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The term “omni-channel” may be an overused buzzword, but its pursuit is no longer optional 
for modern banks.

The fact is that customers now want to access their banking services wherever, whenever and 
however it suits them. Whether it’s researching and applying for a loan, opening an account, 
or disputing a credit card transaction, the new age digital customer expects to be able to move 
seamlessly across devices and channels. They may start the process on their tablet at the 
breakfast table, continue on their smartphone while commuting on the bus, only to conclude 
it in a branch at lunch. And the number and variety of channels will only increase as digital 
becomes more pervasive. 

For these empowered customers accustomed to targeted offerings from the likes of Amazon 
and Netflix, the “cookie-cutter” treatment of yesteryears no longer works. They expect to be 
treated as unique individuals and demand simple, intuitive and real-time offerings that fit their 
connected world.

Radical though this may sound, banks need a complete reinvention of the way they do 
business to step up to the challenge.
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The Why?

How many times have you used each of the following channels
for your banking activities in the past three months?

(greater than zero)

Base: 4,606 US online adults(18+)
(percentages may not total 100 because of rounding)

Source: Forrester's Consumer Technographics North American Financial Services Survey, Q1 2016 (US)
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For a bank, delivering on the omni-channel promise means the following:

• “Zero drop rate” channel integration

Banks with “zero drop rate” are able to synchronize different touchpoints and address the 
missteps that usually tend to happen when a customer channel hops. The customer thus 
doesn’t have to re-authenticate his identity each time he is transferred to a different 
department. Similarly, using a bank’s mobile app would enable the customer to intuitively 
understand the bank’s tablet app or internet banking. 

To make this happen, banks need to clearly understand customer usage habits, streamline their 
systems and deliver the same structure and feel so that the customer can pick up where he left 
off and make natural transitions to another channel to conclude his action.

• Mutually strengthening channels

To deliver great, channel-agnostic customer experience at scale, the digital and physical 
channels need to mutually reinforce each other. 

Banks can support branch digitization with digital signage, video-enabled advice in branches, 
24X7 banking kiosks interacting with customers in multiple languages etc. Contact centers can 
leverage digital technologies such as social media, chat, video and instant messenger to 
provide enhanced customer service and support, all from a single platform. It is also equally 
important to recognize the need to humanize digital interactions at the right steps. For 
instance, a live video chat from within a mobile banking app or through a bank’s website can 
help to significantly improve customer experience.

Banks can enhance this further by taking examples from other industries. For instance, several 
leading car rental companies have launched kiosks that allow customers to rent a car through a 
live video chat with a customer service representative. Not only does it boost customer 
experience, it also slashes operating costs for the car rental company.
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What does Omni-channel delivery mean from a banking perspective?

Google has 
revealed that 46%
of people 
managing their 
finances online flip 
between devices 
before completing 
the activity. 
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https://enterprise.microsoft.com/en-us/articles/industries/banking-and-capital-markets/banking-on-technology-enabling-an-omnichannel-approach-in-financial-services/


• A broader ecosystem for customer engagement

The modern, digital customer engages with banks in a broader ecosystem comprising third 
party products and channels. 

 To accomplish this, banks can offer a set of APIs that provide the means to incorporate their 
functionalities and services into third party applications. Through APIs, Paypal exposes its 
services for third-parties and allows them to embed Paypal functionality into their website 
applications and mobile apps.

Similarly, a bank’s channels can be used to deliver third party products and merchandize. 
For instance, Santander’s Polish subsidiary allows direct access to merchant offers from within 
its mobile banking app. Its users can use their bank accounts to directly access a merchant 
marketplace, where they can buy flowers and other goods.
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https://www.paypal.com/in/home
http://www.santander.com/csgs/Satellite/CFWCSancomQP01/es_ES/Corporativo.html?leng=en_GB


Have banks begun substantive efforts in executing an omni-channel strategy? The answer to 
that is no.
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Omni-channel Readiness: Are banks there yet?

According to Celent, while there is a growing awareness among banks to develop a model for 
omni-channel delivery, a significant gap in preparedness still remains. Another interesting 
finding is that large financial institutions have a commanding lead over smaller ones when it 
comes to omni-channel readiness, despite the fact that they are encumbered by legacy 
systems and complex processes. 

Furthermore, there are plenty of fintech companies exploiting areas of dissatisfaction and 
underinvestment in the banking space by setting new standards in innovation, time to market, 

and customer experience.

Research indicates that while 75% of consumers still consider a 
traditional bank with branches to be their primary financial 
services provider, 40% express both reduced dependence on their 
bank and increased excitement about alternative providers.
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Progress towards omnichannel delivery by asset tier

Source: Celent Survey of North American financial institutions, December 2016
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Delivering the bank to anyone, anytime, anywhere is a tall order. While not an exhaustive list, 
we’ve outlined some thoughts on where to look first.

• Big Data & Analytics - A Bank’s Biggest Weapon

Omni-channel delivery cannot be achieved without a commitment to harnessing all of the 
data at the bank’s disposal, and the application of advanced analytics to gain insights into the 
customer journey on a ‘segment of one’ level.

Based on smart data discovery & advanced analytics banks can develop a 720-degree 
customer view and provide real-time, contextual solutions that customers are more likely to 
accept. For instance, by analyzing the “breadcrumbs” that customers leave across the social 
media landscape, banks can connect with customers at various critical points in their life such 
as wedding, new home, newborns etc. to offer tailored products and advice. 

OCBC Bank responds to personal lifetime events and demographic profiles of customers to 
shoot highly personalized messages in real-time. This has helped the bank achieve higher 
customer engagement and reduce the cost of acquisition per customer. HDFC Bank too uses 
their knowledge of the channel journey to personalize the customer’s experience based on 
channel preference. For example, an ATM would recognize the customer’s language of choice 
from previous interactions on the organization’s website.  This has helped the bank slash time 
spent at ATMs by 40% and also reduced operational costs.

Similarly, “propensity to buy” models built using information fed in from multiple channels, 
along with knowledge about similar customers can equip the frontline to offer the right 
product at the right time with a greater degree of certainty.
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So what can banks do to get to this omni-channel goal?

With the rise of IoT, banks will gain access to an 
increasingly rich data set and become even more 
personalized to suit an individual’s lifestyle. As the 
concept of connected cities comes to fruition, banks 
will become seamlessly integrated into the daily 
lives of its customers by leveraging all the data 
from IoT enabled devices. For instance, a bank 
can suggest skipping a certain purchase if the 
customer has exceeded his budget that 
month, or delaying a trip to the city by 
30 mins to avoid peak toll rates due 
to heavy traffic.
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http://blog.aspiresys.com/uncategorized/smart-data-discovery-strengthen-customer-value-banking/
http://www.computerworld.in/opinion/building-720-degree-customer-view
http://www.computerworld.in/opinion/building-720-degree-customer-view
https://www.ocbc.com/group/group-home.html
http://www.hdfcbank.com/
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• All-in one multi-channel platform

To be at par with nimble fintech players and startups, banks need to transform their multiple 
siloed channels and legacy applications into a consistent brand experience that’s simple to use 
and always available. 

A robust, consolidated platform that can make sure that the right data is made available 
at the right time is essential to deliver on the omni-channel concept. By harnessing 
dynamic content management capabilities and using a strong user experience (UX) and 
marketing layer that can work on any banking channel, such platforms guarantee a uniform 
brand experience, across channels. An API layer between the front-end (UX, marketing) and 
the core infrastructure helps to ensure seamless switch between devices.

These “open” platforms also make it easier to integrate workflows and processes, thereby 
allowing banks to seamlessly connect with third party applications and co-create new solutions 
and ecosystems at lower delivery costs.

• Exploring New Partnerships & Ecosystems

There is also a lot of space for collaboration between banks and fintech companies. According 
to a report by Business Insider, traditional banks who teamed up with fintech indicated that 
such collaborations are paying off for them with greater cost savings, enhanced revenue, and 
a fresh take on their brands. 

A major example in this case is RBS’s partnership with Ezbob. This partnership resulted in 
Esme Loans, an automated lending platform launched in February, 2016. The platform allows 
RBS customers to apply for loans rapidly, have their applications processed faster, and get their 
funds sooner.

Similarly, tying up with other online marketplaces and merchants 
could also be an innovative way to utilize the synergies achieved in 

strengthening omni-channel delivery. Banks can use these third 
party channels as a means to reach out to new customers 

and provide joint product offerings. American Express’ 
mobile app offers card members rewards based on 

their location, combining customers’ American 
Express spend history with location data to 
provide discounts and recommendations of 
nearby merchants.

Omni-channel is no longer futuristic- it’s here 
and now. To deliver great, channel-agnostic 
customer experience at scale, banks need to 
make the reinvention leap, keep themselves 
focused on customer needs, and ensure that the 
organization doesn’t allow its new vision to be 

constrained by the way it does things today.
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http://www.americanexpress.com/
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