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KEY TAKEAWAYS

A Why it is so important to design business strategies
around customers

A Understand the main obstacles for customer centric relationships

A What are the options to become customer centric

WHO SHOULD READ THIS DOCUMENT

A CIOs
A CTOs
A CEO
A Heads of digital transformation

A IT Architects
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PROPRIETARY
NOTE

The contents of this document are strictly confidential and
proprietary to NOVABASE and shall not be disclosed. This
information may not be used by any third parties unless
authorised in writing. No part of this document may be
copied, reproduced, stored in any retrieval system or
transmitted, in any form or by any means, without
6 8 E # (®iOrAnd expresswritten consent.

This document may contain data and/or information
confidential and proprietary of partners, clients or third
parties, used under license or authorisation. Reading this
document constitutes an undertaking to observe the
confidentiality and copyright of legal owners and to not
disclose, copy or reproduce the information contained
herein, in whole or in part, for whatever means and
purposes and by any means, except where previously
authorised in writing by NOVABASE or the legal owners.

All rights in brands, trademarks and products are reserved
to NOVABASE, its partners, customers and/or legal
owners, asapplicable.
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MEAN?

Being z NA~ © - NX@° 3willN Znean
different things to different organisations.
For some, it will be enough having a
consolidated dashboard with customer
information, others will focus everything

they do around customers, placing

consistent

engaging insightful
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reliable

Aspects of customer experience
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ultimate value on customer experience.
If we take the NA~ © - Pexspettive and
focus z NA~ ° -NXX%3° 3arobhd the
NA ~ ° - #gxgectdtions, we have:

Customers expect to be consistently
treated in every interaction with your
services & products. Consistency is much

more than knowing the NA~ ° - magfe Z ~

and having the same information available
on all channels (although this helps a lot). It
is fundamental that you design the
experience you would like your customers
to have, whenever and however he/she
contacts you or usesyour services.

People expect their bank to know a lot
about them B banks are handling their
money after all - they have a perception
of their value to their bank, and expect to
be treated accordingly. Additionally, they
expect banks to offer them products and
servicesthat are tailored for them, basedon
the information available about them, from
everypossiblesource(includingsocial)



Banking should become a lifestyle
choice and be present when needed,
not some place where you keep your

money..

A In the age of internet everything needs
to happen NOW. The timing for an
offer is asimportant asthe offer itself b

Thus,

experience is strongly connected on

sometimes more. customer
your ability to propose to customers
what they need when they need it AND

immediately making it availableto them.

A Customers also expect a reliable
experience. They expect zero system
outages, 24/7 service, every time,
everywhere. It
this

infrastructure

is very difficult to
with  the

since when it

achieve legacy IT
was
designed, 40+ years ago, there were no

such challenges

A Wow! is related  with

insightful. People want to have positive

intimately

surprises and if you can consistently
provide customers with new features,
capabilities and insightful offers this will
go a long way in building brand loyalty.
This is a very strong point for most
* «° XN| z2~

A Finally, customers want to have an
engaging experience. They expect their
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mobile app to be easyto use, that you
T- « &gk for
already have, that the design keeps

information that you
them interested in using the app, that
their relationship manager, call-center
operator or MJ « lpafther are also part
of this engaging experience. This is
again related with the design of the

customer experience.

Banks need to decide what z NA~ ©°
N X « © neaNsZto them, and design a
there. In fact, the
ZNA” ° - aNO@« ©
requirements are very much aligned with
the z T
There is no point

strategy to get

aforementioned

in doing a digital
transformation if, in the end, you are not
a Dbetter

providing your customers

experience.

~
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OBSTACLES

There are three main obstacle areas on the way of becoming a customer centric

organisation:

1. The way your organisation is structured
2. Business strategy
3. IT Legacy systems and architecture

2.1

One of the most challenging aspects of

creating software to support customer
experience and digital transformation, is to
know who you should be talking to within
an organisation. Is it the CTO, the COO,
the head of digital transformation, the
head of marketing, the CIO, maybe all of
them?

Most banks are structured around
business units B departments for credit,
cards, collections, collateral, risk, etc. For a
bank, it makes sense to organize it this

way since;

A These are almost self-contained units
that handle specific businesses within
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THE WAY ORGANISATIONS
ARE STRUCTURED

A There is specialized businessknowledge
required for the operation of these
units.

A There are specialized IT systems
required to operate these units. These
systems are built on top of the
prevalent organisation and therefore are
both a cause and effect of the

underlying businessstructure.

This structure is just fine when looking
inwards into your organisation. However,
it becomes a severe obstacle when looking
outwards. If these aspects of your
organisation are perceived from the

outside (your customers) the results are:
7



A Lack of consistency: each business unit

can, and will, have different rules,
requirements, compliance, timelines and
communication skills resulting in differ -
customers

ent experiences for your

depending on the product, offer, or

service being sought.

Lack of insight: each businessunit z ~
a slice of the customer and no one
z ! « - @é fgerson that is dealing with
the bank. This is also a reason why the
Wow!

achieve.

factor will be very difficult to

It will be difficult and expensive to build

engaging, well designed, customer
experiences since multiple parties, with
sometimes conflicting requirements, will
have to work together and agree on the

digital experience that the bank wants

customers to perceive, for complex
(multiple  business units)  business
processes

You may argue that it

XX’

2.2

Business strategy can be summarized by

the answers an organisation can provide
to these questions:

Where are you placing customer
experience within your business strategy?

Isit core, or an afterthought?
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is up to the

relationship manager,your home banking or
your mobile app to know, and assembleone
reality for your customers. This is however
much more difficult than it seems

A Relationship managers are not for

everyone and, as part of your cost
gutting strategy, you want to close
branches and have less of them. Not
more.

A The training and know-how required to

understand and operate with all the

different areas within a bank are
significant (and costly) making it difficult
to replace, outsource or acquire new

talent.

A Mobile apps and home banking systems

are built on top of your legacy systems.
Legacy systems are themselves built in
silos, and therefore you C - « zeable to
easily build fluid, well designed, customer
focused experienceson top of legacy.

BUSINESS STRATEGY

Have you considered how your business
would look like if you closed 90% of your
brancheswithin 10 years?Would it be the
same business? Can you do it without
losing your valuable customers and

revenue?



What is the purpose of a branch? Is it a
place where  customers go for
2°3 )«  JoN#hereyou ddz -

Are you planning to change the way your
organisation is structured for digital

transformation?

Do you haveaz $ A" © XEX X3
z7& z A°JK  Z- 3 dficér thak 4s

JB X’
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empowered to lead and has a corre-
sponding budget?

These, and other similar

determine if you have a business strategy

guestions,

that focuses on customer experience and
digital  transformation, or if your
organisation is in business-as-usual mode
|t% an afterthought on digital transfor-
mation and customer experience.

IT LEGACY SYSTEMS

: AND ARCHITECTURE

Banking IT is usually the target of z N | -
when looking for a department to blame
progress on digital
transformation and customer experience.

for lack of

It is easy to blame legacy systems, their
poorly documented complexity or the cost
and risk of massive IT transformation for
lack of progressin these areas Banking, is
by nature risk averse, especially if the
venture ahead has huge risk of ending
badly, and is unlikely to provide the
promised returns.

In fact, most banks have been doing a very
decent job in providing accessto their 40+
years, COBOL based systemsthru multiple
channels, with decent reliability, security
and performance levels. What they cannot
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these systems were designed to perform,
when dealing with complex, multichannel,
customer journeys. The following diagram
depicts this scenario:



