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Bank transformation:
no longer optional but
essential

The need to create and improve experiences

that meet customer expectations is driving digital
transformation within banking and payments. Today’s consumers are immersed
in appealing, personalised and efficient experiences every day. Understanding the
increasingly complex path to transactions — including which channels they use to
explore, buy and engage — has become a challenging quest for banks. The banking
sector is at an interesting inflexion point as new competitors, technologies and
consumer behaviours collide to accelerate the pace of change.

Many banks seek out new data sources and analytical solutions, including integrating
nontraditional and third-party data sources and using artificial intelligence and machine
learning to uncover additional insight into consumer needs, assess consumer or
organisational risk or find new revenue sources through innovative business models.

Recently, many banks have grounded transformation efforts in getting their data fit to
get holistic views of customer relationships throughout their organisations and using that
information to begin personalisation efforts. Banks will use personalisation to deliver
information, help customers understand how to optimise finances and give them
actionable advice. | hope we see banks rise to the challenge in the months to come,
focusing on the following:

Good first impression: Banks must build new account opening and loan origination
processes with speed and completion in mind. These solutions must be able to execute
the entire process in less than five minutes on mobile devices.

Hyper-personalisation: Segment-of-one marketing powered by data and analytics
surpasses broad demographic clusters. Banks must tailor solutions to individual identity,
behaviours and life stages.

Financial wellness: Rather than maximising wallet share, forward-thinking banks will
focus on value-added experiences, improving customers’ financial well-being through
holistic advice and guidance.

Historically, transformation projects have been smaller in scale, serving as temporary
fixes. Often, legacy technology constraints hamper personalisation efforts and limit
institutions from realising their full benefits. Getting bank transformation right is no longer
optional but essential. Banks must act quickly to become more resilient, proactive
toward customer needs and nimbler in their reactions to change.

Join us to discuss these topics and more at Retail Bank Transformation Americas in
Charlotte, North Carolina, from 3 to 5 June — a unique forum for financial institution
executives, solution providers and industry experts. Our content-rich programme
(previewed on page 10) includes over 30 thought leadership sessions featuring expert
panels and insightful case studies from world-leading financial institutions and service

providers. For more information, visit https://events.datos-insights.com/rbtamericas24.
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