savers 26% 35% 25% 2.8 2.3

Segment has the Auto loans and Lower the average
¢ largest share of HELOCS are the go-to utilization of most
=/ Money Managers deposits. 1in 10 open lending products for offerings except for
a money market this group. Personal online banking and

product. loans play at the wealth mgmt.

higher asset levels.

© arkatechture. All Rights Reserved.



Dig into the “Big Picture” to see your Customers

Market Anaiysis | Member Analysis

Irena Anaiysis | Uata Export

Analytics Edge: Market Analysis (7) | U] eYo [Y g1 &-ToTe INAe1V] ¢
Data As OF : 7/23/2025 f k
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9 Month Certificate Promotion:

There had been two PRIOR waves of this promotion.

The third wave focused on Savers and Money Managers
with engaging content in ways that would matter to them

most!

The marketing spend was more targeted and more
meaningful. The results speak for themselves.

Wave 1 3 months $1.5 million $1.8 million $84,000
Wave 2 8 months $3.2 million $3.7 million $450,000
Wave 3 2 months $6.4 million $6.7 million $6,000,000

MAXIMIZE

YOURSAVINGS!

Take control of your financial future .
with these speual offer - '

EARN

5.00:

 WITHA
9-MONTH
CERTIFICATE

*Annual Percentage Yield

4007

WITH A PREMIUM
MONEY MARKET
ACCOUNT




Additional Use Cases & Capabilities for Data Across Your Bank

Cross-sell/Upsell

| (Next Best
Product)

] Retention | |

ot

Chat-to-SQL Convert natural language into Ask “What were our top-performing loan
with LLMs SQL queries instantly products by branch in Q1". Get chart ready
data.
T Document Al Extract structured data from Parse complex mortgage documents — like
unstructured docs (PDFs, etc.) appraisals, title reports, etc.

Sentiment Returns a numeric score of Understand customer sentiment in survey
Analysis degree negativity or positivity feedback, call transcripts, or support tickets
Text Generate plain-English Summarize vendor contracts, service level
Summarization summaries of complex data agreements, or disclosures
Cortex Search Search unstructured data with What's our procedure for re-issuing a debit

© arkatechture. All Rights Reserved.

natural language queries card after fraud?"



Remember, AINeeds High-Resolution Data

aaaaaaaaaaaaaaaaaaaa

salesforce

!l ncino

Q2

meridian




Data - Driven Learning Loop

error bars
il
COMPARISON/
STRATEGIC DECISION 8 (Model/Al) “ MONITORING CALIBRATION/FEEDBACK

(Informed Estimates) (Predicted vs. Actual) (Higher Trust/Confidence)
REFINED STRATEGY A Wh

(Full Loop) ‘ FUEL

PREDICTION/DECISION

LEADERS MUST ASK: HOW HAS THE MODEL PERFORMED? IS IT GETTING
SHARPER? UNVALIDATED ASSUMPTIONS & HALLUCINATIONS LIKELY.

B § |~

INTEREST RISK, LIQUIDITY RISK, CREDIT RISK J Al COLLAPSING{ OPERATIONAL  COMPLIANCE RISK REPUTATIONAL J

THE TIMELINE RISK RISK

© arkatechture. All Rights Reserved.



ArkalQ: Your Al - Powered Analytics Assistant

ArkalQ is designed to bring the power of
Arkalytics in a simple, no-code, conversational
interface to Arkalytics end users.

This tool enables technical and non -technical
users to query enterprise data using natural
language, get relevant suggestions, and receive
validated, permissioned SQL  -based responses.

Can you give me the direct loan growth versus indirect loan growth for 2024 and 2025

G Direct vs Indirect Loan Growth Rate for 2025




ArkalQ Preview

let me get that answer for you...

arkalQ is here



http://www.youtube.com/watch?v=LsFLLu_jjgk

Using Al to Win: What You Can Do Today

r

@ Align Alwith Business outcomes

r

$ Requires Executive Ownership and Investment. Alsuccess MOdernize your data StaCk
| #%” demands sponsorship from leadership (not just IT) . .
There is no Al Strategy without a
-
aa Develop Alliteracy by building a culture of experimentation ] data strateagy!

and responsible innovation

p
ey . .
. o . Centralize relevant data in a modern
.'l' Integrate Alinto the core way your organization thinks and Py
L operates,ratherthan treating it as a one-off project or trend data-Lake house

- Democratize Data Access & explore data
-
Q Build Alinto workflows to trigger actions from insights safely

-
@ Eliminate data silos —combine core
W banking, CRM, LOS, Online banking etc.

-
ﬁ Setup and Prioritize policies, governance and compliance

©® Implement Data governance, Observability
‘O& Data Quality

You don’t need to be an Al lab to win with
Al. YOUjUSt need clean data, the right " Start documenting. Invest time in
tOOIS, and a culture ready to use them enriching your existing documentation




Navigating Regulations: Driving Safe Innovation

e FDIC FIL-15-2026

[©]
[¢]

Model Risk Guidance refers to other regulations
Statement of Applicability to Institutions under $30 Billion in Total Assets (up from $1B)
| “This guidance is expected to be most relevant fo banking organizations with over $30 billion in total assets...However, in
some situations, this guidance also may be relevant to banking organizations with total assets of $30 billion or less...”
“.certain circum stances (e.g.,an urgent business need) maynecessitate using the modelbefore validation is com pleted.In those
cases,sound practice involves greater attention to the model’s lim itations when considering the appropriateness ofits use,informing
relevant stakeholders ofthose limitations,and determining appropriate controls..”

e How to address regulations

[e]

o O

O O O O

Guidance on GenAlis stillemerging:“Generative Aland agentic Almodels are noveland rapidly evolving. As such,they are not within
the scope ofthis guidance.Nonetheless,a banking organization’s risk management and governance practices should guide the
determination ofappropriate governance and controls for any tools,processes,or systems not covered in this document. However,
the principles described in this guidance apply to traditionalstatisticaland quantitative models and non-generative,non-agentic Al
models”

Survey staffwhere they are using GPT/AIlm odels

Add them to existing modelinventory and document uses

Remediate anyuses that violate privacy guideline or InfoSec policies (could be amendment to policies to address Data
Classification/Sensitivity)

Develop and document validation ofuses,including appropriate testing, where applicable

Ensure there is a clearunderstanding ofthe underlying data used in training the models

Confirm that the modeldeveloperhad a right to use the training data,so derivative works are not subject to litigation/fines

Work with the models,even ifyou don’t use the result,so you can plan


https://www.fdic.gov/model-risk-management-revised-guidance.pdf
https://www.fdic.gov/model-risk-management-revised-guidance.pdf

Your Action Plan: The Data Strategy Assessment (DSA)

04
v Gap Assessment IMPLEMENT,

MEASURE & EVOLVE
“What do | need fo do to get ready
efor data analytics?”
Projected ROI
“Where can | specifically realize the
value locked up in my data?”

01
v Prioritized Roadmap ASSESS DATA

MATURITY & GAPS
“Where do [ start and how can |

forecast my gains?” Boost your chances of success
by identifying key stakeholders,
building an actionable plan,
and defining how you wiill

measure the results.

v KPI Benchmark
“How will | measure my results?”



Start your
Journey Today

arkgtechture

See beyond your data. Predict what's next.

www.arkatechture.com
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