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Background tdhis paper

The fun started when | called my bank to make some changes to on Content

the products | have with them. It took them three transfers and tw:

authentications before they could help me, which I thought might ha

been a one off thingvith one bank only but | was surprised to see a repe _

of the same experience with another bank a few days later. | sim| 1. Executive Summary
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as | though'E. It took 'Ehem a few r&'avkes before they could amgr my 2
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team and then another. Just to be clear, | am talking about the two bigg 3. Customer
ol yla Ay K Seittdyyolryaginationf oh wHat&ind of

customer satisfaction feedback they both received from me.

. Distribution Channel Strategy

4. Operating Model Assessment
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OmniChannel strategy and customer experience yet to my surpris

some of the otler industries are in the same predicament as well. 5. Digitisation
recently bought a home service cover from one of the UKs biggest uti
companies; the great thing was that this cover came with a freebie, wh
| had to claim using a specific promotional code. Thdeogiven to me
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to finally receive a new code before getting my hands on to this freeb 7. Organisational Culture
Quite ironic but this is quite a common state of play in various industri

even in some of tt most mature markets.

6. Data Connectivity

| have been working in the Om@ihannel strategy space for some timg 8. Conclusion

now and as you can expect, | thought it would be great to document so
of my thoughts and share them with my industry colleagues to fu
further conversations whit might help us to close some of the Omni
Channel strategy gaps.




1. Executive Summary

0Adding digital channels requires major efforts, yet payoffs can disappoint. Integrating digital and
traditional channels into a truly omnichannel offering is eveardert but multiplies the
rewardse [More than digital plus traditional: A truly omnichannel customer experéx Mckinsey

Retail banks have been talking aband h Y- K| yy St {GNFX dS3e¢ (2 RNAGS |ye
re-shape customer interaction intensity and expectations and to create an exceptional customer
experience in order to maximise the value delivered to all stakeholttraeverthat RNS | Y yitl & y Q
become a reality and | believe there is a long way to go before weeedise this dreamWhilg it would

be desirabldor every retail bank to beutting edge on technology and innovation but | believe we need

to strike the ridnt balance between ex@imenting and implementingew ideas and fixing gaps in the

existing operatingmoddét L 1 Q& ONX (i A OFixthe BasicsS yA d/dzNeRIZND RILIS Nd Si Ay 3 Y 2
aspire toWOWour customers with new product, service or technology.

O0Ease makes customestay, effort makes customsiteave. An effortless customer experience creates
business value[96% of customers who abandon a company cite efforh ey reason for leaving, CEB
Inc., The effortless Experience 2013]

Retail banks are facing quite a favternal and external challenges to realise their Oi@hiannel strategy,
things like:

- Ambiguityon the future direction

- Internal silos,legacy infrastructure, inconsisterdecision makingprocessand cumbersome
governance processes

- Rapidly changingustomer behavioursneeds andheir impacts on Financial Services Eco System

- Ambiguity on the role ophysical channels and their alignment with the digital channels

- Ever changing technology landscapé.automation, innovation etc

- Lack of clarityadgption, alignment and mastering the business digitisajmrney

- Frequent regulatory changes and its impacts on the distribution network especially operational
and conduct risk

- Legacy Cultureleadership styles, skills, behaviourapabilities and compesation model

- Declined revenue, increasing cost, falling margins (especially European banks)

G¢CKS 9dzNRPLISIY o0lFYyl1AYy3 AYRAZAGNER &dzZFFSNBR | &aA3AYATF,
board, cost reductions were unable to keep pace and loan lasggons rose. As a result, net income fell

by almost half. Banks resorted to aggressiveidking, but a shrinking equity base meant that capital and

leverage ratios stagnated for the first time since the financial crisis. By contrast, US banks catatinued

ANRg YR &aSi I ySg NBO2NR Ay GSN¥a 2F y2YAyYyLFf LN
[European Banks in 2016: A Year to Focdeeutsche Bank Reseatch

Il Qital toovercome all of these challengése 0 dzA f RA y 3 -/ K | K/2/TSA & G NiIT GyraYFy2 AN | G
which focugson all the key elements and responds effectively to the custoneeds in order to deliver
a frictionless customer experience, optimise business and build an engine, which enables business growth.

According to Accenture researatystomers are becoming more complex in a number of dimensions i.e.
more knowledgeable, moreglemanding, more empowered, more collaborative, more diverse, more
interactive, and increasingly on the mojEhe New OmnrChannel Approach to Serving Customers



http://www.mckinsey.com/business-functions/operations/our-insights/more-than-digital-plus-traditional-a-truly-omnichannel-customer
https://www.dbresearch.com/servlet/reweb2.ReWEB?rwsite=DBR_INTERNET_EN-PROD&rwobj=ReDisplay.Start.class&document=PROD0000000000437831
https://www.accenture.com/be-en/~/media/Accenture/Conversion-Assets/DotCom/Documents/Global/PDF/Industries_2/accenture-new-omni-channel-approach-serving-customers.pdf

Accenturd hence a comprehensive Om@hannel strategy is required to respond to changing customer
behaviour and market conditions.

Lakly, there has been lots of aetty around Fintech &édchnology (r)evolution, which requires retail

banks torespond to a very different thredtowever we will start seeing the true impact of this (r)evolution

in the next 5 years or s¢lowever the intention of this paper is to focus onthe next® & S| NA Q 2 2 dzN.
andto provide a blueLINR y i (G 2 @BnyiHCldahns| Stiatedgg#dr redail banks, so we canake this

dream a reality, where everyone can live happily ever after (at least we can try).

Intention for this paper is not toprovide a solution but to highlight areas which need to be considered
in order to deliver the right configurion of the distribution network for a retail bank. This paper
RAaOdzaasSa a2 Keé¢ | ydRandetskdtejychowietheie ki beta So§6W up papeto
focus more onthel | 2 ¢ ¢ to kedlatiEltelivery of the OmnChannel transformation strategy

There are quite a few areas which require focus within a retail bank in order to delivedmméChannel

strategy however vould highlight 6 areaswhich can deliver the most value.Q I f DmnkQhanrel

Wheel of Fortuné @ LF NBGFAf o6l yla 7T aldsign ang delivet $airOmhiNB I & ¢
Channel strategythey can radicallimprove cost structures, customeutcomes and fuel growth.
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https://www.accenture.com/be-en/~/media/Accenture/Conversion-Assets/DotCom/Documents/Global/PDF/Industries_2/accenture-new-omni-channel-approach-serving-customers.pdf

Following arehe top 6 areas of focus to enable true Om@hannel experience for your customers.

This section is all about strategidrtking, some of the questiongkt asked areyWhat should our future
distribution network look like®hich customesegments to servécurrent & future? How to deliver the
right brand valueand expected customer outcome&Vhat kind of mix shall we use euge of a channel

as a salesr servicechannel? What are the key changes forcing market to rethink? How the market is
expected to change the next 23 years and how to shape up the right target channel mix in order to
become the best bank for the custonieHow can we respond bettéw both rational and emotional side

2 T  Odza (i 2 YHOWD &-thiakhdir physical channels i.e. branch aselfservice® Why, when and

how can we introducalternative channel$o our channel mix.g. video, chat, social media etc

Answeringthe abowe questionswill requireadeep understanding of customer segmentatjgmoducts &
servicego offer, markes, competition and their ASS state and expectadrgetoperating modeto build

and agree on aomprehensivalistribution channel strategyOne othe most mportant factors in building

a strategy is to understand the performance measure e.g. understand the current performance and set
some stretching goals / KPIs to ensure that the whole organisation is behind the transformational journey
and is wdlaware of the required changes in order to move tleedle in the right directions.

Unfortunately, most of the timeshe strategic planning process is dominated by budget and financial
forecasts but it shoul@lso consider other areas as wélhe eadesship team should work closely with

senior management to identify key strategic challenged opportunitiesand then dign them with the

financial forecast. Thieest solutiong 2 dzf R 0 S  KS top oW A Y hofidmdige 2 ALILONE I OK ®
In other words putting personal experiencechallengesgut feel combined with the readataanalysigo

identify the top strategic priorities for the next2years.

Also understanding the AIS business state really helps the leadership teafo¢as on the right area

and can align the right team behind the strategic O«@hannel transformation. Onef the most

important parameters in this whole planning process@istomeé = Y S@SNJ F2NHSG @& 2 dzNJ
should be at the heart of anything and everything yam and strategic planning must be based on



