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Today's digital transformation of banking is causing significant disruptions that are 

driving unprecedented winner-take-all dynamics. In our recent game-changing 

Banking Innovators research, we found that executives running banking 

companies are in the midst of a massive transition: more than 75% of banking 

CEOs expect their organizations to be 30% or less transaction and product-centric 

by 2025. They will operate with greater frequency in both payments and capital 

markets, using advanced analytics and machine learning to transform customers' 

financial lives. 

But with innovations such as artificial intelligence (AI), blockchain, the Internet of 

Things (IoT), and more, financial institutions need to redefine their digital strategies 

and build new capabilities to stay ahead of the race. Banks that establish a 

business model of transformation and innovation will be those ablest to take 

advantage of emerging technologies in order to deliver customized propositions 

through a combination of cross-channel offerings and personalized digital 

experiences, customer journey mapping research firm Celent predicted in its 

report The Digital Banking Revolution. 

While acknowledging the powerful ways that digital banking has' changed the 

game in banking, many leading traditional banks are now moving to innovative 

online solutions for enhanced client service and engagement, improved cross-

channel experiences, and greater operational efficiency. 



Technology, in recent years, has taken over everything. Banks have been moving their 

services online, thus facilitating digital transactions that are much faster and reliable. 

Though introduced long ago, Digital Banking has truly gained momentum only in recent 

years. It appears as though this sector of banking is experiencing a true boom, but what is 

its future? Is it going to continue as it is now- enjoying the "bright" future- or will another big 

thing downscale it to oblivion? 

The digital transformation of the banking sector is initiated, and it has taken a pandemic 

across industries. Banks are slowly realizing how the presence of fintech and non-banking 

channels through social media, eCommerce sites, and third-party payment gateways are 

turning out to be disruptive in nature. The banking industry will be transformed into never 

before possibilities by using technology as they have only seen from their potentials. Along 

with that, increasing demand for digitalization and fulfillment will affect their growth path.' 

Financial institutions are beginning to analyze lessons learnt from how they have modified 

their operations in recent months as the first crisis measures to respond to the COVID-19 

epidemic begin to fade. During the lockdown, many banking workers were successful in 

working from home, with technology supporting key company activities like trading and 

financial advisory services. 

How has the digital banking 

industry handled the pandemic 

so well?



With the COVID guidelines being implemented across the banking sector, it 

exposes banks to better technologies and possibilities of an enhanced 

customer experience. Banks should focus on using this opportunity to 

redesign their digital channels to promote an evolved customer experience. 

A recent report by The Economist notes, "The banking industry is entering a 

new era" due to rising concerns about personal privacy and the growing 

demand for more convenient banking services. These concerns and 

demands will influence changes in customer experience (CX) for the digital 

transformation of banking. 

In the next five years, banks are expected to face increasing competition from 

non-banking financial services providers (NBFCs) in India. These non-banks 

have access to newer technologies, use of Big Data and Analytics, Artificial 

Intelligence (AI), and Virtual Assistants (AVAs). Banks also need to deal with 

the difficulty of acquiring high net-worth clients, requiring greater customer 

acquisition costs as well as increasing government regulations. This leads us 

to a situation where the banking sector is faced with an enormous challenge 

that requires change management and digital transformation. We evaluate 

how certain factors may affect COVID implementation by banks and also 

suggest strategies for a successful digital transformation post-COVID 

implementation in the Banking Sector. 

With the consumerization of technology, banks have started to realize that 

customer experience needs to be one of their top priorities. Banks need to 

pursue an agile approach in order to remain competitive and attract 

customers. With the constant changes happening in the banking sector, 

banks need to continue to innovate and launch new campaigns where they 

can engage with their customers. 

What strategies can banks implement post-COVID 

for an enhanced customer experience? 



How is technology 

revolutionizing the 

banking industry in such 

critical times? 

Banks are exploring the use of digital tech for customer 

engagement. They are launching different digital products 

like artificial intelligence (AI), chatbots, virtual assistants, and 

also investing in mobile banking. They have already digitised 

many of their functions and are using technology efficiently in 

their operations. 

Digital channel inclusivity is still essential, especially for 

vulnerable clients and those who lack digital access or 

literacy. Branch closures may have ramifications for local 

communities as well as society as a whole. 

Overall, banks should search for possibilities to release or 

repurpose real estate where there may be an over-

concentration of customers. Banks, for example, may utilise 

their physical networks to better interact with their consumers 

by offering hubs for smaller companies or communities. 

Should the Banking Sector consider transforming 

its digital moves? 

The banking sector is at a crossroads. The looming shadow of technological advancement 

has crept over the financial world – thanks to the possibilities that come along with it. The 

financial services sector has evolved beyond what we can see and touch. Even though many 

BFSI firms are going digital, there is still a way to go before reaching full digitization. The recent 

transformation in the way customers do business with banks has opened up new 

opportunities for banks to capture more market share. But while digitizing is easy - 

transforming and rethinking the current processes is not. 

There are some factors that the banking sector should consider. First, there is definitely a 

growing influence of technology on financial transactions and businesses in general in the 

market. The digital transformation will grow to be an important factor in deciding market 

share. Overall, digitalization will be the most important factor for banks in increasing their 

profits through competencies, revenue streams, and technological infrastructure. These are 

just some of the factors that could build a better future for any banking sector. 

The market is abuzz with constant talk about digitalization, and thanks to some bold moves 

by the likes of Apple Pay and Google Wallet, the debate is now seemingly obsolete - there is 

no longer any question of whether or not banks should be looking at a digital transformation 

plan - the question that remains for most banks is: when do you begin? 



Say hello to innovation with 

open arms/Embracing innovation in the 

banking sector with open arms

Digital teams that combine IT and marketing expertise—in other words, 

both internal and external expertise—can assist in the development of 

tangible breakthroughs that are ready for customer use. Integrating IT 

and marketing is at the heart of the digital era, as it aims to establish an 

agile company that combines client demands with solution delivery in 

order to provide new services as soon as feasible. More meaningful ideas 

result from a link between internal know-how and exterior market realities.

 

In the digital era, open innovation and ecosystems are the foundations of 

design and delivery. The industry is changing quickly, and to stay ahead of 

the pack in the battle for new mobile products, one European banking 

executive tells us that "a highly efficient link between new technology 

releases and partners" is required.

 

Leading conventional banks are putting cutting-edge technologies to the 

test at an early stage, sometimes in laboratories near Silicon Valley's 

digital ecosystem of ideas, start-ups, and people, to see what impact and 

potential they have for digital banking. They also recognise the need to 

rapidly translate breakthroughs into real-world customer offers. As new 

start-ups—so-called "fin-techs" offering more value-added 

services—become an unavoidable feature of the market, building 

connections with these players (either through collaborations or 

acquisitions) will be necessary, as will close partnerships with the major 

players leading the digital era revolution.



More and more banks are aspiring to bring agility into the picture

Client centricity, open innovation, and organizational flexibility are the three pillars of digital banking implementation.

These businesses are going all out to win 

market share—with new technology and the 

possibilities that come with it—in the hopes of 

gaining a competitive edge in the long run. On 

goods, services, and updates, they use agile 

teams with short time-to-market (in the range 

of six months). Small teams, an entrepreneurial 

attitude, and specialized web-enabled IT teams 

that are partially outsourced are all devoted to 

cost-effectiveness.

The three types of digital approaches include 

those that regard digital as a project, with pilots 

and gradual deployment, rather than as a core 

component, based on their commitment to 

digital strategy and progress on the digital 

transformation road map. Then there's the 

"advanced group," which considers digital to be 

a business. Finally, they have a "pure player" 

(such as a subsidiary) inside the company and 

a digital culture from top to bottom, which we 

term the "boosted" approach.

The advanced and enhanced categories 

represent future digital banking developments. 

T h e  a d v a n c e d  p a c k  d e m o n s t r a t e s  a 

methodical commitment to digital, as well as a 

grasp of how branch networks are changing in 

an omnichannel environment. These banks 

take a solution-driven, "test-and-learn" 

approach, testing a wide range of options and 

working closely with other departments such as 

IT and marketing. The bank's attitude is client-

first at these businesses, and they recognize the 

need to invest in IT systems.



Mobile has become the main point for 

businesses throughout the world looking to 

modernize their outdated company models. 

Organizations have begun to embrace the 

mobile-first strategy to satisfy the different 

market requirements as mobile usage has 

surpassed traditional modes of engagement. This 

is especially true in today's expanding banking 

industry, which is operating in a "new normal" 

driven by ever-tightening rules and standards.

There is a lot of opportunity for business 

transformation in the banking sector. Many 

banking companies have started their journey 

towards digital transformation, and all of them 

are expecting good revenue. However, this 

also means that every bank will be following 

different strategies to reach their potential 

customer base. So it's become crucial to cover 

the right business opportunities and get 

ahead of the competition while deploying a 

roadmap for digital transformation.

Banks can swiftly launch and create 

integrated online and mobile experiences with 

the help of an effective CMM. Banks can create 

experiences that are responsive, engaging, and 

regulatory compliant without sacrificing the 

scalability that will be necessary for the future. 

Customers of the new generation want an 

integrated and smooth experience when it 

comes to their financial requirements.

How can CCM cover its roadmap very smoothly?



Banks must concentrate on the CMM initiative because it makes it easier to address data security 

concerns, regulatory restrictions, and other difficulties. Proactive communications in the form of account 

balance notifications, reminders, and progress updates may go a long way toward smoothing out the entire 

transaction.

 

In the new normal, customer behaviour, tastes, and priorities have shifted. However, any such effect's 

normalising in the next normal must still be patiently anticipated. In areas of shopping, banking, learning and 

education, travel, and healthcare, customer behaviour and expectations from businesses continue to be 

unpredictable.

 

To maintain stability in their CCM and CMX strategy, businesses must orchestrate an automated and 

conditional consumer communication system in the present dynamics. With dynamic rule authoring for 

triggering automated messages, rule-based conditional messaging ensures that every prospective 

change in consumer preference may be accounted for.

 

Every brand attempting to position its CCM and CMX strategy for success in the new normal will continue 

to focus on customer-centricity. From today's tech-savvy customers' omnichannel demands to the 

deployment of disruptive technologies such as machine learning, artificial intelligence, natural language 

processing, Cloud, and IoT to personalised and contextual communication, every brand has a renewed 

focus on customer experience as the primary business strategy and sole competitive differentiator.

People engagement poses a 

key challenge in this digital 

transformation for banks

Positioning a solid CMM strategy is a 

must for business success

The most essential — and most hardest — adjustment 

that traditional banks will face is a shift in mentality. 

The digital era is changing bank culture by forcing 

them to change from a product-centric to a client-

centric perspective; from a position where the present 

IT setup is adequate to a tech-savvy attitude; from 

planning cycles to "test-and-learn;” and from silos to 

inclusion.

 

To ensure that all generations are ready to digest new 

technologies, IT and marketing can deliver solutions 

to clients, and best practices are in play between the 

traditional side of the bank and digital business units 

or  subsidiar ies ,  the CEO must embody the 

inclusiveness of a digital transformation.



Most banks have been on a digital path for years, but according to 

our respondents, they are just halfway there. The market's digital 

revolution, which will only accelerate through 2021, will now focus 

on operational agility and cultural reforms. New consumer 

behaviours and expectations are emerging across all markets as a 

result of technological changes such as the Internet of Things and 

the widespread use of smartphones, as well as shifting customer 

behaviour and changing branch networks. Banks have no time to 

spend when it comes to dealing with these developments.

 

This will very probably imply fewer physical branches and more 

mobile services, with a uniform and complimentary consumer 

experience across all media. In other words, whether it's a branch, a 

chat room, or a video conference, the leaders will provide "real 

expertise" from highly trained workers everywhere. As banks create 

a digital basis and subsequently develop strong digital value 

propositions, many of the phases in the transformation road map. 

The "end game" may be near: paperless billing, 24-7 social network 

l istening, and biometric verification are already being 

implemented in some areas.

What does the digital future look like?



Formulating a strong strategy to stay ahead 

in the upcoming future

A new banking paradigm will emerge in the future: 

a new delivery model in which digital teams are 

integrated with existing personnel, and some pure 

digital players may open physical branches to 

showcase their brands; newly formed IT with an 

app-focused front end, a central core database 

connected and hosted in the Cloud, and a back 

end that is widely industrialized and outsourced; 

and a digitized culture in which people are more 

comfortable with technology.

 

When compared to how digital disruption is 

affecting other service industry sectors that are 

less shielded by regulation and domestic 

specificities — such as media, telecom, and retail — 

it appears that retail banks have just scratched the 

surface of digital transformation.

 

Current marketing and distribution initiatives to 

improve banks' digital image and keep digital 

clients from leaving appear to be helping in the 

near term, but there is still a lot of work to be done to 

guarantee revenues are maintained in the future.

 

Banks must evaluate their operational models in 

tandem with customer-facing regions, with an 

end-to-end process assessment that considers 

current and goal expenses, as well as the correct 

allocation of both human and technical resources. 

Is it possible to adapt old IT and operations, or 

should pure-play models be built with the objective 

of integrating them into the core business?

 

These are challenging issues to answer, with aims 

that are undoubtedly difficult to attain. Today's 

premier banks, on the other hand, are already 

leading the way in responding to them. Banks will 

undoubtedly create a favourable evolution by 

using the seven success elements of digital 

transformation.


