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INTRODUCTION

Financial services companies have undergone major transformations in an effort to keep up with
today’s digital experience and technology leaders. Apple Pay and Apple Card, Venmo, eWallets and

Zelle are just a few examples of solutions that have transformed the way consumers think about
handling money and the newfound efficiencies in anything from making mobile deposits, transfers and
transactions to accessing personal information, paying bills, calculating loans and locating an ATM.

In addition to this challenge, well-established financial institutions are also faced with working against
decades, sometimes centuries, of outdated policies, legacy processes, pre-digital cultures and systems,
and are weighed down by the continuously increasing burdens of regulation and compliance. Yet, all
are now working to quickly innovate and create more frictionless, integrated customer experiences to
compete with these digital financial disruptors.

These inherent challenges are continuing to bring many trends to the forefront within the financial
industry. According to PwC’s 2019 Global Fintech report, most financial service executives believe that
using fintech to improve the ease and speed of their service will be key to retaining customers in the
future.

However, most consumers already expect ease and speed during company interactions. Focusing
experiential efforts on these attributes alone may only meet baseline expectations, and not work to
successfully differentiate brands from all digital competitors. Due to this potential shortcoming, it is
essential that financial institutions look not just to the experiences that other financial companies are
providing, but to what the expectation is for customer experience across all industries today.
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https://www.pwc.com/gx/en/industries/financial-services/assets/pwc-global-fintech-report-2019.pdf

{t9/L![ w9thwe¢Y/ - ¢w9b5{ Chw CLb!b/9 3 Lb{!w!b/o9

CUSTOMER EXPERIENCE CHALLENGES THAT
FINANCE & INSURANCE COMPANIES FACE

- Organizational Silos and Legacy Systems

“Most financial service organizations have been around for decades and they built their
technology infrastructure around physical touchpoints (like branches/ATMs) and the
management and movement of things like cash. Their response to digitization was
typically to add new layers on top of existing infrastructure, but keep physical

components front and center. The result is that now many institutions have huge amounts
of technical debt, creaking architectures that were built as a reaction to digital and the
need to continually add to that debt in order to keep up with competitors (at a rate of
change that was unheard of 20 years ago). Add to this regulatory challenges and the
need to navigate state-specific legislation. It’s a significant challenge knitting all of this
together into an experience that is even usable, never mind delightful.” — Jonathan
Grove

Most well-established financial institutions are particularly notorious for being held back by legacy
processes and systems. Building a customer-centric, agile, flexible and collaborative organization from
the ground up comes with inherent difficulties, and it becomes much more challenging when dealing
with 50, 100 and even 200 years of inherited history, processes and infrastructure.

Working under executive leadership that really prioritizes the alignment of internal experiences and
breaking down of silos is integral to moving past these legacy processes. Without this integration of
teams, systems and cross-communication, the customer experience will undoubtedly suffer.
Unfortunately, customer-facing teams — anything from marketing, UX, CX, design, customer support or
sales — are historically susceptible to having incohesive views of the customer.

With these varying customer data points within channels and teams, along with different goals,
objectives and operational silos across departments, any long-term CX strategy would simply be
unsustainable.

The experience of both working for and connecting with a disjointed financial or insurance company
easily leads to frustration due to limited scope of information. Enabling accessibility and correlation of
all data as well as integrating processes is no simple task when working against archaic systems.
However, this type of integration can lend itself to improved performance measurement, deeper
insights and intelligence, and more informed, customer-centric strategies and decisions.
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» Differentiating Your CX From Competition

“Your emotional relationship with a company is a sum of all the interactions with the
business.” — Howard Pyle, Design Thinking Event

Beyond the products or services your company offers, today’s consumers look for experience above all
else. Both physically and digitally, one or two seemingly small pain points that customers may have
disregarded in the past might be the very reason they end up switching to another competitor for their
services. Whether that is a negative customer service interaction, a disjointed online or in-store
experience, or a confusing mobile experience, these things all matter to the customer.

Our recent CCW Market Study found that over 60% of customers consider switching to a competitor after
just one or two poor experiences. It is crucial that companies today really “getit right” and stand outin a
positive way when interacting with their customers.

But where do you begin to differentiate? Are hyper-personalization and proactive engagement most
important to enhancing the customer experience? What about empowering your customer by leveraging
self-service capabilities, utilizing consumer-based research or optimizing machine learning and Al?

“Creating proactive, personalized interactions goes beyond just using the customer’s first
name in an email. It means understanding where the customer is in their journey to
communicate the right products or services at the right time, in the customers channels

of choice. Data is essential for companies to anticipate shifts in customers’ needs,
preferences and stages of life. Whether it's third-party data that shows a home being
listed for sale (indicating an imminent move) or internal data revealing a graduating
college senior will need an insurance policy update, it's critical for financial and insurance
services firms to be able to use data to identify new opportunities. Harnessing data to
understand where customers are in their journey and what their next steps are will help
increase the customer lifetime value and increase retention.” — Dave Bukovinsky
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-+ Weakened Customer Trust in an Increasingly Digital World

Some of the top challenges for financial institutions right now are around addressing and mitigating
security, compliance and data-privacy risks. These issues have proven to be of even greater concern

than dealing with legacy infrastructures and the complexities of replacing systems.

The true goldmine for all financial services and insurance companies — and all companies today — is real
customer data. In an increasingly digital world, data helps to shape both the physical customer
experience and the digital user experience. Data can help determine what matters most to a customer
when visiting a bank branch or their local ATM, interacting on a mobile app or connecting with customer
support. From there, strategies can be formed and actions can be taken to enhance, personalize and
streamline those experiences.

However, as companies work to collect more and more of this information, consumers are inherently
more susceptible to fraud. Even the most reputable, well-trusted brands have fallen victim to fraud.
Today’s consumers are fully aware of this and are therefore less trusting as a result.

Differentiating from competition by creating a more immersive, seamless digital experience must be
balanced by openly addressing concerns around customer trust and transparency. These issues will only
become more important for consumers going forward, as COVID-19 has shifted so many of our typically
physical experiences to digital ones.

“One of the things we're really hearing about, I'm sure you can imagine, is fraudsters never
like to let a good crisis go to waste. And we have been seeing a lot of fraud and
interesting aspects of how people are leveraging user identity as well as cards. So, it's been

something that we've said, ‘Okay, we are seeing a skyrocket or a big jump up in
regard to our fraud, what can we do?”” — Kris Crichton, CXO Virtual Exchange May Event
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=+ Making Sense of the Data

There are so many customer touchpoints and channels today within the financial services industry. From
mobile and web browsing, apps, customer support and service, ATMs, in-person and phone interactions,
the channels that these companies have at their disposal to gain valuable customer data and insights are
seemingly endless. This can severely complicate a company’s ability to accurately identify and leverage
which customer insights matter most to the customer experience.

The companies that are truly able succeed in making sense of the information are the ones who can
differentiate their customer experience from the rest, and provide something tailored to all varieties of
consumer bases. Consider Netflix’s Alrooted personalization engine that utilizes customer insights to
provide suggestions in real-time, Spotify’s personalized “Made for You” playlists, or Starbucks’ unique
in-app messages and specialized offers. These solutions are all simple, seamless and efficient, yet
exceptionally personalized to the user.

It's no secret that more customer-centric experiences require precise, actionable data and analytics. But
without the proper strategies, systems and teams in place to dissect this data coming from these
different touchpoints, it all becomes much more complicated to master.

= Customers Still Look for Human Touch in the Financial World

Although certain industries and companies are able to operate and thrive within fully digital
environments, this is not necessarily the case when considering the experience that customers look to
have with their financial and insurance providers.
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It should come as no surprise that although younger age demographics prefer interacting digitally, older
generations show a greater preference for person-to-person contact and are generally distrustful of

mobile or online interactions.

Human interaction, albeit significantly reduced, will likely remain a very important part of the customer
experience within the financial industry in particular. We have all experienced the frustrations of being
unable to resolve a complexissue online or via self-service. When working with sensitive financial
information and data, the ability to speak with a representative directly still holds significant value for

customers.

The financial services industry in particular must continue responding to the changing needs that best
suit consumer needs. And in the midst of adopting new technologies and integrated systems that will
provide many bengefits to customers, it is important to find that balance between digital and supporting
the need for human touch or interference.

The exact balance between these two approaches is still to be found, but there is no doubt that there is
considerable room for growth in the sector. Those still debating between implementing “more tech or
more humanity” are likely missing the point, as the best technology actually increases humanity.

THE FINANCIAL AND INSURANCE CX TRENDS
THAT HAVE EMERGED AS A RESULT

While the challenges these companies have been facing are quite cumbersome, many trends have
emerged as a result. Ultimately, these trends all work toward optimizing the customer experience —

wherever, whenever and however the customer would like to be served. Although some are more
technologically driven than others, it has become clear that every objective must have the customer’s

trust and best interest in mind.

..............................................................................................................................
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= Crafting an Omnichannel CX Strategy Through Backstage Integration and
Internal Collaboration

“Proactive customer engagement is key to delivering a personalized experience, but too
many companies are instead reactive. Companies have to go beyond merely adding the
: latest channel or collecting more data. Channels will change, so it’s critical to have a
\‘i > strategic plan in place that unites silos and uncovers customer insights. This will help

ensure an omnichannel experience that is seamless and friction-free.” — Dave Bukovinsky

Enhancing and integrating only customer-facing channels and touchpoints is only a Band-Aid fix to a
much more complex issue. The first big step to take in delivering a more customer-centric experience is
to create and encourage full internal integration. This alignment is achieved through top-down shifts in
approach, strategy, mindset and technology. C-suite and executive leadership buy-in is crucial to
embracing a customer-first mindset and setting up teams with the tools and technologies they need for
internal cross-collaboration and integration.

According to a CSG-commissioned Forrester study, decision makers say that their top challenges around
delivering a good customer experience are internal struggles, including a lack of cohesive strategy
across teams (48%) and silos of various customer experience operations across the organization. This
becomes particularly concerning for financial institutions who are known for their largely complex
systems and outdated policies. Organizational and operational silos ultimately make implementing full
integration of systems and processes an unrealistic goal in creating a truly omnichannel experience.

Though it is no simple task to align all backstage players and systems, it is a major factor in ensuring that
data, strategies and efforts across teams within day-to-day operations are shared and leveraged in a way
that, in the end, is more valuable for the customer.
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