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Introduction 

Today‘s consumers are increasingly sophisticated in using technology to take care of  
their everyday needs. Not surprisingly, they are leveraging technology to interact with 
their financial institutions in a variety of ways and across multiple channels. These 
channels could be digital, such as the institution‘s website, mobile app or social media 
outlets, or more traditional, such as an ATM, the Contact Center or the bank branch. 

The way consumers move from channel to channel, often using multiple touch points,  
is driving the demand for financial institutions to deliver an “omnichannel experience.” 
This means that regardless of which channel they use and when, today‘s consumers 
demand a seamless experience when interacting with their financial institution. They 
expect the institution to “know” them, understand the full spectrum of their relationship, 
and enable them to start a transaction on one channel and complete it through another. 

While part of the catalyst for financial institutions to shift to omnichannel delivery is 
consumers‘ accelerating adoption of new technology, another important driver is  
that consumers have been conditioned by their experiences with leading retailers.  
E-commerce pure-player Amazon.com set a new standard for the retail experience with  
its personalization, online reviews and speedy shipping. Brick-and-mortar retailers, to 
remain competitive, have been pressed to follow suit and work to create an outstanding 
customer experience both online and in their physical stores. The savviest retailers began 
coordinating the customer experience among different channels, leading the way toward 
an omnichannel experience and further driving customer expectations for the kind of 
personalized, seamless service that increases loyalty and profitability. 

In this brave, new omnichannel world, a financial institution‘s ability to provide customers 
with convenient access to financial services and products across all channels while 
maintaining exceptional customer experience will continue to be a key competitive driver. 

The move toward omnichannel delivery has significant implications for a financial 
institution‘s Contact Center, where each call presents a unique opportunity to provide 
outstanding service, further strengthen the customer relationship, and potentially 
increase the institution‘s share of wallet with targeted sales interactions. As bank 
branches continue to decline and customers migrate to digital and opt for self service, 
the Contact Center is emerging as the key channel for personal interaction with 
customers – and it‘s imperative that customers come away from that experience  
with a positive impression.

To further explore the key challenges, potential opportunities and unique role of the 
Contact Center as financial institutions move toward omnichannel delivery, BAI hosted  
an executive roundtable discussion, The Contact Center in an Omnichannel World: 
Redefining Customer Engagement, in April 2014. Sponsored by Pegasystems, the 
roundtable offered an opportunity for open dialogue among senior executives 
responsible for their financial institutions‘ Contact Centers. 

BAI is pleased to present this whitepaper containing perspectives and insights from  
the roundtable discussion, supplemented with additional content drawn from industry 
sources and our own information and experience. We hope this resource adds value  
to business planning and decision making, as financial institutions work to leverage  
the Contact Center to help deliver a truly differentiated omnichannel experience to 
today‘s customers.
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Executive Summary 

To remain competitive and sustain growth amid changing consumer preferences and 
technology, today‘s retail financial institutions need to deliver a seamless experience 
to customers, across channels and transactions. The demand for what‘s known as 
“omnichannel delivery”– enabling customers to complete transactions or interactions 
with their financial institution across multiple channels with no disconnect – is growing as 
customers increasingly expand channel preferences to include digital, mobile and social.

These customers have been conditioned by leading retailers to expect a superior and 
seamless customer experience, which in turn is creating expectations and demands  
of similar if not better from their financial institutions. Customers are conducting their 
banking differently and the financial institution needs to deliver a superior experience  
to remain competitive. They want service when, where and how it‘s convenient for  
them; expecting fast resolution to issues with low threshold for irrelevant sales pitches.

While customers are increasingly choosing to self-serve in technology-driven channels, 
they often encounter problems that are complex and cannot be resolved. This 
is creating unparalleled opportunities for the Contact Center to excel within the 
omnichannel delivery. With a focus on customer experience as a competitive driver  
and omnichannel delivery as a crucial element in providing a consistently positive 
experience, the financial institution‘s Contact Center has a key role to play. Moving 
beyond fielding complaints, offering technical assistance or providing general 
information, the Contact Center has the opportunity to serve customers in a way  
that deepens relationships and potentially increases the institution‘s share of wallet  
with that customer through up-selling or cross-selling relevant products or services.  
All of this is positioning the Contact Center to emerge as a hub that is arguably 
becoming the “voice of the bank.”

To truly embrace a customer-centric approach, financial institutions need to take  
key action steps to Engage and Simplify in ways that support the Contact Center‘s 
ability, and the ability of the organization overall, to deliver a superior customer 
experience. In today‘s environment, any organization‘s omnichannel strategy must have, 
at its core, a dynamism that enables adaptability. With an omnichannel strategy that 
places the customer front and center, a financial institution can establish loyal, engaged 
customers – the kind that ultimately sustain competitive position and drive profitability.

BAI CONTACT CENTER  
EXECUTIVE ROUNDTABLE  
PARTICIPANTS

The BAI Executive Roundtable:  
The Contact Center in an  
Omnichannel World: Redefining 
Customer Engagement,  
sponsored by Pegasystems,  
was held in April 2014 in Chicago.  
Participating institutions included:

(Dollars in US$B)

Bank of America 
Charlotte, North Carolina 
Total assets: $2,149.85

PNC Financial Services Group 
Pittsburgh, Pennsylvania 
Total assets: $323.42

Scotiabank – The Bank of Nova Scotia 
Toronto, Ontario 
Total assets: $721.56

U.S. Bancorp 
Minneapolis, Minnesota 
Total assets: $371.29

Citigroup 
New York, New York 
Total assets: $1,894.74

Commerce Bancshares 
Kansas City, Missouri 
Total assets: $23.1

BMO Harris Bank 
Chicago, Illinois 
Total assets: $530.43

Total assets (except for Commerce 
Bancshares) based on data for  
bank holding companies as of  
March 31, 2014. Commerce  
Bancshares total assets sourced  
from 2013 Annual Report.

SOURCE: SNL FINANCIAL

A special thank you 
to our roundtable 
participants for 
sharing their views 
on these critical 
trends and issues.
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Omnichannel Delivery, and What‘s Driving it in  
Financial Services

A new customer breed
Retail Online Integration1 wrote about “a new breed of shopper” in late 2010 as an “ultra 
sophisticated consumer” who is “informed, empowered and always connected...(and) demands 
real choice when it comes to selecting and purchasing goods.” The “omnichannel shopper” wants 
to control the time, place, channel and information required to perform their banking activities.2 

The evolution of today‘s consumer can be traced to Amazon.com, which set a new standard for  
the retail experience with its relevant personalized offers, product reviews, variety of merchandise, 
fast shipping and one-click checkout. To stay competitive, smart brick-and-mortar retailers have 
worked to upgrade their customers‘ experiences, with a focus on e-commerce but also in their 
physical stores. Now, customers who have been amazed and delighted by their experiences 
shopping with Amazon.com, Apple, Zappos and other customer-centric companies are  
demanding a better experience from their retailers, including financial institutions.

Traditional retailers like Cabela‘s, Nordstrom and Apple have also begun to excel at omnichannel 
delivery by integrating services and technologies to support seamless processes that would enable 
these shoppers to conduct a single transaction across multiple channels. Along the way, information 
about the customer and the transaction accumulates, allowing the customer to pick up where they 
left off on any channel they choose, without losing their “place” in the transaction.

Today‘s consumers seek to interact with their financial institution in this channel-agnostic way, 
initiating contact how and when it‘s convenient for them, without having to repeat steps or 
start over if they switch channels. And they expect that, like their favorite retailers, their financial 
institution will have a full picture of their relationship, know their preferences, understand their 
needs and offer only relevant and customized information, products and services.

Omnichannel is 
about making  
the customer‘s 
singular view  
of the institution  
a reality.

Customer Centricity 
and the Singular 
Relationship with 
Their Financial 
Institution

Moving toward 
omnichannel is 
fundamentally 
about transforming 
to a truly customer-
centric approach.
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Fundamentally, an omnichannel strategy is about transforming to a truly customer-centric 
approach. Regardless of the number of products or services accessed, or the channels chosen  
for engagement, the customer views the relationship with his or her financial institution as one 
integrated organization. The organization‘s products and services are simply multiple aspects of the 
relationship that help the customer to lead his or her life and channels are merely different access 
points. Omnichannel is about making the customer‘s singular view of the institution a reality.

New technology adds new ways of banking
In light of new technology, financial institutions themselves are evolving and continuing to develop 
technology in ways that enable more of a self-service model for customers. From community-based 
to large organizations, financial institutions report that significant portions of their customer base are 
taking advantage of newer online and mobile capabilities. 

Even before the recent launch of Apple Pay, mobile banking was on the rise.  
Interestingly, it is merely adding to, not replacing, other channels. A recent  
Gallup poll shows that among customers using mobile banking, usage of the  
branch, ATM, online banking and Contact Center remains high.3 This was  
confirmed anecdotally by our roundtable attendees who all agreed that  
the addition of new channels has not produced the volume reductions  
promised. Given the preferences for these customers to interact  
across multiple channels, financial institutions need to coordinate on  
the back end to offer their customers continuity in these interactions.
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“Sequential screening” – interacting on  
more than one channel to accomplish  
a task through interfacing with an  
organization – is extremely common:

— 90 percent of today‘s customers  
 under the age of 35 report doing so

— Half of these customers use  
 sequential screening to manage finances

— Most common scenario being to start  
 with a smartphone, then move to a PC

SOURCE: GOOGLE/IPSOS/STERLING, THE NEW  

MULTI-SCREEN WORLD: UNDERSTANDING  

CROSS-PLATFORM CONSUMER BEHAVIOR,  

AUGUST 2012

95 percent of institutions offer online bill 
pay, and nearly 35 percent of customers 
use this service

77 percent offer remote deposit capture, 
with about 13 percent using it 

95% 35% 77% 13%

Services like mobile bill pay, live chat, and person-to-person payments are catching on fast, too. 
In addition, a significant majority of banks say that within one to five years, mobile payments 
will be as common among their customers as current payment methods (debit, check, credit card).

SOURCE: BAI RETAIL BANKING OUTLOOK, APRIL 2014



Embracing the Omnichannel Opportunity... 
or Ignoring it at Your Own Risk

The competitive advantages of going omnichannel

Given today‘s consumer preferences, delivering superior customer experience is more critical than 

ever to sustaining competitive leadership. A myriad of data on customer experience clearly show 

that improving the customer experience drives revenue and saves money.4 In financial services, 

data shows that customers with fewer positive experiences are less likely to engage in behaviors 

that drive profitability, such as staying with their institution, referring others and purchasing 

additional products.5

With the evolution of technology and proliferation of access channels, an omnichannel 

strategy is one of the leading drivers of positive customer experience. By meeting the 

customer at their preferred point of access, offering a seamless experience across channels, 

a financial institution can gain a 360-degree view of the customer while presenting a 

“single view” of the institution rather than a fragmented view by business or service line.

Financial institutions adopting omnichannel stand to gain valuable customer intelligence 

that leads to the opportunity to build and capture a detailed picture of every customer, 

with information such as prior interactions, spending and income patterns, savings profiles, 

product use, transactions, and channel preferences. Integrating systems and data across 

business lines and channels to deliver the omnichannel experience means that each line and 

channel has the same view of the customer, whose common profile grows more robust with each 

interaction. Developing this richer, more multi-dimensional customer view enables the financial 

institution to make better-informed decisions about resource allocation, with a clearer picture 

of whom to target with what types of tailored offerings.6 Ultimately, omnichannel represents a 

critical strategy for customer retention, relationship growth and increased profitability.

The risks of inaction on omnichannel

Ignoring the growing demand for the omnichannel experience is done at a financial institution‘s 

own peril. Although the business case for investing in omnichannel is multi-faceted, financial 

institutions may resist this reality in favor of focusing on overall cost reduction, particularly  

within the Contact Center, and shortchange the investment in moving the organization toward 

omnichannel delivery.

Some very real business risks accompany that line of thinking. The financial institution that remains 

static in the face of demand for omnichannel faces higher potential for customer attrition and 

diminished sales to those customers that do stay with the organization – losses that can be directly 

tied to customer experience.
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“Today‘s diverse customer 
base requires a balanced 
network of distribution 
channels that work  
together fluidly.”

SOURCE: 2014 CAPGEMINI WORLD 

RETAIL BANKING REPORT, DECLINE  

IN CEI MAY SIGNAL CHANGING 

CUSTOMER EXPECTATIONS



There are several underlying, interconnected factors driving this risk and 
underscoring the business case for investing in omnichannel:

MILLENNIALS  
With “big demands and high expectations,7 “millennials are today‘s 
consumers to capture in financial services. Already emerging as leaders in 
technology, they will comprise 75 percent of the global workforce by 2025.8 
The banking industry has been found to be at the highest risk of millennial-
driven disruption, according to a three-year study from Scratch/Viacom,9 
which also reported that this cohort is looking to the tech sector for  
banking solutions. Offering these customers personalized, relevant  
service in a seamless way that reflects their preferences for technology  
use represents a substantial opportunity for financial institutions.

SOCIAL MEDIA  
Today‘s consumers have the motivation and the tools to cause significant 
damage to companies and brands that disappoint them. Social media  
offers consumers the ability to complain loudly, broadly and most 
importantly instantaneously about substandard customer service 
consequently influencing current and potential customers with negative 
messages. Consider the recent experience of Comcast, whose overzealous 
retention agent so angered a customer calling to cancel service that he 
recorded the exchange and broadcast it via Twitter, where it went viral  
that very afternoon, and within two weeks had been listened to more  
than five million times. Investing in omnichannel delivery by design  
enables more efficient and more personalized customer service, 
which, together with well-trained and empowered agents  
and a customer-centric culture, drives increased  
customer satisfaction.

THE VALUE OF ENGAGED CUSTOMERS  
It stands to reason that an engaged customer will  
do more business with an institution or brand, and 
studies prove that customer engagement drives 
bottom-line results in financial services. Investing  
in omnichannel delivery is a prime opportunity  
to increase customer engagement. It enables 
organizations to not only meet customers where  
they want to interact and allow them to easily  
migrate across channels, but also to gain that  
all-important 360-degree understanding of the  
customer that enables serving them in the most  
relevant and meaningful way.
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“Customers who are fully engaged 
generate $402 in additional revenue 
to their primary bank. Average 
number of products the fully 
engaged customer has from their 
primary financial institution is 22 
percent higher compared to actively 
disengaged customers.”

SOURCE: GALLUP, INC., U.S. RETAIL BANKING 

STUDY, 2013



Before customers reach 
out by phone to the 
Contact Center:

• 51 percent try 
   resolving issues online

• 22 percent leverage 
   live web chat

• 4 percent access 
   mobile apps

51%

22%

4%

Opportunities: Engage and Simplify 

Embracing an omnichannel delivery strategy has significant implications for a financial 
institution‘s Contact Center. With downshifts in branch usage, the Contact Center is emerging as 
a primary channel for personal customer interaction. This creates unparalleled opportunities for 
the Contact Center to excel within an institution‘s omnichannel delivery.

Contact Centers today are busier than ever, on the front lines of dealing with increasingly 
complex situations. Easily resolved inquiries have given way to more challenging service issues 
like fraud, and customers who are unable to self-serve through digital channels turn to the 
Contact Center for solutions. Steady Contact Center volume, even with the proliferation of self-
serve channels, is partly due to branch decline where “service” used to be handled along with 
transactions. The Contact Center has steadily become the “voice” of the financial institution  
and a preferred resource for personal interaction.

Although phone inquiries account for the majority of interactions, staffed digital customer service 
channels are on the rise. As a result, Contact Center agents are handling electronic live-assist 
channels such as online chat and screen-sharing, and this trend is likely to grow as these channels 
represent efficient ways to interact with customers in real time, and enjoy a strong satisfaction 
rating across all generations.10 Customers are also contacting customer service via e-mail, text, 
and on Twitter, requiring agents to navigate a myriad of channels through which they are  
charged with delivering high-quality customer service.

Notably, when a customer reaches out to the Contact Center, it‘s often not the beginning of their 
interaction. Customers are increasingly starting interactions with the financial institution on other, 
more self-serve oriented channels (mobile app, website), before turning to the Contact Center 
when they hit a roadblock or experience an issue in accomplishing their goal. 

As a more efficient option to the branch that offers opportunity for direct, real-time connection 
with today‘s customers, the Contact Center has unique opportunities to engage and serve 
customers in a way that deepens the relationship, cements the customer‘s loyalty, and 
potentially increases the institution‘s share of wallet with that customer.

A coordinated omnichannel strategy can support the Contact Center in harnessing these 
opportunities, providing agents with access to a full view of the customer relationship, as well as 
a view of the touch points a customer has accessed and their activity. This information enables 
agents to meet customers‘ needs more efficiently and effectively, leading to a positive customer 
service experience that helps generate revenue and save costs.

Lead with the strategies of Engage and Simplify
To embrace omnichannel as a driver of customer centricity and optimize the Contact Center‘s 
ability to deliver a positive experience to today‘s customers, financial institutions need to 
advance two key strategies across the organization: Engage and Simplify.

While discussion of these broad strategies and key tactics could fill many pages, this whitepaper 
suggests fundamental priorities in critical areas that form a strong foundation essential for a 
successful move toward omnichannel. 

LEADERSHIP
Engage senior management. To be effective, a customer-centric omnichannel strategy requires 
a commitment from the top down. Lack of commitment from management was identified as 
a top challenge to implementing a customer experience strategy, according to survey results 
from PEX.11 Senior management must buy into and place high priority on the goals driving the 
strategy, and remain engaged throughout its development and deployment. The leadership 
team also needs to designate strategy leaders/owners and hold them accountable for the 
initiative‘s progress. 
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TELECOMMUNICATIONS 

LABORATORIES, CUSTOMER 

SERVICE EVOLUTION 2.0, 2013



Senior management must also spend time listening to/handling customer calls. At some of the  
world‘s best service companies, executives get to regularly see and hear the impact of decisions  
made from the boardroom to the scrum room on actual customers. The degree to which this 
behavior is demonstrated and mandated from the top down is a clear indicator of commitment. 

Simplify organizational goals. To truly move omnichannel delivery to the top of the priority  
list, many organizations will require some degree of culture change, as well as a realignment of 
organizational goals to support an unwavering focus on customer centricity. Part of this process 
includes evaluating what gets measured. A relevant example comes from a July 2014 blog post  
by Don Peppers, founding partner of leading customer-centric management consulting firm  
Peppers & Rogers Group. The post asserted that common problems for companies working 
toward customer centricity are internal metrics that do not align with the overall objective: 

“At one large financial services firm, I had an hour-long conversation with a very senior executive 

who appealed to me over and over again to please tell her how they could do better. Toward  

the end of our discussion, however, I only had to point out that each and every problem she  

had identified was self-inflicted. For instance, although she desperately wanted her firm to treat 

customers better, at the end of every quarter she said her people had to hustle just to achieve 

their financial goals, which undermined customer service. To make the top-line numbers they 

resorted to selling whatever they could to whatever customers they could sell to, despite their 

carefully laid plans to treat each customer more appropriately and individually, based on individual 

customer interests. And to make their bottom-line numbers they resorted to clamping down on 

many of the more costly customer service initiatives, which led to a stop-and-go kind  

of unpredictability in their policies.” 12

With no alignment of priorities from the top down, success was eluding this company; using the  
old priorities and metrics to evaluate success led to the company getting in its own way. This 
type of conflict can occur within the Contact Center as well. Instead of continuing to see the 
Contact Center as a “cost center” (with all the associated metrics), financial institutions need 
to take a hard look at what they are measuring, with an eye toward how the Contact Center 
contributes to the overall strategy.  

TECHNOLOGY
Engage disconnected channels. At the heart of omnichannel delivery is the seamless customer 
experience. This requires integration on two levels: across all customer touch points and within  
the financial institution‘s internal lines of business.

As more customers sequentially interface with their financial institution to get their banking done,  
[see “New technology adds new ways of banking,” page 3] comprehensive and accurate data 
capture becomes more critical. Case management technology can help create a “single source of 
truth” about every customer case, regardless of channel or time span. Customers who turn to the 
Contact Center when they hit a barrier in self-serve channels expect agents to know where they 
have been and what they have accomplished. Furthermore, case management enables agents to 
work across departments and channels on every transaction, service or response, accessing the  
full information and progress at any point, end to end. This minimizes repetition and reduces 
customer frustration, and enables more efficient resolution – all of which underpin a positive 
customer experience.

Capturing comprehensive data through engaged channels and business lines also helps financial 
institutions build a more complete view of each customer, yielding meaningful analytics that 
Contact Center agents can leverage to maximize personalization with every interaction. Contact 
Center leadership can champion customer centricity by driving the need for channel and business 
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Worldwide smartphone 
shipments topped one 
billion units for the first 
time in 2013.

SOURCE: INTERNATIONAL 

DATA CORPORATION (IDC), 

WORLDWIDE SMARTPHONE 

SHIPMENTS TOP ONE BILLION 

UNITS FOR THE FIRST TIME, 

ACCORDING TO IDC,  

JANUARY 2014



line engagement throughout the organization, 
underscoring the personalization opportunity. When  
a customer turns from digital and seeks one-to-one 
interaction, a highly personalized experience drives 
satisfaction and loyalty.

Simplify the Contact Center agent‘s experience. 
Hunting for relevant information through multiple 
systems and screens is time-consuming and diverts the 
agent’s focus from the customer. Similarly, lack of a clear 
process introduces friction and requires agents to focus 
on process decisions. Should anyone really be copying 
and pasting data anymore?

Business Process Management technology can address 
these issues. It provides a platform for process 
applications based on business rules and helps facilitate 
relevant data presentation. With process guidance and 
automation, Business Process Management also ensures 
processes are followed in compliance with company 
policies and government regulations every time. That 
kind of support enables agents to truly focus on service. 

PROCESSES
Engage across the organization. Internal policies and processes focused on bridging business 

units promotes coordinated and inclusive decision making. While organizations may resist this 
under pretenses that it bogs a process down and restricts agility or speed to market, engaging 
all areas of an organization affected by a decision can lead to better success down the road.

The BAI roundtable participants felt strongly, for example, that the Contact Center needs  
to be involved either from the beginning or as soon as possible in the process of a new 
product rollout, product change, website redesign or other broad, new customer initiatives. 
Roundtable participants asserted that being on the front lines the Contact Center best 

understands a potential initiative‘s impact on customer service, or what customers may 
require from Contact Center agents to help successfully support an initiative. Involving the 

Contact Center early in a process can help ensure that new initiatives are rooted in and rolled 
out with a customer-centric approach.

Simplify priorities. Contact Center processes often unwittingly emphasize elements that may 
directly conflict with customer centricity, often because they are designed around misguided 
metrics or policies. High first call resolution (FCR) percentages and lower talk times, for example, 
are often seen as success indicators. However, it‘s critical to look beyond the statistics of the 
processes being followed, and evaluate these processes on their customer centricity.

A long hold time may enable an agent to follow a process to resolve an issue with the customer‘s 
first call, but that hold time is not desirable from the customer‘s perspective. Processes that solve 
the problem in a way that respects the customer‘s time may not always achieve FCR. Resolution 
processes should not run up against roadblocks to customer satisfaction simply because a certain 
goal – say, 85 percent FCR – is in place. In an effort to “make their numbers,” on a metric like FCR, 
agents may introduce customer frustration. Reprioritizing to focus on customer centricity can lead  
to process changes that improve efficient resolution and customer satisfaction. 

Opportunities: Engage and Simplify  (continued)

The number one  
challenge to implementing 
a customer experience 
strategy is the lack of 
communication across 
business units.

SOURCE: PEX NETWORK, 

OPERATIONALIZING CUSTOMER 

EXPERIENCE: CHALLENGES AND 

OPPORTUNITIES, JUNE 2014
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WHO‘S GOING TO WORK  
FOR YOU?

As financial institutions shift to 
accommodate the preferences  
of their millennial customers,  
they also need to keep the 
millennial workforce in mind.  
For the Contact Center, which 
typically experiences average 
turnover rates of 50 percent 
according to the BAI roundtable 
participants, the right technology 
could be a game changer. 
Millennials, accustomed to  
user experiences of Apple-like 
simplicity, are less likely to 
tolerate a dated and complex  
user experience when working  
in the Contact Center.  
Technology solutions that  
simplify the experience can 
impact recruitment and  
improve retention.



A-B-C. Always Be...Changing  

Fundamentally, a customer-centric, omnichannel strategy is about continuously evolving to 
anticipate and serve the needs of your customers. The most successful financial institutions 
undertaking omnichannel seek to be drivers of change, rather than responders or reactors.

A simple mantra that borrows from the classic “A-B-C...Always Be Closing” sales strategy propelled 
into the general vernacular by David Mamet‘s play “Glengarry Glen Ross,” puts it simply, and best: 
“A-B-C: Always Be Changing.”

It may seem obvious that in our rapidly changing business environment, an omnichannel strategy 
must include, at its core, a built-in capacity for change. Once a solution is developed and working 
well, the savviest businesses will continually evaluate and evolve, rather than resting on their laurels, 
thinking they have solved the problem.

Smart organizations will actively seek to test solutions so they can be further adapted as part of  
the organization‘s next “big idea.” A calculated, risk-appropriate trial and error approach enables  
a company to gain valuable feedback from customers, and then apply what has been learned to 
improve their strategy and approach. The calculated risk is critical; to avoid a situation similar to 
what Fortune magazine called JC Penney‘s “epic rebranding fail,” (in which the company rolled  
out a new pricing strategy across the board that was so off-target it has caused the company to 
hemorrhage cash and investors, and from which it still struggles to recover). Through smaller-scale 
trials of less radical but still meaningful change, financial institutions can learn more about how 
customers respond and use the input to improve before a larger-scale rollout.

Changing perceptions and practices
When an organization leads with customer centricity, a key part of being a change driver is a 
continuous focus on making customer interaction as simple, frictionless and meaningful as possible. 
That requires nimbleness in both perspective and practice. For example, a financial institution in  
the midst of moving to omnichannel delivery may completely re-think the role of the Contact 
Center agent, for all of the reasons discussed in this whitepaper. The change in perception can  
set in motion the required change in process, such as revisiting hiring requirements, training  
existing agents and revising evaluation methods in a way that enables the agents to best support  
a seamless customer experience. 
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The Bottom Line
Customer centricity and omnichannel delivery are not fads, short-term solutions or soft, feel-good 
strategies. They are essential competitive drivers in today‘s rapidly changing market. The bottom-
line advantages of designing a superior customer experience have to do with cultivating engaged, 
satisfied customers who, as cited above, are more likely to reward a company with their business as 
well as referrals.13

In essence, the customer-centric organization is earning the “right” to sell, through providing 
excellent service. Furthermore, implementing omnichannel delivery allows an organization to more 
intimately know their customer, enabling them to leverage that right to sell in a smarter way.

No single strategy can qualify as the be-all, end-all in creating a superior customer service 
experience – that‘s why adaptability is absolutely essential. Leading with customer centricity, 
implementing omnichannel delivery, and incorporating strategies to Engage and Simplify  
create advantages today that can help position an organization for the changes that are sure  
to keep coming.
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About Pegasystems
Pegasystems develops strategic applications for sales, marketing, service 
and operations that power critical business operations, connect companies 
to their customers in real time and readily adapt to meet changing 
business requirements. Pega customers include the world’s largest and 
most sophisticated enterprises. Pega’s applications are built on it’s unified 
Pega 7 platform, which uses visual tools to easily extend and change 
applications to meet client’s strategic business needs. Global 500 clients 
report that Pega gives them the fastest time to value, with extremely  
rapid deployment, efficient re-use and global scale.
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