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A recent survey by BAI, a banking
research organization, noted that
just

4% of banks rated their
customer experience as
excellent.

That's a stunning indictment, but
what exactly constitutes an
exceptional experience for your
bank’s customers, and how does
the bank measure these metrics?
Unfortunately, most banks can't
answer either of those two
questions.

This series of articles will help your
bank identify the experiences that
need to be improved or instituted
and the value these
enhancements will add to your
results.




We'll start by going
back to the basics.

A bank, or any other enterprise,
aims to increase the value of the
customer relationship with
experience enhancements that
result in value-generating
behaviors.

Put more simply; your bank
wants to increase the value of
each customer interaction, the
frequency of those interactions,
and the length of the
relationship.

Relationship Value Model

GOAL: increase the value of the relationship (area under curve) with experience
enhancements that result in value-generating behaviors.
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Net present value of the customer relationship increases with increases in:

1. Value of the interaction
2. Frequency of interactions
3. Longevity of the relationship

The banking customer lifecycle has five distinct phases that require
different experience enhancements to change customer behavior in
value-generating ways. Each stage has unique aspects of customer
experience to optimize, technical requirements to get there, and key
performance indicators (KPIs) your bank must measure to gauge
progress.
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The five phases, which we will discuss
separately in detail, are:

1) Acquisition/Origination
2) Cross-sell

3) Adoption

4) Retention

5) Loyalty

Five Strategies & Relationship Curve
Mapping strategies to the customer relationship

RETENTION
(SHORT TERM)

ADOPTION

LOYALTY
(LONG TERM)

ORIGINATION

Each strategy applies to a critical component of
relationship value - whether to reduce costs, increase
revenue, or decrease attrition - which all result in increased
value throughout the relationship.
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Customer
Acquisition

Acquiring new accounts in
digital channels will likely
become even more competitive
over the next couple of years, so
banks must identify gaps that
users encounter in product
discovery, offer delivery,
application processing, and
onboarding.

Acquiring customers is costly,
and relationships begin long
before they become customers.
As a result, optimizing marketing
touchpoints through better
market intelligence and
customer data has become
table stakes. Reducing friction
and waste in this process
involves the expert use of
centralized customer data and
marketing platforms.
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In the customer acquisition
phase, the main goal of the
customer experience is to
increase awareness of your bank
and its services, resulting in
more account applications.

For now, we'll assume that your
bank is an expert at search
engine optimization (SEO) and
other marketing tactics to get
prospects to visit your website.
This paper, and those that follow,
addresses how your bank can
achieve better results once
prospects or customers arrive at
your online sites.

Modular, cloud-based Digital
Experience Platforms (DXPs)
provide flexible and affordable
tools for banks of all sizes to
provide a personalized
experience for those that visit its
websites.



Customer Acquisition
Experience Essentials

Offers Management

Greet every person that arrives
at your bank’s homepage with
an offer that changes based on
the person’s interaction with the
site.

The goalis to
understand user intent
better and present a
more tailored entryway
into the experience.

For example, show someone who
spent most of their previous visit
looking at checking accounts an
offer when they return to the
homepage. Your bank’s online
product ads should also deliver
those that click on them to a
relevant product offer on your
website. Too often, potential
customers are not presented
with an offer when redirected
from online ads, a missed
opportunity.
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Targeting

Your bank should have a unique
home page for each customer
type (i.e, consumer banking,
small business) and an engine
that delivers offers for products
that the customer needs to have
with your bank. For example, if a
checking account customer
visits, perhaps offer a home
equity line of credit.



Technical
Requirements

Content Management System
(cms)

Content management systems,
a module of modern DXP
platforms, make the
personalized experience just
described accessible for banks
of all sizes. But first, your bank
needs to deploy a marketing
intelligence engine (also part of
a DXP) to collect, analyze and
take action on customer data.

Each visitor to your site will have
unique identifiers, known as
tracking pixels, attached to
pages visited on your website.
Based on an analysis of page
engagement, create alternative
homepages to serve the user a
relevant offer on subsequent
visits. You can customize what
you want on these alternative
pages - perhaps just the header
image and message.

Once the user clicks on the offer,

take them to a page specific to
the chosen product.
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For example, if the user clicks on

a mortgage offer, you could take
them to a page such as the one

here:

Persondadlized home loan

Our products

Option1

Part A presents types of home
loans (ie mortgage refinance,
home equity loan, etc.) and part
B the loan choices that appear
when a mortgage purchase loan
is selected.
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At a minimum, your bank
requires a lead management
application to track the progress
of home loans and any other
loan or service with more than a
simple origination process.

Your bank needs a modern loan
origination application to
collect and process the
prospect’s relevant information.
The goal at this stage is to
minimize the data your
customer has to enter.

For example, a current checking
account customer should not
have to enter demographic
information in a loan application
since it already exists in the
customer’s account record.

A Customer Data
Platform (CDP) enables
your bank to provide
this experience for your
customers and
prospects.



Key Performance
Indicators

If you've improved the
customer experience,
the data should
confirm as much.

First, as you review the
application and onboarding
process, record the actions the
customer must take - the
number of mouse clicks, the
amount of data they must enter,
the number of screens they must
view, and the time each screen
takes to load.

This leads to a customer effort
score or a usability score. The
goal is to minimize friction while
complying with all regulatory
requirements and capturing the
data required for the
underwriting decision, if
applicable. This process sounds
obvious, of course, but it is
striking how poor this customer
experience is for most banks we
review.
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With improved lead
management and customer
experience, your bank should
realize an enhanced ratio of
new accounts to site visits
which in turn means lower
acquisition cost per new
account.

In the next installment
of our series, we will
demonstrate how to
improve customer
experience to maximize
the value of your
existing customers.
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