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COVID-19 pandemics slowly comes to a stop. 
The situation is getting back under control 
and life is returning to the way it used to be 
before the virus appeared. However, not ev-
erything will be the same as before. The pan-
demic has forced the introduction of a series 
of restrictions and limitations, which in turn 
have driven sudden changes in our daily life. 

Despite the economy coming to a tempo-
rary halt and indicators plummeting, the 
world did not stop. The market has reacted 
very quickly and has changed. Undoubtedly, 
banking is the area that has changed pro-
foundly. The digitalisation of the banking 
sector, which has been under way for more 
than 10 years, has accelerated significantly.

Customer experience in 
a new reality11
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Banks and financial institutions were forced 
to move into remote working mode over-
night, and only remote customer service 
was possible. Digital channels – web appli-
cations and mobile access – have became 
even more important.

The unexpected situation and the need for 
immediate change accelerated the digital 
transformation that had been carried out for 
years, fitting into banks’ long-term strategies.

‘Customer at the centre’ approach continue 
to be present in CX/UX trends in banking 
as the foundation of the customer relation-
ship building. Focusing directly on the user 
and their experience during contact with the 
bank has been emphasised. Not only is the 
main purpose of the contact important, the 
way in which it is achieved is also becoming 
increasingly important.

22 The impossible has
become possible
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A significant change has occurred in the 
way new customers are acquired and new 
products and services are offered. Tradi-
tional channels have promptly ceased to 

function in that area. Social distancing has 
forced onboarding processes to be handled 
in remote channels from start to finish.
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Banks and financial institutions are more 
and more often providing customers with 
tools that allow them to establish a relation-
ship with the bank and use the products and 
services it offers in an easy, intuitive way. 
The common trend of moving all banking 
services to the Internet is the essence. The 
entire life cycle of the relationship is digital, 
with a focus on maximising customer satis-
faction and the best possible experience the 
customer has when interacting with a finan-
cial institution.

Customer authentication solutions such 
as digital ID and off-the-shelf eKYC mecha-
nisms, often enhanced by AI, have gained 
significantly more attention. Tools that al-
low a contract to be concluded remotely be-
tween parties using various forms of digital 
signatures and then deliver the signed docu-
ments to the customer on a non-perishable 
medium have also gained importance. In or-
der to achieve a better customer experience, 
banks offer the possibility of contact via 
chat or video chat at each stage of the ser-

33 Remote partnership 
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vice. This gives the customers the feeling of 
being closer to the bank that understands 
their needs and caters to them.

Demanding banking processes need to be 
carried out quickly and efficiently while han-
dling the customers requests. Integration 
between many operating and accounting 
systems in banks and the use of robots au-
tomating some of the operations have be-

come important. As a result, the customer 
experiences a virtually real time response 
and their need are met immediately. The 
emotions associated with the need arising 
should not subside and the need should be 
satisfied immediately, enhancing the cus-
tomer satisfaction.
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Optimisation of the information presentation 
to the user is still important in UX trends. The 
amount of content is constantly reduced to 
the required optimum, adjusted to the de-
vice the user is currently using – a desktop, 
a tablet, or a mobile device. IoT and access 
to information via smart watches or car 
on-board computers are gaining more and 
more attention. The interest in native mobile 
applications continues, while banks are in-

creasingly turning their attention towards the 
use of PWA technology provided by Google. 
The security aspect is still important here. 
Proposed solutions include the use native 
frames, which provide the same level of se-
curity as native apps, but also allow access 
to native features (such as the camera 
or fingerprint reader) for embedded RWD  
web apps.

44 Appropriate
optimisation
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Referring to the subject matter, the trend of 
aggregating services that provide additional 
value to end customers is reinforced. Banks 
are definitely no longer just providers of 
banking and financial services. In the Cus-
tomer Centricity approach, it is important to 
focus entirely on the customer’s need and 
provide them with the opportunity to have 
the best possible experience. It is impor-
tant to understand what the customers ac-
tually want – in the vast majority of cases, 

their goal is not to get a financial service. It 
is rather a thing they must do, that will let 
them to meet their original need. Only then 
will the customers be satisfied and conse-
quently happy with the bank’s services. The 
original need may be e.g. the purchase of  
a house, home furniture, or a car. The way in 
which this need is fulfilled becomes a fac-
tor heavily influencing the customer’s future 
choices, when another need arises. 

55 What does the
customer expect?
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More and more frequently we see the way 
of selling financial services being modified. 
Let’s say, for example, that while grocery 
shopping in a mall, we drop in to a furniture 
shop and influenced by emotions, we ‘fall in 
love’ with this one and only sofa. Looking at 
it, we immediately learn (without going into 
details) that we can have it at home for a few 
dozen zloty a month. We are not interested 
in details, what is important for us is that we 
can see it already standing in our living room. 
A few minutes later we happily leave the store 
and rush home, where we will await the deliv-
ery. This is how we shop in brick-and-mortar 
shops today, and it’s the same on the Internet.

This trend is more widespread, which is con-
firmed by the emergence of new players of-
fering banking products, who previously were 
completely unrelated to the market. The Alle-
gro group is a good example here; it offers 
the customers its own payment gateway and 
attractive financing, just a few clicks away. In 
this way, the customer is served end-to-end in 
a fast and friendly way by one platform, one 
brand. On the other hand, it is an opportunity 
to earn additional commission on top of the 
profit on basic or additional services offered 
by the platform providing the process.
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Aggregates, so-called Ecosystems, has be-
come particularly popular for business cus-
tomers. Those customers need to use many 
service providers to support the basic opera-
tion of their business on a daily basis. Their 
providers include leasing companies, factor-
ing companies, various types of authorities, 
insurance companies, debt collection com-
panies, accountants. And also IT companies, 
offering solutions such as on-line shops, 
tools for digital document workflow and 

exchange, digital signatures, analyses and 
many, many more.

Ecosystem is the idea of creating an envi-
ronment around the core banking platform. 
It is a customer friendly environment offer-
ing a Valuable Added Service (VAS). In addi-
tion to higher customer satisfaction levels 
and additional revenue per relationship, eco-
systems reduce the potential risk of losing 
that customer.

66 Business ecosystem
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Undoubtedly any product or service that 
the customers need to run their business, 
and that is not offered by the banking plat-
form, forces them to look for a solution 
outside the bank. This creates the risk that 
the customers may come across a com-
prehensive solution and would prefer to 

perform all activities conveniently in one 
place, consequently abandoning the bank-
ing platform they have been using. Solution 
like that are already available on the market 
and are developing at a very fast pace; also 
more and more banks want to use them in 
their own business.
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Embedding additional financial partners, of-
fering competitive financial products on 
banking platforms, is getting increasingly 
popular. All this to be able to respond even 
better to customer needs. The aim is to of-
fer services to customers of any profile that 
have entered, or intend to enter into a rela-
tionship directly with a bank. Different banks 
have different risk profiles and target their 
customers differently. They might not be in-
terested e.g. in a credit relation with custom-

ers who do not fit into their risk profile. The 
solution is to offer services of providers ac-
cepting higher risks, such as various fintechs. 
Thanks to different risk estimation models, 
or at least fewer restrictions imposed by the 
regulator, they can and want to serve custom-
ers with a ‘lower’ financial standing.

Apart from keeping the customer with their 
brand and preventing them from looking for 
a solution outside, the advantage of such 

77 Banking for everyone
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a solution is an additional chance to take 
over the financing in the future, if their situa-
tion improves. This is clearly visible among 
start-ups, which being start-ups, often have 
no credit capacity at all, but have huge fi-

nancial needs for growth. Reaching out and 
supporting a young company at the most 
crucial moment can be the foundation of  
a long-term, highly profitable relationship in 
the future.
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When it comes to a UX on the front-end side 
of an application, it is important for the cli-
ent to be offered a comprehensive solution, 
bringing together a number of different ser-
vices integrated as well as possible. A single, 
seamless feel&look, simplifying and auto-
mating processes as much as possible, is 
going to make the client satisfied. We aim to 

reduce as much as possible the number of 
actions the user have to perform. The tech-
nology provides the tools to automate and 
process in the background, without involving 
the user. The customer would perform one 
action and the other actions are performed 
automatically, without the user’s involvement. 

88 All together
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The customization of the targeted offer is 
always important and visible trend in UI/UX. 
Customization of the front-end applications 
made available to the customers should be 
easy and user-friendly. Users want to be able 
to decide how their tool is built. They want to 
be able to remotely switch on and off servic-
es used and compose their desktops – com-
mand centre – with the widgets. 

Moreover, they would like to have access 
to further customization: changing colours, 

fonts, content - either to define the content 
by themselves or to select from ready-made 
styles. Animated icons, cartoon characters, 
etc. are placed on the banking applications 
screens in Asian countries. All this is done 
to make the customer’s experience during 
banking as close and personal as possible. 
Fulfilling a whim and delivering ‘a castle in 
Spain’ no longer surprises anyone.

Customized client approach means that 
the way the offer is presented and sold is 

99 Command centre
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changing. Customers expect a customized 
offer, they want to feel being understood 
and taken care of.

This is made possible in remote channels 
thanks to Business Intelligence tools based 
on AI. Integrated systems creating eco-
systems give banks access to previously 
unattainable, unique customer data. Deep 

analysis of the data, give them the chance 
to gain knowledge about their customers’ 
behaviours and habits and, based on this 
knowledge, anticipate their needs and ex-
pectations. Combined with a rule engine 
and automatic push notifications, the effect 
becomes achievable.



18

WHITE PAPER — Customer experience in a new reality

In summary, banking is currently undergo-
ing an accelerated, pandemic-driven trans-
formation, which aims to move customer 
service completely on-line. In response to 
their expectations, banks’ mission must be 
to become real partners in their customers’ 
daily lives. The feeling of being individually 
approached and taken care of are the two 
pillars on which trust and long-term rela-
tionships are built. Thanks to new technol-
ogy, banks are able to provide their custom-
ers with value which they cannot access on 

their own. They can thus create an image 
of a partner, not just a financial one, while 
achieving their primary objective: selling 
banking products and services.

The forced acceleration of digitalisation is 
certainly an opportunity for banks to make 
changes to their business models and re-
spond to the changing environment. How-
ever, it is no less important that the changes 
are carried out quickly, contrary to banking 
stereotypes. Otherwise, there is a risk of 

1010 We go for Agile
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losing a large part of the market to efficient 
fintechs. The agile approach has gained in 
value and has become a method for deal-
ing with a rapidly changing reality. It is en-

couraging to see that some banks are not 
only planning, but already fully successfully 
implemented the Agile model of operation. 
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