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FIRST SECTION

The banking (r) evolution

Banking has been a fixed system for a long time. There have been good reasons for this; financial services have 

been regulated through international laws for centuries and this has mitigated against radical change related to 

the basic structures and the ways the institutions worked.



In the last few years this has changed. Not only have governments been keen to embrace open banking standards 

but challenger banks have arisen, unencumbered by the older ways. Externally to the banking industry, the customer 

is evolving as well. More than one generation of people now expects to be able to transact everything on their 

phones, and they are accustomed to details being shared. It may be controversial and it may not please everybody 

but large sections of the world’s population put up with the social networks using their data if they get to use the 

networks for free as a result – and they are starting to look at their banks in the same way. 

This omnichannel approach is here to stay and increasingly, banks need expert help in achieving it.

In 2020 the world was gripped by the Coronavirus crisis. Nobody knows what the long term effects will be on business 

and banking in particular, but we have learned that extraordinary things can happen beyond anybody’s control. 

Banks can no longer assume that if they fail to automate, customers will turn up in person and do their banking the 

old fashioned way. If they’re in lockdown they won’t be able to. Covid-19 has told us that a flexible approach that 

works while the customer is absent has become essential.

Customers are evolving

External circumstances
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This is why established banks have started to look into technology. In the figure below we can see how technologies 

are starting to encroach on the more traditional methods; augmented and virtual reality are not having a massive 

impact on the sector yet but blockchain, the new ultra-secure networks in which everyone has an identical copy of 

the same data and the link cannot be broken, is starting to become important. The Internet of Things (IoT), in which 

objects as well as computers are connected to the Internet, is making a significant impact and anyone who doubts 

this has only to glance at a smart terminal for their proof. Robotic Process Automation (RPA) is prevalent in the 

contact centre and will expand elsewhere, ensuring that dull tasks are removed and replaced by automation instead 

of sent overseas, payments are now happening through smart watches and phones, the cloud is vital and when 

people call for help they no longer worry about whether they are talking to a human or a chatbot. The omnichan-

nel – a continuum in which customers approach the banks through multiple touch points and expect a consistent 

experience – has become a reality.

This prospective insights will explore some of those changes and trends and the impact they are having, and how 

they will affect the key organisations in the sector.

Banks and technologies
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One point to note in the graphic below is that there is a tendency to get away from physical networks. In traditional 

banking the physical network was everything, and in the early part of this century the virtual networks simply imitated 

them. The emergence of open APIs and everything else in the table suggests that the dependency on the physical 

is going away, with customers feeling comfortable as they move through the virtual elements. The environment has 

changed but the underlying skill set in the banks has not, which is why a business partner who understands the 

virtual world has never been more mission-critical.

Physical vs virtual networks: the new customer journey

Impact of technologies on
banking over the next year

Open APIs

Conversational Interfaces (Chatbots, Voice Device Interface)       5,10

Advances Analytics/AI/Machine Learning

Cloud Processing

Mobility and Wearables

4,83

4,45

4,05

3,56

3,49

Quantum Computing

Augmented and Virtual Reality

Blockchain

Internet of Things (IoT)

Robotic Process Automation (RPA)

4,87

4,97

5,66

5,68

Open banking regulations are gaining the support of governments internationally. They require big banks to permit 

their customers to share their own transaction data with third parties, which is made possible through application 

programming interfaces or APIs. Innovation from the convergence of technology and financial services in the pay-

ments sector has all but exploded and this will continue in the future. Nobody should underestimate the culture 

change the customers have gone through in order to make this happen.

This is not just hot air. PWC has forecast the shape of banking into the 2030s and says 61% of bankers say cus-

tomer-centricity is going to be very important while only 17% are very prepared for it. 87% said innovation was 

important while 11% said they were very prepared for it. The thing to understand about open banking is that it puts 

the customer in control of their banking environment – they will perceive it much more as “theirs” already now that 

they carry it on a device in their pocket.

Open banking and PSD2: competition makes things work
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Ease of sharing their data means they will increasingly be able to switch providers and pick products, meaning banks 

will face more competition from user-friendly rivals, from tech-giants to well-known consumer service companies 

with good customer relationships. The process has already started, with challenger banks joining supermarkets 

offering financial and banking service – note that the supermarkets’ involvement predated the changes in technology 

and serves as evidence that the customer was already hungry for the change.

The bank of the future, whether a challenger or an established player, therefore needs then to utilize new technology 

efficiently. The Facebook generation expects it, and does not care that it is talking to a robot. The implication for the 

banks is the need to move to a more open model and adopt new kinds of partners to better service their customers 

and improve their customer experience.
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A great frustration among the customer community in the banking world has been the speed of a transaction. In 

an era in which a video can be made in London and received in Sydney instantaneously, exchanges of money still 

happen at the speed of the 19th century – and lack 100 per cent up to date security.

If the forecasts are correct – and Comdata among others believes they are – then blockchain technology could put 

an end to that. It can only do this, though, if the existing infrastructure is discarded in favour of blockchain. The 

principle sounds simple; everyone has an identical database of every financial transaction and if one copy changes, 

everybody’s copy does the same; the difficulty is in dropping the entire existing infrastructure.

An Accenture report says nine out of ten banks are looking into the impact blockchain could have on their future. 

It will need a global agreement on banking standards and for everyone to adopt the same technology. It is a strong 

possibility and the will is there, but nobody should underestimate the difficulties in achieving full blockchain com-

pliance across the world.

Blockchain: the distributed ledgers have a bright future
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https://www.accenture.com/gb-en/insight-blockchain-technology-how-banks-building-real-time
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Market segmentation was simpler when banks and other stakeholders knew very little about it. To attract attention, 

a bank or other entity would advertise in a newspaper or magazine it believed to be popular among its target demo-

graphic and assume that enough people would see it to make the investment worthwhile.

The Internet started to change that some 30 years ago. It became possible to see who was looking at what and as Ro-

botic Process Automation (RPA) and later Artificial Intelligence (AI) became more widespread, crunching the numbers 

and narrowing down the demographics became feasible.

The sea change for the banking sector has been considerable. Instead of targeting, say, young people with a mailout 

for mortgages, early middle aged people to remind them they need to start thinking about a pension urgently if they 

have not already, communities can be stratified according to interests, lifestyle, family size and other factors. Apply 

the right AI to all of the data and analytics can start forecasting what someone’s needs will be in the immediate future.

The result is that whereas a previous demographic might have included “pensioners” or “under 25s”, the granular 

analyses that can now happen mean it is possible to have a demographic consisting of one person alone. The 

concerns are that people will feel stalked rather than helped; that even if privacy laws are updated to take account 

of what is achievable and an assiduous bank complies with them completely, the customer needs to feel that their 

privacy has been respected. Once again, the changes happening are cultural and psychological as much as technical.

This is one of the many reasons banks are poorly advised to try to achieve these changes alone. The right specialist 

such as Comdata in Customer Experience and Business Process Outsourcing is essential. Mediolanum bank expe-

riences is crucial in this sense: “The desire to leverage the opportunities offered by these new technologies led us to 

adopt the solution of a Fintech company with which we partnered for the implementation of AI techniques applied 

to the validation of rating models in our Risk Management area”, said Pierluigi Vergari, Operations & ICT Manager 

Mediolanum Bank.

Artificial Intelligence (AI) and Big Data

Building personalization at 
scale begins with rich data

Data Foundation

DecisioningDistribution

Design
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SECOND SECTION

Improving the customer experience
None of the changes explored above will matter in the slightest if the customer journey and overall cus-

tomer experience is not improved by the technical and cultural advances.
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Banks and financial institutions have historically been reluctant to move to new standards so it became logical to seek 

out partners rather than try to innovate alone. There was a major incentive to improve. Kantar says that financial 

institutions that lead in customer experience have a higher recommendation rate, a higher share of deposits, and a 

greater likelihood that customers will increase their portfolio of new products and services from their bank. Conver-

sely, the same research found that financial institutions that let their customer experience decline risk losing up to 

12.5% of their share of deposits.

Forrester identifies the market as “customer-led” and it warns of short-term instability as some start-up fintechs suc-

ceed and inevitably some fail. Its 2017 and 2018 data suggest banks are struggling with customer experience, which 

is ironic when figures from Econsultancy/Adobe are taken into account:

Financial institutions and customer experience

One answer is to look beyond customer experience as a cost and see it as an investment, on which a modern bank 

aims to make a return. The picture of offshoring the operation to cut costs has become dated with the emergence 

of RPA offers new opportunities, is complementary as a means of enabling customers to self-serve; this ties in neatly 

with the customer (in both corporate and retail environments) perceiving the banking environment as theirs because 

it resides on their device rather than within a bank’s premises as it previously did.

This is one area in which family bank Mediolanum has noted solid improvements. It stresses it needed the right 

partner to achieve it and points to customer experience as an area that has changed: “AI can enable customer service 

models allowing for a better user experience in the use of the services offered: on this front, however, we believe that 

more time is needed to ensure that solutions based on artificial intelligence do not make customers long for the days 

of human intelligence,” said Pierluigi Vergari, Operations & ICT Manager.

Customer experience: a cost or an investment?
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There are many solid, professional customer experience teams in-house within the financial institutions. It is worth 

mentioning the benefits of moving towards a shared scheme with other organizations, however. From the 2000s 

onwards, a great many banks and other organizations looked to outsourcing their Customer Management opera-

tions, in a demarch called Business Process Outsourcing (BPO). 

In employing an external BPO specialist many institutions have been able to scale their customer experience teams 

up or down as required in a way they could not do if the team was on their staff. More importantly, an experienced 

BPO can share innovations and best practices more easily than a bank trying to learn everything by itself as it moves 

further into the digital customer experience environment; the cross-fertilisation of ideas and practices has been a 

massive benefit for many BPO customers.

A number of things have to happen for BPO to work from an external party. First the end customer must be in no 

doubt that they are in touch with the bank itself – this is achieved by the response from the agent and their surroun-

dings, which are likely to be heavily branded. The bank must put the hours in to ensure that the external team feels 

integrated with the operation; any issues they escalate need to be taken as seriously as if the customer were standing 

on their premises. The agents need to be steeped in the bank’s culture and ethics so that they “feel” like the bank 

when the customer makes a call.

There are likely to be benefits of cost, but the true advantages of using a professional BPO company are in customer 

retention, growth and utterly professional support for a banking institution.

Banks, BPO and customer experience
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The future of customer experience
Areas in wich customer experience is impacted

  

      A multi-service and truly omnichannel offering is enabling customers to interact with banks as and

      when they wish to, on whatever device they want.

      This makes the customer journey simpler as the touch point becomes unimportant. 

      The infrastructure that makes this possible is complex.

      Blockchain will eliminate many customer errors over time. It requires a partner that truly 

      understands the technology and how to apply it without causing service interruptions.

      The omnichannel means that delivery of files, appointment making and appointment reminders are

      simpler than they had been before.

      Processing applications, customer management, CRM, billing and help hotlines all become simpler

      from the customer’s point of view.
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Customers are increasingly experiencing services through their chosen devices and this means those services have 

to go into the cloud, have open APIs and become accessible. The banking industry, traditionally slow to respond to 

change, has to catch up as the challenger banks are already demonstrating.
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The difficulty is going to be that the infrastructures that make modern banking possible – that same cloud infrastruc-

ture, the holding and dissemination of data through apps when that data itself is about to be moved into a blockchain 

environment and many other practical issues – is not within the skill sets of banks. If that sounds inconvenient rather 

than mission-critical then consider also that manipulation of those technologies outlined in the first section also 

facilitate segmentation, targeting, lead detection, upsell and cross-selling of banking offerings. It is in everybody’s 

interests to have this working efficiently.

This inevitably means harnessing the strengths of a BPO partner such as Comdata. Banks don’t have the technology 

skills but banks should not want them. Banking is a specialism in its own right and there are BPO specialists out there 

who can work on the change management, technical and indeed cultural issues surrounding catching up with an 

omnichannel world.

The benefits are more than just catching up with the competition, important though that is. There is a new world of 

banking to be grasped by switched-on institutions – it’s time to find the right partner and move your institution to the 

2020s and beyond.

A new world of banking
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About Comdata Group
Comdata is a leading innovative global service provider in Customer Interaction and Process Management. We have been 

helping clients to maximize their customer value since 1987. Combining an international footprint with strong local exper-

tise, our teams of over 50,000 passionate employees work in 30 languages across 4 continents and 22 countries. We offer 

a full range of services, from outsourcing of customer interactions and processes to customer experience consulting – all 

achieved with a smart blend of people, process and technology. Headquartered in Milan, Comdata had global revenues of 

approx. €1 billion in 2020, with more than 670 clients, including some of the biggest names in telecom, energy, banking, 

manufacturing, retail and e-commerce.

www.comdatagroup.com

http://www.comdatagroup.com

