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In the race for digital transformation in
the banking sector, banks should take
heed. While the world is experiencing
swathes of automation and robotics,

it is critical that the human is not
forgotten.

Here we look at 5 ways in which we
mustn't neglect the human factor as
we develop the financial services of
tomorrow.
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Support for the most vulnerable

Digital-first services, including those
we've seen from the challengers
and neo banks, are often aimed at
the most financially and tech-savvy
people in society.

While super-slick apps, chat bots
and voice activated assistants, can
bring efficiencies and productivity
to some, they're not as accessible
for the most vulnerable in society. As
well as the investment required for
smart phones, digital assistants and
internet access, there is also a barrier
to such technology for those who
are not aware it exists, and/or don't
know how to access such tools. Not
everyone is an early adopter.

Technology is known to affect the
worsening of economic poverty, and
with financial services one of life’s key
activities, excluding some from such
functionality will only make

things worse.

Banks need to be sure not to leave
customers behind, by neglecting
those in society who need most help
and support with their finances, and
who may rely on human interaction
and the comfort of the personal
touch. Ethical banking, based on
standards of morality and empathy,
also makes good business sense.



The young ones

The assumption has been made that
everyone in society, and especially
the younger generations, want to

do all of their banking online, in self-
service conditions. However, research
undertaken by Target Group found
that not fo be the case.

While people were happy to manage
their day to day current account
fransactions via an app or website,
when it comes to the bigger and
more significant financial matters
such as setting up a new loan or
mortgage, they wanted the security
and comfort of a human to human
intferaction, whether that be to visit
a branch, use the phone or use
webchat. And the same was true
for all generations, noft just the Baby
Boomers and Generation X.

The Generation Z and Millennial
cohorts are also craving that human
contact, but at a time and place that
suits them. It's about choice.

The young ones crave that human contact.
But at a fime and place that suit them.

Personalisation

Delivering personal and relevant
experiences is noted as being a key
success factor in financial services.
Customers expect personalised
experiences from every touch point,
similar to what they get from the likes
of Airbnb, Netflix and Amazon.

Banks capture plenty of data on

their customers, crifical for enabling
the personalised experiences they
crave. In order to provide such
personalisation, banks need to
achieve trust from customers, to allow
data capture, data sharing and deep
analyftics.

Open Banking is taking us a big step
forward in this journey but there is still
much more to do.

We should be "earning a place in
customers’ lives” said Benoif Legrand,
Chief Innovation Officer, ING at the
MoneyLIVE Summit in late 2019.

To do so requires a one to one,
personal relationship, built on trust.

Jayesh Patel, Head of Liv Digital
Bank, Emirates said af the same
conference, “It's a shift from
making many customers happy,
to making each customer happy.”

We can no longer group customers
info segments, making assumptions
on their behaviour and preferences.
We should be able to understand
each individual customer's behaviour
and preferences from their previous
interactions, and the data we hold
on them. The technology is already
there.

As Marfin Fleming, Mortgage
Transformation Director of Lloyds
Banking Group said, “Technology
doesn’t provide the Wow Factor.
Personalised experiences do.”

Technology doesn’t provide the Wow Factor.

Personalised experiences do.

www.targetgroup.com

Insight intfo Banking Transformation



The human touch

While robotics and automation can
easily cope with manual, repetitive
tasks, only humans can employ the
sense that something just doesn’t feel
right. This sensitivity to a customer’s
fone, their emotional state, or
nuances in their language can be
critical, especially when dealing with
vulnerable or less-savvy customers.

Martin Fleming said, “People crave
the human touch because of
concerns or uncertainty they have
around their finances.”

They are looking for the reassurance
and guidance from banks, in
situations where they are less certain.

Since 2008 people have become less
frusting of the banking sector, and

an increase in market choice has
made things even more complex for
consumers. Gone are the days when
whole families did all their banking
with the one high sfreet bank, passing
on those relationships down the
generations.

Robotics, automation and digital
services can really improve customer
experience. But, only when there’s
the opportunity to add value.

Often the service is fundamentally
the same, and there are still many
processes completed manually. Guy
Mettrick from Appian described a
digitally-enabled workforce where
technology helps them provide the
service, rather than hindering them.

It's not just about technology replacing humans.
It's about technology enhancing their capabilities.

Invest in people, not just tech

Martin Fleming said, “"Make sure

you invest in the people who use

the technology”. Ultimately in

every process in banking there is a
human element. It's humans that
research the market, that map the
processes, and that code the apps.
The tfechnology is only as good as the
effort and the intel that's put into it.

And humans are flawed. They need
many things that the robots don't -
rewarding salaries, praise, training,
personal development, camaraderie,
support and well-being.

Gajendra Gupta, Director, Head of
Mortgage Strategy & Transformation,
Barclays said at the MoneyLIVE
Summit November 2019, “People talk
about CX - customer experience. But
they don’'t talk about the other CX -
colleague experience.”

You can have access to all the latest
fools, but if the workforce deploying
those tools aren't motivated, well-
tfrained and focused, the outcome is
never going fo be successful.

People talk about CX - customer experience.
But they don't talk about the other CX - colleague experience.
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So, it's actually not a case of Human vs Digital. It's definitely all about Human + Digital.
They simply can’t work independently.

Humans need digital enablement
to deliver successful, personalised
experiences. Digital tools and
techniques augment the human-
delivered customer service.

And without the human, the digital
simply wouldn't exist. Not only is
digital transformation created by
humans, it's what makes it relevant,
and indeed will continue to do so.

At Target we combine state of the art
technology with the personal, human
fouch, to provide digitally-enabled
service for over 19 milion customers
for more than 50 clients.
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