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Why banks are seeing
higher returns when
service drives their brand

Even before the pandemic, customers were enjoying
the benefits of digital banking. When branches

shut down, more and more users grew accustomed
to managing their finances online. Today, a service
interaction may be the only time a bank meets

with a customer. Making that interaction count could
pay dividends for your brand. Here’s how.
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Digital-first reduces costs

Today’s customers are mobile, digitally empowered, E
and demand real-time access to their financial infor-
mation. They expect service whenever, wherever, and
their needs met without having to step inside a branch.
A digital-first strategy that seamlessly integrates
automated, digital self-service and assisted service is
key to serving the next generation of customers, but
also creates efficiencies that reduce operational costs.
By optimizing service processes across all channels,
banks can drastically improve customer satisfaction
and focus their employees on more strategic work.

Turn agents into
trusted advisors

In today’s competitive market, every customer inter-
action matters. That’s why financial institutions
that empower their service representatives with all
relevant customer and banking data succeed in
building stronger client relationships through high-
value, insight-driven engagements.

service engagement

Banking is deeply personal, which is why financial
institutions should focus on delivering more holistic
experiences that support each customers’ unique
financial needs. By connecting customer touchpoints,
data, and processes, financial services companies
can create more insightful customer interactions that
extend beyond service transactions to drive new
sources of revenue.
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