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01 | Introduction

During the Covid-19 pandemic, and ensuing national lockdowns, one of the key
challenges for financial services professionals involved in customer or client
advisory has been ensuring a smooth digital migration - and that consumers are
adequately served via video conferencing solutions.

Now that the industry has largely adjusted to this ‘new normal’, it is time for
those across the retail, private banking, and insurance sectors to think about
how to further upscale their online customer journey, client service, and
Know-Your-Customer (KYC) processes, by adopting an innovative, omnichannel,
digital customer engagement solution.

This is an important mission. According to McKinsey, 60% of core banking profits
are at risk within the next 10 years. As such, financial institutions need to identify
new ways to remain close to customers and support them along their online
journey, in order to prevent customer churn.

Typically, loyal customers are 67% more profitable than new customers, yet banks
invest five to 10 times more in acquiring new customers, than in keeping current ones.

By providing easier online access to financial guidance and advice for existing clientele,
financial players can assume a more customer-centric approach, which can result in improved
customer retention, and ultimately, increased revenues. For the institution, selecting the
right omnichannel solution through which to interface with clients will also reduce risk, by
serving to validate the identity of participants - thus efficiently meeting KYC regulations.

While the pandemic-induced digital migration has been a challenge for the financial
services sector, client-facing professionals must now surmount an equally large
hurdle - using the shift to online as a springboard to deliver even higher standards
of customer satisfaction, or risk falling behind the curve and losing market share.

9NIINIYIINOJ 03QIA ONOAIE LNIWIIVINT HIWOLSNI TVLIIA -INIAIYHL OL INIAIAYNS WOYS | <


https://www.mckinsey.com/industries/financial-services/our-insights/global-banking-annual-review
https://www.unblu.com/en/resources/downloads/humanize-your-digital-customer-service/

02 | Covid-19’s impact on customer
and client-advisory services

For professionals working in customer and client-advisory services - be it within
lending teams, such as mortgages and loans, or private banking and wealth
organisations looking after high net worth individuals - national lockdowns were a
crash course in maintaining customer service standards via a totally digital interface.

Overcoming this challenge proved crucial. Getting the transition wrong meant
unsatisfied customers and even loss of business.

To remain close to customers and provide support during the economic downturn,
many financial institutions implemented stand-alone video meeting solutions, such as
GoTloMeeting, Zoom, Microsoft Teams or Slack. In the immediate term, this strategy
proved effective, and safely maintained all-important digital customer and client-
adviser interactions.

Yet, many now feel that stand-alone video meeting solutions have served their
purpose, and more needs to be done by financial players to augment the digital
experience. Indeed, according to J. D. Power, overall customer satisfaction has
declined during the transition from branch to digital channels. Clearly, many financial
institutions have so far been unable to digitally replicate the personalised nature of
in-branch experiences.

This is not least because financial players’ video meeting selection process was
largely focused on hastily addressing the business continuity challenges that were
thrust upon them in the immediate aftermath of 2020’s national lockdowns. The
resulting solutions were, as such, serviceable, but far from customer centric.
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https://www.jdpower.com/business/press-releases/2020-us-retail-banking-satisfaction-study

Unfortunately, this shift to digital presents a challenge that does not seem likely
to disappear once the pandemic is over. According to McKinsey, while the use of
online and mobile banking channels increased by 20 - 50% in the first few months of

Covid-19, it is predicted to remain like this even after the pandemic subsides. As such,

forward-thinking financial organisations must now look to the ‘new normal’ paradigm
as an opportunity to focus more deeply on digital strategy, and how to further
upscale their online customer experience.

Arecent SLD study, ‘Retail Banking’s New Reality Report’, supports this claim.
Having asked consumers to rank their preference of seven different banking
channels, before, during and post-pandemic, the study predicts “a rapid decrease

in the importance of the physical branch as customers become more habituated to
the use of digital, which is a behaviour that will linger long-term.” Clearly, consumers
have been conditioned by lockdowns to favour digital banking services, and are
increasingly expecting a holistic digital experience from their banks.

So, is it time for financial institutions to start thinking more strategically about how to
further upscale their online customer journey and client service, beyond stand-alone
meeting solutions?

According to Forbes, many are already getting ahead of the pack: “We are witnessing a
major acceleration in digital transformation programs among financial institutions, with
75% of financial organisations naming digital banking transformation as their number
one priority for 2021, followed by customer experience improvements at 51%".
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https://www.mckinsey.com/industries/financial-services/our-insights/ai-bank-of-the-future-can-banks-meet-the-ai-challenge
https://www.sld.com/white-papers/covid19-and-retail-bankings-new-reality-report/
https://www.forbes.com/sites/forbesbusinesscouncil/2021/02/26/five-banking-customer-experience-tips-to-improve-digital-transformation

03 | Moving to a more holistic
digital solution

More often than not, online customer experience improvements involve implementing
a digital engagement platform that provides deep personalisation features, which are
delivered via individualised websites, text messages, video and online chats. Such a
service goes beyond replacing scheduled face-to-face meetings with a scheduled video
meeting, and serves to augment the client-adviser relationship.

A next-generation digital platform allows customers to interact with their financial
institution in a way that best suits them, and provides personalised guidance and
advice where needed. Achieving this is of particular importance during an economic
downturn such as today’s.

This was a strategy that PAX - a Swiss insurance company that implements
communication and collaboration solutions for the financial sector — adopted in April
2020. By equipping its brokers with digital conversational tools that allow them to advise
their clients online, PAX was able to keep its business and customer service afloat during
Covid-19, in a secure environment that meets required industry standards.

Once again, high tech proved an enabler of high touch services - delivering
productive and personal customer interactions across multiple touchpoints.

The importance of maintaining multiple touchpoints when it comes to customer
experience is hard to overestimate. Being available anytime, anywhere, and on any
device, gives financial players an edge over the competition. Indeed, omnichannel
solutions have been shown to streamline banking operations for customers, and
make the overall experience more flexible and efficient.
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According to Capgemini, 76% of customers expect an omnichannel experience and
59% of customers expect on-demand, anywhere anytime customer service — as
demonstrated in the infographic below.

Customer @ Bank
9 Expectations Priorities
76%

0 Omnichannel experience

Difference
in priorities

Focus on transparency,
ethics, and social responsibility

On-demand, anywhere anytime
customer service

Reduce cost/charges
of products and services

Providevalue-added
FS services

Improve customer
support services

12% 19%

Source: Capgemini

The financial institutions that invest in a seamlessly integrated customer journey will
be rewarded with loyalty and trust - a solid foundation that can, ultimately, generate
increased revenues and conversion rate, as well as reduce the risk of churn.

There is everything to play for in this race. According to McKinsey, doing right by
customers creates long-term shareholder value. In an analysis of 23 publicly traded
US banks, McKinsey found that the half with a high customer satisfaction score
delivered 55% higher returns to shareholders from 2009 to 2019.
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https://www.capgemini.com/news/world-retail-banking-report-2021-to-create-new-value-banks-can-adopt-banking-as-a-service-to-embed-finance-in-consumer-lifestyles/
https://www.capgemini.com/news/world-retail-banking-report-2021-to-create-new-value-banks-can-adopt-banking-as-a-service-to-embed-finance-in-consumer-lifestyles/
https://www.mckinsey.com/industries/financial-services/our-insights/remaking-banking-customer-experience-in-response-to-coronavirus

04 | The key features of an
omnichannel solution

The question that remains is, what exact features should an omnichannel digital
solution have?

Generally speaking, a next-generation digital customer service solution should
serve to augment an otherwise human experience, introducing automation via
artificial intelligence (Al) and machine learning (ML) tools for added convenience
and efficiency gains at every stage of the client’s journey. Bank representatives
should then be able to step in at just the right moment with valuable,
personalised help.

This is key to upholding bank-client interactions in the post-pandemic world.

More specifically, there are six key ingredients that financial organisations should
look for in their digital engagement solutions, namely: know-your-customer (KYC)
compliance protocols, messaging tools, video capabilities, collaboration features,
e-signature functions, and chatbot/Al technology to augment tasks for all parties.

The infographic below illustrates the various use cases for both video conferencing
and chatbot solutions.
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A Hybrid customer journey with a unique interface

Advisors and bots work hand in hand to provide the best customer experience possible
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KYC compliance:
Modern KYC compliance tools reduce risk for financial institutions, by helping them
identify and validate the identity of prospective customers.

This can be carried out via ID propagation, if the authentication mechanisms of the
bank are utilised, or ID verification - all via an online platform.

The ability for financial players to onboard new customers digitally is no longer a
nice-to-have, and is instead a matter of bank survival. If closing cycles are delayed
by cumbersome onboarding processes, sales inevitably suffer. Several studies have
indicated that organisations which invest in customer experience retain an average
of 89% of their customers, compared to 33% of those that do not.
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https://www.unblu.com/en/resources/downloads/humanizing-online-customer-experience/?submittedFormAssetDownload=true

Chatbots:

An initial engagement with the bank may begin with an Al-based Dialogue or
Conversation Observing chatbot conversation. This feature is highly effective at
guiding customers through a financial institution's website, and can serve to augment
the human empathetic experience.

Powered by natural language processing, chatbots instantly interpret and respond
to customers’ needs - becoming smarter as time goes on, thanks to machine
learning technology.

Some chatbot services, for instance, can automate the majority of routine
interactions, such as business inquiries, frequently asked questions, general
information, search information, and routine transactions. This kind of technology
drastically enhances the customer experience - helping to organise simple customer
issues, such as transaction or billing problems, as well as escalate more complex
enquiries to an agent. This serves to ease the workload of relationship managers,
reduce resolution times, and in turn, limit operational costs.

The light-touch chat session, facilitated by bots, is an important development for financial
services professionals to stay abreast of. According to Accenture, 67% of millennials
say they prefer robo-advisory, compared to just 30% of Gen X and Baby Boomers.

Bank of America is just one financial institution that is responding to this demand,
having developed a new chatbot function named Erica, which supports customers
with common financial issues in real-time - driving down operational costs for the
bank, and boosting customer satisfaction levels.

According to the bank, over 10 million customers have already interacted with this service.

After many years' development, this proprietary technology has become anintegral
element of the bank’s strategy to personalise and streamline its online customer service.
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https://promo.bankofamerica.com/erica/
https://www.accenture.com/_acnmedia/PDF-68/Accenture-Millennials-and-Money-Millennial-Next-Era-Wealth-Management.pdf

Messaging applications:

A customer-bank interaction that begins with an initial light touch live chat engagement
on the organisation’s website should be transferrable to other mediums, like a voice or
video call - connecting financial services professionals and customers, 24/7.

A natural expansion of the live chat experience, embedded secure messenger
services hand the financial institution centralised control over all conversational data,
while the customer can send queries to their bank when it most suits them.

Features such as this are critical for a fluid and ongoing conversation. Access

to secure, third-party messaging channels, such as WhatsApp and Facebook
Messenger, can then be layered on in order to further optimise the convenience of
the digital experience.

Financial organisations large and small are already putting some of these next-generation
digital customer engagement features into practice, and seeing strong resullts.

[taly’s largest banking group, Intesa Sanpaolo, for instance, uses digital chat
functions within its e-banking and mobile app to triage issues away from its call
centre. This serves to reduce the administrative burden on call centre agents, while
simultaneously enabling customers to resolve simple issues with speed, online. If
specialist attention is required, however, customers retain the option of escalating
their issue to Intesa Sanpaolo’s call centre.

Should a visual context need to be added to a conversation, Intesa Sanpaolo’s
omnichannel solution also facilitates co-browsing between the customer and the
agent — within the e-banking and mobile app. Since the bank’s agents can see the
customer’s issue in real-time, solutions can be identified with speed.

Intesa Sanpaolo is now expanding on the usage this co-browsing feature, by
deploying it to advise corporate customers, online.

=
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Video calls:

In conjunction with a text conversation with a chatbot or bank agent has taken place,
customers should have the option to join a video call with their financial organisation
if more complex issues persist. All messenger conversation history should, in turn,
be accessible from the video call to ensure bank participants remain abreast of the
customer’s goals.

The perfect medium between the convenience of self service, and the personalisation
offered at a bank branch, an online video session can easily convert an initial
engagement into a business opportunity. Such calls are particularly useful for wealth
managers and prospective clients, for instance, to discuss ideas and opportunities.

Giving consumers the option of continually interfacing with their chosen financial
institution via a compliant and secure video conferencing solution — beyond an
isolated Zoom or Google Meet session - seems to be increasingly necessary.
According to Accenture, there has been a 45% increase in customers'’ interest

for personalised advice from their chosen financial institutions, since 2018. Most
importantly, however, the demand for this advice to be delivered via digital channels
is rising too. To Accenture’s study, 66% of respondents claimed they would like digital
experiences to replace in-person financial services activities.

This is a trend that Spanish financial services company, Renta 4 Banco, capitalised

on during the pandemic. In order to bring savers and investors closer to its adviser
network, Renta 4 Banco launched a timely video call and chat service. Through high
levels of economic uncertainty and market slumps, Renta 4 Banco delivered clear
and transparent information on the situation, and how it is likely to impact customers’
savings and investments.

Thanks to this omnichannel solution, Renta 4 Banco has empowered its network

of 250 specialist investment advisers across Spain to continuously engage with
customers via chat, secure messaging, and video calls - ensuring its investors’ assets
remain protected through the downturn.
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https://www.slideshare.net/accenture/2020-banking-consumer-study-making-digital-more-human-uk-findings-243480592

Collaboration

If further visual support is needed to complete a certain task, collaborative functions
should be utilised. This turns processes such as self-service browsing into a shared
and human experience - enabling relationship managers to, for instance, support
customers through the decision-making process on the website, or fill out complex
financial forms.

Since co-browsing features can be challenging for financial firms to implement, it is
important that the digital platform requires no downloads, installations, or plug-ins.

Here are some examples of co-browsing features that are available to
financial institutions:

« Secure co-browsing behind-the-login sites - for portfolio reviews, for example,
where sensitive information can be masked.

« Co-browsing on public sites - for researching an investment or product, for instance.

e Document co-browsing - for exploring complex proposals, such as pension plans.

« Mobile co-browsing — agents can join customers on their mobile apps, for real-
time guidance on a given issue.

If the right co-browsing solutions are made available in the moments customers need
them most, financial players have the opportunity to hand customers an experience
of unparalleled convenience.

e-Signatures
This seamless digital journey ultimately aims to take customers all the way to the final
stage of the chain - a sales conversion.

To make this possible, it is critical that digital customer engagement platforms
provide financial players and their customers with an e-signature solution, for the
safe, seamless, and secure closure of business online.
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05 | Conclusion

Despite the challenges associated with migrating to a completely digital interface
with customers in the wake of the pandemic, financial services professionals in
customer or client services now have the opportunity to augment their digital
experience, and drive customer satisfaction.

By implementing a holistic digital platform, which facilitates a seamless customer
journey - from engagement options over video and voice, to deeper collaborations
via desktop, mobile, and document co-browsing - financial institutions can help
customers faster, more efficiently, and at any time of day. This, in time, reduces churn
and ultimately boosts revenues.

For financial players, transitioning to digital - and offering isolated Teams calls with
clients and customers - was a matter of survival during the coronavirus crisis. As we
move into the ‘next normal’, however, the key to long-term competitive advantage
and customer retention will be investing in digital capabilities that support every
stage of the customer lifecycle, and deliver true value across numerous touchpoints.
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