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Digital Transformation
An Introduction;

The challenge for banks in their current state is to face the implications of a digital 
change. As technology increases at exponential rates, banks will be at a disadvantage 
trying to react “in the moment” to new competitors and features. This will disrupt 
the customer relationship and inevitably decrease banks wallet share.

Banks need to look beyond the immediate changes and view the ‘bigger picture’. 

They will need to understand what digital engagement means to the banks and its 

customers at all generational levels. Banks will need to understand how digital engag-

es their customers and build a comprehensive digital strategy that will deliver their 

message and build brand loyalty and trust. 

For the purpose of our case, we will look primarily at the Baby Boomer demographic 
(ages 52 – 72), as they represent the largest challenge due to skepticism of the digital 
revolution. The Baby Boomers have lived through the sixties and seventies and are 
now financially stable, possibly retired adults. Their wealth has accumulated through 
the decades and due to recent soaring real estate values, they will likely have sold 
their homes and downgraded to less strenuous living spaces. 

This generation will have the added benefit of being much more loyal than the sub-

sequent generation. Nostalgia is a selling factor to their demographic. However, Suc-

ceeding in the digital world is not about ‘out with the old and in with the new’; it is 

instead about truly understanding the needs of your customers, the shifts in your 
market place, the differentiation strategy of your business, and the best means for 
achieving success. We will outline the essential information for the case and begin to 
examine distinct channels to reach the consumer base. 

• OBjECTIVE: Promote BMO online & mobile banking services to drive digital 

awareness, adoption and engagement amongst existing customers not yet digital-
ly engaged.

• KEY CONSIDERATIONS: primary demographic skews older (avg. older than 52) 

and the leading barrier to digital adoption is security concerns. 

• TIMING: In market target of January – March (3 month timeline)

• BUDGET: $350, 000

• SUCCESS BENCHMARK: 100,000 New Digital Adoption/Conversions 

         Increased Brand Recognition
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EXECUTIVE SUMMARY                                            

The majority of financial institutions have yet to maximize adoption of mobile banking to its fullest po-

tential. Banks are still unclear on how to best leverage adoption metrics. Successful financial institutions 
have a mobile adoption rate over 50 percent. Mobile banking features are critical for achieving the 
highest levels of adoption. However, generational gaps have caused disruption to occur. By understand-

ing how mobile banking products engage and interact with customers, banks can begin to develop 
personalized and actionable strategies to convert customers into active digital users. This investment in 
digital channels will drive adoption and increase the Return on Investment.1 

Defining ‘digital’ at its simplest means the conversion of analogue information into digital in-

formation. As technology expands exponentially, every aspect of our daily life is captured and 
stored in some digital form. Even Baby Boomers are becoming increasingly social media com-

petent. On average, it is the Baby Boomers (born 1945 – 1965) who have the largest disposable 
incomes available to spend. 

The questions is, how do we appeal to this group?

As time goes by, more Baby Boomers are setting up social media accounts and embracing new 
platforms of communication. Assuming that the entirety of Facebook and Twitter users are be-

low the age of 35 is a huge error in judgement. As of November 2016, Pews Research Center 
reports the following statistical analysis2:

• 79 percent of North Americans use Facebook

• 24 percent use Twitter
• 32 percent use Instagram

• 31 percent use Pinterest

• 29 percent use LinkedIn

It is clear to see that as a whole, social media is being embraced by all generations. That is not 
to say there are not hesitations in the daily interactive of each specified demographic. However, 
as the uptake of social media has been slower with the Baby Boomers age group, they grow 
more skeptical and suspicious of online marketing and promotional tactics. Security is a priority 
concern for the elder demographic. Skepticism aside, the older demographic lack the computer 
inclined skills sets of the younger generations. To attract with this target market, the bank will 
need to grow awareness and discovery to enhance enrollment and help encourage engagement 

on the digital spectrum. Personalization and support will be integral aspects to any strategy 
looking to empower the Baby Boomers generation with enhanced mobile and online banking 
features.

Summary
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ASSUMPTION FRAMEWORK

As banks evolve to the digital landscape, so will the custom-

er. Consumers are no longer content with simple function-

ality such as the ability to check balances, and now expect a 
wider range of mobile banking features. Furthermore, with 
the older demographic, functionality will be imperative. The 
slow adoption to online banking of Baby Boomers is due to 
lack of knowledge and hesitation of security features. Cus-

tomers trust going into a bank and using the services in per-

son. They prefer the face to face interaction. 

Consumers need to see strong value in the mobile offering 
in order to adopt a new way of transacting financial busi-
ness. They need to understand and believe that the services 

answer their specific needs, overcome their challenges and 
fit into their lifestyle. Security concerns are a top reasons 
why the aging consumers still do not adopt mobile banking. 
To convert these account holders, banks need to illustrate 
the safety and security measures in place that help protect 

the customer in any event. If banks learns to embrace the 

technological side with this group, we can explore some of 
the newer social media platforms and where your audience 
are most engaged. Approximately 55 – 62% of Americans 

over the age of 50+ frequently use Facebook, compared to 
less than 10% of users on Twitter from the same age catego-

rization2. As technology becomes more intuitive and widely 
available, conversion to digital is imminent. 

As an overview, we have made the following assump-

tions while defining our strategy. 

INNOVATION

Banks today are not at the forefront of innovation. While the 
sector has had its fair share of innovation over the years, to-

day, banks tend to be cautious, bureaucratic, and subject to 
multiple layers of process and expansive levels of oversight. 
Executives recognize they need to do things differently. 
Over 50% are planning to enhance their internal capabilities 
to foster innovation, and to create innovation management 
teams across business units. Perhaps most importantly, 
there is a recognition that partnerships and third-party rela-

tionships may be the best way for banks to reap the benefits 
of innovation. To succeed as innovators, banks will need to 
organize and manage themselves differently. 

POOR AWARENESS PLAYS A ROLE 

Besides a lack of next-generation features, another fac-

tor that can hinder mobile banking adoption is aware-

ness. Often consumers are simply unaware of their fi-

nancial institution’s mobile offerings. Baby Boomers are 
slow to adopt new technologies. This gives the banks 

an opportunity to engage customers and assist in the 

adoption of a mobile service. 

With over half of the Canadian adult population using 
smartphones and over a third of them using mobile 

banking, financial institutions have the opportunity to 
successfully promote and educate consumers about 

mobile banking. 

The question is how? Answer, the frontline staff.

Customer experience includes every bank touchpoint 

and interaction, not just those more traditionally associ-
ated with marketing and sales. The importance of front-
line staff as the advocates for change has never been 
greater. When adopting new technologies amongst any 
generation, ease of use ranks as an important bench-

mark. The key focus is customer perception. Altering 
the customers’ perception into a positive value added 
service mindset is the primary determinant to enhance 

customer brand loyalty4.

By leveraging the referral power of the frontline staff in 
branches, a real opportunity exists for financial institutions 
to increase mobile banking adoption rates. Frontline staff 
can serve as an influential source of information about 
mobile banking to build awareness of its benefits and ed-

ucate customers on how to get started using the service. 

Since they are viewed as professional experts by banking 

customers, recommendations from frontline associates 
can ease consumer concerns around using mobile bank-

ing, such as security, which has been a major roadblock for 
widespread mobile banking adoption.

Sometimes the institution markets mobile banking ag-

gressively when it’s launched, but fails to sustain a con-

tinued, comprehensive marketing effort. Front line staff 
can ensure these messages reach the required custom-

er base. In addition, the bank can post digital signage to 
help drive awareness in the branch. 

Assumptions
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ExamplE 1: 

In Q1 when BMO launches mobile deposit, staff members 
will have the perfect opportunity to discuss the new feature 

of depositing a cheque via mobile device. By engaging with 
the customer, the front line staff can help guide the custom-

er through the process and assist the customer in complet-

ing the transaction. This is just one example on how digital 
can help save time and convenience for the customer. 

ExamplE 2: 

A customer comes into the branch and wants to open a 

new bank account. The service advisor can help guide 

the customer to set up an account via tablet. “Let me 

help you open an account? Would you like to learn how 

to do it yourself? Sure, just go online – you can borrow 
my tablet. Let’s take a seat. Would you like a coffee or 
tea?” Example 2 helps illustrate the rapport building ini-

tiative and helps the account holder to learn more of 
the banks products and services in a relaxing and con-

trolled environment, thus empowering the customer.

Given these challenges, reaching attractive levels of 
mobile banking adoption will require a concerted ef-
fort. Financial institutions can drive penetration for this 
channel by employing best practice strategies in three 
areas: product investment, marketing, and frontline 
staff engagement. Through engagement, staff can in-

form customers, answer questions and act as a financial 
expert for their customers. This has the added benefit 
of increasing brand loyalty and reputation. 

SOCIAL MEDIA’S IMPORTANCE TO BRANDING

Social media has created both opportunities and 
risks. Opportunities include greater engagement and 
proactive risk management. For example, 90% of 
customers trust recommendations posted on social 
media websites, and 71% are more likely to make a 
purchase based upon social media referrals. Banks 

can gather customer feedback to generate leads, tailor 
products, improve customer experience and spot 
trends earlier. And leading indicators can enable banks 

to spot operational risk breaches, and proactively 
address negative publicity early. 

However, social media also brings greater risks – lower 
bargaining power and influence, and greater risk of 
brand damage. Customers are empowered to voice 
grievances widely, and have much greater transparency 
to features and price. It is a clear indication that 
Facebook has witnessed that largest adoption rate 
amongst all generations2.

                                            *
2

Assumptions

“4 FORCES
IMPACTING 

BANK
MARKETING”
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CYBER SECURITY

Security has always been the largest determinant in the 

banking world. Customers want to know that their earn-

ings are safe. With the advent of new technologies and 

increased cyber security attacks in the news daily, cyber 
security has rocketed up the list of leading issues for banks. 

Nobody wants to be on the wrong side of a cyber-attack 
headline. Furthermore, customers do not entirely under-
stand cyber security and as such fear what they do not 

know. The aim is to alter perceptions and inform custom-

ers of the increased levels of security and counter mea-

sures that are in place. 

A bank that can differentiate themselves from competitors 
through adoption of security enhancements, could witness 
an effective competitive advantage, especially amongst the 
older generations who are less prone to change and adopt 
new technologies. In the last couple of years, technologies 
such as Digital Wallets, EMV Chip-based Cards, and two fac-

tor authentication via SMS-based One Time Password (OTP) 
have become mainstream. These innovations were de-

signed to make payment transactions convenient and more 
secure; but are we really secure?

PRODUCT FEATURES SPUR ADOPTION 

Investing in the mobile banking offering is essential to 
making it relevant and indispensable, which is critical 
for attracting and retaining profitable customers and 
members. From busy consumers who don’t have time 
to visit a branch, to digital natives who’ve grown up ex-

pecting remote access to financial and other services, 
consumers of all types can appreciate the ability to bank 

anytime, anywhere. Investing in next-generation mobile 
banking product features that meet their demands and 

suit their lifestyles is vital to the initiative’s success. 

According to a proprietary Fiserv 2014 study, financial insti-

tutions that offer mobile deposit average approximately 60 
percent more logins and transactions per month per cus-

tomer compared to those that don’t include mobile deposit 

as part of their mobile banking service. Online and mobile 

banking capabilities also can boost enrollment and usage, 
since consumers conduct as much as twice as many finan-

cial transactions per month on a tablet at a fraction of the 
cost to the banks1. 

Assumptions

the board, the CEO, the C-Suite, you name it. Nobody 
such as Digital Wallets, EMV Chip-based Cards, and 
two factor authentication via SMS-based One Time 

phone recharge, DTH service plans recharge, utility bills, 

•
through phone calls/SMS/emails to share sensitive 
information such as PINs/Passwords that may result 
in embezzlement of virtual money from the wallet.

• Sniffing/ Intrusion/Cyber Attack:

wallets to gain benefit. Fraudsters intercept traffic 

• Benefits through misconduct: 
discover product or application flaws that can 
provide benefit to them in specific scenarios and then 

• Fake KYC: Customers can furnish fake Know Your 
Customer (KYC) documents to gain access to 

(RBI) has prescribed strict KYC norms and monitoring, 
the effectiveness of complying with these norms may 

• Application manipulation by authorized user: 
Employees having admin/super-user access can 
perform unauthorized transactions like pseudo 

money value embezzlement from wallets, and 

However, it is observed that the mobile platform 

banks have started issuing EMV chip-based cards, 

•

• Cardholder verification: Cardholder verification 

lost and stolen cards. Cardholder verification ensures 

• Transaction authorization: Transaction authorization 
uses issuer-defined rules to authorize transactions. 
The transaction is authorized either online and offline 
using issuer-defined risk parameters set in the card.

While EMV chip-based cards make it more difficult 

mitigated by EMV chip-based cards leads to following 

• The EMV chip-based cards issued by banks support 
both chip and magnetic-strip functions and are 

cards. Magnetic strips on EMV chip-based cards are 

• The EMV chip-based cards have been successfully 

Pre-play attack: 

27

Any-PIN attack:
using stolen cards, intercepts the PIN query from 
POS (point-of-sale) terminals and authenticates 
it regardless of the PIN entered, thus allowing 
the attacker to bypass PIN verification in order to 
authorize fraudulent transactions. 

• EMV chip-based cards do not really mitigate cyber 
risks for online or “card-not-present” transactions. 

• EMV chip-based cards do not prevent the theft of 

https://www.ijeas.org/download_data/IJEAS0201019.pdf
27http://www.bankinfosecurity.in/how-criminals-cracked-emv-a-8607
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THE EVOLUTION OF BRANCH BANKING

Banks today typically do not know their customer 

very well. We need to develop a much deeper, ho-

listic understanding of customers concerns. In es-

sence, our approach should be to proactively inquire 
and empower our customers with knowledge and 

value added services. Security is at the forefront of 

customer concerns. Just think, Baby Boomers were 
witnessing an industrial revolution and now a digital 

one. History has changed at exponential rates. It is 

understandable why customers would grow weary of 

change. Banks need to be able to understand their 

customers’ concerns and be present with a relevant 

solution that will help simplify the adoption while si-

multaneously empowering the customer. 

The infographic below illustrates the potential reach of 
digital channels in the current bank infrastructure. This 

helps to illustrate the value added services available to 

customers at their fingertips5. Digital has the power to 

achieve that amongst all generations and with a person-

alized message for each potential customer. 

Leading banks are moving away from ‘managing branches’ 

and instead are ‘managing distribution’ across all the bank’s 
channels including evolving branch models to balance lo-

cal-customer needs with the high cost of branch delivery. 

They are designing their branch strategies to deliver a differ-
entiated experience, based on customer needs, the competi-

tive landscape, brand promise and internal capabilities: 

• Begin by focusing on the customer experience. Con-

sider customers, competitors, brand and capabilities3.

• Choose an appropriate mix of branch models to sup-

port the desired customer experience. 

• Design an optimized distribution network that sup-

ports the needs of the local markets and scales to 

the density of market opportunity – meeting cus-

tomer needs and minimizing the cost of delivery. 

• Develop intuitive, experience-driven individual 
branch designs, based upon a deep understanding of 
customer needs, behaviors and usage.

• Redefine the operating model including the organiza-

tional structure, branch processes and infrastructure. 

• Develop cross-channel enablers to deliver a seamless 

and consistent customer experience.

Assumptions
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“Customers NOW expect brands to be   

  more meaningful and useful. North Americans say it 

  would not matter to them if 90% of brands disappeared11.”
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1. AWARENESS

3. ENROLLMENT

4. USAGE 2. DISCOVERY

OUR APPROACH

BMO needs to understand what the value propositions to the tar-
geted customers is and what competitive advantages will distin-

guish them in the marketplace from other banks. 

The current challenge that BMO faces is that the primary demo-

graphic skews older (avg. older than 52) and the leading barrier to 

digital adoption is security concerns. The main concerns are as fol-
lows:

• Is my money safe?

• How can the bank protect my money?

• Are you (as the bank) protecting me?
• What would happen if my information is stolen?

When looking at the main concerns, it is evident that the issue is 
not necessarily with the technology (online & mobile banking), but 
rather with the potential threat of losing one’s savings and personal 
information. Security has always been an issue with banks, especial-
ly with the advent of the internet and age of information. 

The only news that consumers hear is bad news. just think about 

it, “Why would a news channel host an interview about a bank 
protecting their customers’ savings for decades without a security 
breach?” It doesn’t quite seem news worthy does it? Perceptions 
have been altered to view technology as vulnerable. True, there 
have been escalated cyber-attacks in the past years due to political 
strife and economic uncertainty. But that can be altered into an op-

portunity for banks to promote their foundation, their commitment 
and ultimately the stature of their legacy.

4 STAGE PROCESS

Awareness is often lacking for the older genera-

tions who are already reluctant to change. Half 
of our challenge may simply be bringing back to 

light some of the current measures we have in 

place and simplifying the process. Our strategies 

will work on a 4 stage end user lifecycle: Aware-

ness, Discovery, Enrollment and Usage. These 4 
elements help guide and empower the users so 

that their journey becomes simple and intuitive 
with the highest regards to value added services 

and convenience.

Each strategy will address the following topics:

• Discuss the potential solution. 
• Clearly explain the advantages of your alternative.
• Discuss estimate budget for adoption
• Provide one specific and realistic solution
• Outside research  - Personal experience 

• Determine and discuss specific strategies for 
accomplishing the proposed solution.

• Constraints/reasons

The following 5 strategies can be used to build 

value added services for BmO’s customer base.

1. Promote Near Field Communication (NFC Pay-

ment) as a secure digital tool for customers.

2. Promote Digital Solutions within the Branch 
for Value Added Service

3. Introduce the 110% BMO guarantee

4. Develop delegate systems application for 
assisted adoption

5. Legacy Security Enhancements

Approach
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NEAR FIELD COMMUMINCATION (NFC) - ANDROID PAy6:

Near-field communication (NFC) is a set of communication protocols 
that enable two electronic devices, one of which is usually a portable 
device such as a smartphone, to establish communication by bringing 
them within 4 cm of each other. NFC devices are used in contactless 

payment systems, similar to those used in credit cards and electronic 
ticket smartcards and allow mobile payment to replace these systems. 
NFC offers a low-speed connection with simple setup that can be used 
to bootstrap more capable wireless connections7.

New users of near field communication, especially for payment pur-
poses are understandably concerned about the security and safety of 

their private information. Possible security attacks include eavesdrop-

ping, data corruption or modification, interception attacks, and physical 
thefts. However, NFC payments do have enhanced security features to 
mitigate theft and increase convenience for customers.

COSTS TO IMPLEMENT: $ 

Low Cost to training staff. NFC is already established through Android 
Pay. Users can easily download and access the features immediately. 

Customers may need assistance and encouragement to adopt the tech-

nology. Training would be provided for front line staff to help empower 
them to lead the adoption changes and help customers use partial mo-

bile technology in their everyday banking needs. 

NFC VALUE ADDED SECURITY FEATURES

• Limit of $100 per day will apply when us-

ing your debit card for Android Pay.

• By creating a unique virtual card number 
for your payment information, your name 
and full card details are never shown in the 

app and never shared with the store. If your 

phone is ever lost or stolen you can easily find, 
lock, and erase your phone using Android De-

vice Manager. Because you need to unlock 

your phone before using Android Pay; it is just 

as secure as using your actual card and PIN.

• If your phone is stolen, Android Device 
Manager will help you find, lock, and erase 
your phone. Also, you can simply search 
“Find my phone” and Google will show you 

where it is on a map.

Solution - 1
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BUILD DIGITAL SUPPORT: CSR / SOLUTIONS ExPERT

Drive change through talent. Banks need a new type of talent and 

a new way of managing it. They need to attract people who think 
big and who challenge the status quo, people who are obsessed 
with the customer and not with the process. Banks need to enable 

them to succeed. 

In branch support can help customers become more digitally in-

clined. Service is rapidly becoming a baseline expectation, yet most 
banks are far from delivering it. Training staff will be a 2 stage process. 
First, the learning process will be underway and allow staff members 
to assume an elevated role. This has the potential of empowering 
the front line staff and ensuring their roles do not become obso-

lete. Second, this evolves the customer service representative into a 
solutions expert. Selling has long been a necessity of front line staff. 
With the new services available the service staffs role has become 
streamlined and value added. Instead of selling to a customer, you 
are helping them learn new skills, make their daily lives more con-

venient and acting as their go to source for information which helps 
to build brand loyalty and the potential for additional return visits.

COST TO IMPLEMENT:  $$

CSR’s will be the driving force for adopting change and engaging cus-

tomers. Brand loyalty is built on two way communication. your people 
will be the difference to help foster a new digital revolution. However, 
as technologies evolve so will the role of the customer service repre-

sentative (CSR). Creating an incentivized approach for front line staff 
will garner much faster results. Money talks and in this case that would 

be very true. When BMO’s e-statement campaign was underway, an 
incentive for front line staff saw a 10% lift in adoption of customers. 

Moving forward, BMO can create an 
internal campaign focused on digital 

adoption and present a top branch prize 
in addition to a TOP 5 CSR/Solutions 
Expert award (with a monetary prize 
pf $2000 per top adoption team mem-

ber). This helps by developing a com-

petitive team involvement and builds 
pride amongst branch locations. There 
will also be a grand prize of $5,000 for 
the top branch to be shared equally 

amongst staff members. This is meant 
to drive team building and a sense of 

ownership amongst staff.

VALUE ADDED FEATURES 

•	HElp yOur sTOry gET TOld. Customers 

can become your best marketers. Look to your 

staff to make this happen. Fifty percent of rec-

ommendations are due to good experiences, 
not due to rates or products. Identify key in-

fluencers among customers to serve as brand 
advocates – promoters account for 80–90% of 

positive word of mouth. Manage social media 
exposure – one in four customers share expe-

riences this way8.

•	gO digiTal. Customers want to interact 

whenever, wherever. Give them the conve-

nience they seek   through digital tools. 61% of 

customers want to research on their own, and 
42% buy on their own without help from repre-

sentatives or experts. As new features are made 
available, the front line staff will be integral in 
showcasing the technology to customers. This 

helps to enhance adoptions rates and engage 
customers through the awareness, discovery 
and enrollment segments.

•	BalancE auTOmaTiOn with the human 

touch. 60% of great experiences are due to 

great staff. 25% of customers rely on staff to do 
research, 46% to select products and 63% to 
resolve their problems. Create a multichannel 
strategy that balances cost and service. Encour-

age self-service for routine matters, and refo-

cus branch and contact centre staff on higher 
value-added activities like relationship building 
and sales8.

•	Fix THE Bad, FasT. Customers want to feel like 

their bank is working with them, not against them. 
Don’t let customers walk away with a sour taste in 

their mouth. Two in five customers leave banks af-
ter a bad experience, and 45% of those will active-

ly discourage others from using that bank. Turn 

issues into opportunities to build loyalty. Empathy 
and an apology go a long way towards satisfactory 
problem resolution. Identify these negative expe-

riences and work to remove the causes. 

Solution - 2
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Solution - 3
THE 110% SECURITY FUNDS GUARANTEE

Customers fear the technology because they do not entirely know the technol-
ogy. Like the dot.com craze, customers who do not understand the potential 
get lost in hysteria. Millennials, Gen X and Gen y have all adopted seamlessly to 
technology, because it improves on the customer experiences. Baby Boomers 
have yet to fully tap into the mobile and online banking platforms. The under-
lining fear is that they feel it is less reliable and secure than in person transac-

tions. Who can blame them? They were raised in an era where a hand shake 
was considered a legally binding agreement. The computer age skipped right 

over this generation and now they are the back bone of the economy.

To succeed in the digital era, it is critical for banks to understand consumer 
adoption of, and preferences for, digital media. In developed nations such as 
the U.S. and Canada, seniors (those born before 1946) and Baby Boomers 
(those born between 1946 and 1964) are the most critical digital consumer 
segments because of their exceptional purchasing power. These segments, 
which represent a huge majority, control about three-quarters of the coun-

try’s wealth. Boomers, in particular, outspend other generations by a stag-

gering $400 billion per year on consumer goods and services, are digitally 
savvy and increasingly spend more time online, especially on social media, 
than watching TV9. Digital is quickly becoming the best method to reach 

this extremely valuable demographic. Boomers are particularly valuable 
as bank customers because, as a whole, they actively borrow and spend 
money and invest their wealth. However, many do not engage with digital 
platforms due to security concerns and lack of trust in the technology.

COST TO IMPLEMENT:  $ - $$$

The initial cost of this campaign would be minimal. It would involve 
equipping branch locations with digital signage and relaying the message 
to segmented groups online via Facebook, Google AdWords and through 
the BMO site. Costs would increase by 10% for security and fraud. How-

ever, the ROI on new accounts and increased user activity and invest-
ments would more than compensate for a potential security threat.

The current guarantee is for 100% reimbursement of unauthorized 
transactions. However, this guarantee does not exude confidence in se-

curity or to enhance the customer experience. Instead, adding value to 
the message begins to bring awareness to proactively addressing the 
problem and building customer focused solutions.

2 VALUE ADDED SERVICES:

•	THE 110% guaranTEE. When an account 

is frauded, BMO will reimburse the account 
holder 110%. The “110% Guarantee” would 

illustrate BMO’s continuous commitment 
to Security and would allow customers (es-

pecially seniors) to feel at ease using the 

available technology, knowing that they are 
covered for more than they might lose. 

• The 110% Guarantee will act as a bea-

con that BMO stands behind. “We be-

lieve in our product and the security 

we provide”. The message would be 

clear, decisive and digital signage can 
be used throughout social media and 

in branch locations to spur conversa-

tions and reassure customers of our 
committed success to safety and se-

curity. Security issues can be put into 

place to ensure BMO’s accounts have 

increased security and CSR’s can share 

this message to front line customers. 

In store advertisements and online 
would enhance the 110% guarantee 

to help validate the program and act 

as a competitive advantage by illus-

trating our proactive approach and 
confidence in our security systems.

•	 incrEasE insuraBlE cOvEragE On ac-
counts	(currently	250k),	to	tBD	$$$$. 
Banks have historically kept this information 
guarded. How transparency in the age of in-

formation could be viewed as a competitive 
advantage. Increasing the insurable coverage 

of accounts from the current $250,000 to $1M 
(est.) would help illustrate a BMO’s commit-

ment and confidence to securing our custom-

ers savings. This campaign would be focused 

on BMO’s security platform, BMO’s legacy to 
helping the community and can reflect on the 
philanthropic endeavours BMO has assisted 

with over the years. This brings to light he posi-

tive contributions BMO has been involved with 
and their continued commitment to customer 
service, loyalty and passion to help. 

110%
110%
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Solution - 4
DELEGATE CONTROLS – ASSISTANCE EXTENSION

As the Baby Boomer generation ages, families begin to become in-

convenienced by helping out with mundane activities such as taking 
parents/grandparents to the bank. Giving Customers the opportu-

nity to control the access to their accounts would be an immediate 

benefit to the younger generation demographic, as it allows time 
saving convenience. The account owners can give access of their 

accounts to their children or POA at a branch location. A 2-step 
verification process can be made to allow delegates to manage the 
account on behalf of the account holder. As the software enhances 
functionality, the account holder will be able to remove delegates 
directly from their mobile device.

The account holder will be given alert notices when the account 
has been used, thus always in control of the account. This promotes 
a cross functional customer engagement experience between the 
bank, the account holder and their family members or care givers. 

COST TO IMPLEMENT:  $$$$ EST. $24,000 - $32,400
                                            EST. 320 – 432 HOURS OF DEV. 

The initial cost of this software extension would range between 
$24,000 - $32,400 based on a $600 daily developer rate and the 
required hours to complete software. Times may vary due to legacy 
compliance and compatibility. It would involve equipping branch lo-

cations with digital signage and training staff to help customers with 
the new features. 

VALUE ADDED FEATURES 

• Account holders will receive alert messages 

(text or email) regarding any transaction on 
the account.

• As the software enhances functionality, the ac-

count holder will be able to remove delegates 

by calling into support or logging into the ac-

count on the mobile device and removing the 

permissions of the delegate and clicking save.

• Delegates will be required to go into the 

branch with the account holder and undergo 

an initial 2 step verification process to ensure 
identity and help guide users through the ini-
tial set up process. 

• This extension will allow account holder addi-

tional security and support by family members 
to manage their daily tasks in a more conve-

nient and optimized method. 

• A rudimentary diagram of the app life cycle 

is depicted to the left to illustrate the flow of 
information from data, to controller and ulti-

mate to a viewing interface (mobile, tablet or 
computer).
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Solution - 5
LEGACY SECURITY SOLUTIONS

We have discussed the importance of security measures for banks. 

BMO currently hosts a cyber security prevention month, which focus-

es on engaging customers and sharing best practices to ensure safer 
online banking. Legacy issues such as IT and infrastructure preventing 
traditional banks to adapt to new age developments. As BMO builds 
on its legacy systems, they must bring to light the added benefits and 
features that are being added to help enhance user functionality and 
convenience. 

Information security is a quality attribute that can’t easily be retrofit-
ted. Concerns such as authorization, authentication, access and data 
protection need to be defined early so they can influence the solution’s 
design. Adding extensions to the current security features would be a 

proactive approach to resolving customers’ doubts and concerns about 
online banking. Infrastructure limitations could cause this solution to 
hinder performance, based on development costs.

COST TO IMPLEMENT:  $$ - $$$

Most mobile devices are now retrofitted with biometric scanner and 
screen lock functionality. These features enhance the users’ security 
functionality and keep development costs very low. Development costs 
would remain low as the software for fingerprint and 2 step verification 
is already built into the hardware (mobile devices). 

VALUE ADDED FEATURES 

•	2 sTEp vEriFicaTiOn – password and IP 

addresses logins, biometrics, email, sms or 
retina scans.

• Additional security features would 
help to ensure customers, however, 
computer averse user may be further 

frustrated with the additional steps.
• Mobile devices already include the addi-

tional login security, adding a fingerprint 
login option to the BMO would be a add-

ed benefit to the extension software.

•	Alternating	 Password	 code	 (usB).	 For 

customers who are security focused, BMO 
can offer a USB that when plugged into a 
computer gives the user a new password 

code, thus ensuring the PW is always new 
and less likely to be hacked.

• This campaigns will focus on security 

measures as a top level initiative unpar 
with government security encryption. 
CSR staff can help customers and involve 
financial solutions expert. 

• Training seminars to empower staff and 
engage customers simultaneously.

• Info brochures can be made available at 

branch for customers to answer concerns.

• This feature will require extensive devel-

opment and add additional steps to the 
login process, which would likely frus-

trate customers, even though the securi-
ty level is unmatched.
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Recommendation
THE 5 DRIVING FACTOR OF SUCCESS

1. Marketing	with	Frontline	talent.	Banks need a new type of tal-

ent and a new way of managing it. They need to empower their 

CSR’s to think big and challenge the status quo, people who are 
passionate about the customer and not with the process. Think 

hospitality and finance blended with a dash of social media.

2. Innovation	&	Agile	Development. Banks need agile product and 

technology development skills – to bring new products and capabili-

ties to market much quicker than today. This requires continual iter-
ation, real-life pilot testing and rapid learning from customers. This 
does not require writing requirements documents, 12-month prod-

uct release cycles, or technology far removed from the customer. 
It involves strategizing and predicting insights, understanding what 
customers want and how they are talking about it. Daily SCRUMS is a 

great start to building this collaborative team environment.

3. sales	&	Partnerships. Major innovations are taking place outside 
traditional banks. Banks might foster partnerships and  create new 
ecosystems for innovation – ranging from technology start-ups to 
academic institutions, or even with non-bank players. Partnering 
up with current affiliations (Apple, Google, etc.) would be a great 
avenue to bring additional revenue sources into the financial 
group portfolio. As an added bonus, these enhancements would 
resonate very well with the younger demographics. In addition, 
working with the internal sales team to drive the message forward 

would enhance and amplify our brand and core culture.

4. senior	channel	capacity.	Because of these challenges, senior level 
management team will need to lead the channel transformation. 
When people are asked to do things differently, they need to be-

lieve they will be rewarded, not penalized, for doing so. Staff will 
look to the actions of senior leadership to set their priorities. The 
tone needs to come from the top. A great vision to follow in this 

situation is “Lead by Example”. Seeing the Senior Team inspire oth-

ers to lead transformation and change internally would resonate a 
sense of pride amongst all team members.

5. create	a	2	Way	communication	with	the	customer. Lastly, an ef-
fective campaign strategy will only work if we listen to what our customers 
are saying.  Our channel partners and core strategy team will help guide 

our messages and uncover insights into what are customers what and 

what they are saying about our brand. We need to be able to active listen 
and engage with them through their preferred methods of communica-

tion. We need to react when they are upset and give appreciation when 
they give us praise. This will help elevate our branding in the marketplace.

RECOMMENDATION

We have reviewed several solutions to help 
users embrace the digital technology that 

BMO offers. The best solution would entice 
customers to adopt the new technologies and 

increase their confidence in BMO’s ability to 
protect their savings and financial portfolio. A 
combination of front line staff acting as digital 
solutions experts while also promoting BMO’s 
110% guarantee would be an optimal way to 
reach audiences and reassure customers of 

BMO’s commitment to the customer, their se-

curity and enhancing the experience. 

estimated	Q1	budget:	$322,	494	(p.	26)

Building digital solutions will be an evolving 
process for the bank. Incentivizing front line 
staff will be of the utmost importance. As new 
features become available, staff will share the 
message. Similar to selling techniques in hos-

pitality, CSR’s can create an open dialogue and 
suggest new features to raise awareness and 

spur the discovery and enrollment processes. 

The 110% guarantee would act as a key mes-

sage in the media channels to help drive traf-

fic into the branches and allow customers to 
convert to digital banking. 

BMO’s data segmentation can assist the chan-

nel marketing team in selecting key taglines 
and advertisements to be focused on specific 
demographic through online portals, in brand 
digital signage and with email campaigns 

to help raise and promote awareness. The 

$35,000 staff incentive will help foster team 
building and a sense of ownership within 

BMO branches. In addition, support in target-
ed demographics through quick tips features 
on the ATM screens can be made available.

The ultimate goal of the campaign is to raise 
awareness, spark engagement and prove 
that BMO is customer focused and is con-

stantly striving to build a safer tomorrow.
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It’s vital to get in front of consumers.
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BMO focus on delivering a seamless and meaningful 

cross-channel engagement model for their customers. 

For technology to be adopted, it has to be simple and 
intuitive. 

Micro-moments have become critical to building cus-

tomer engagement and advocacy, and they result from 
customer journey mapping across customer needs that 

are expressed “in the moment.” This means targeting a 
customer or prospect with appropriate content that will 

be relevant “now” as opposed to at some other point 

in their life journey. To accomplish this, banks must re-

visit customer engagement from the customer’s point 

of view10. Below is an approach process to adopt and 

construct digital initiatives within the workplace. 

For	 example, a particular customer may not want an 
airlines miles card or rewards card; or they may need 

both — or neither. A credit card offer and card capa-

bilities should be customer-curated to become vehi-
cles for addressing several needs simultaneously, but 
at critical and targeted moments in the customer’s life 
journey. Consider this as putting the “custom” back in 
customer. Differentiating promotional offers between 
demographics is an excellent opportunity to create a 

micro-moment and build brand loyalty. 

6 TIPS FOR REACHING AN OLDER DEMOGRAPHIC

The following is a list of strategies to reach the target 

audience (Baby Boomers) through various media 
channels. 

1. Frontline	staff	–	to act as a source of information and 
an advocate for change within the branch. 

2. open	 House	 at	 the	 Branch – specifically for meet 
and greets, info-sessions, open-house to mingle with 
people in the area, learn about the services and new 
features as well as general best practices.

3. social media. Forbes reported last year that the 50+ 

demographic is the fastest growing demographic 

among social networks.

4. Online. Google ads can be targeted to senior-leaning 

opportunities. Several Google AdWords can be de-

signed to target specified search parameters of this 
aging demographic. With the current BMO segmenta-

tion data, we can begin to develop a campaign man-

agement utility to track conversion and provide addi-
tional user insight into the digital adoption process. 
This analytical data can also help the media channel 
team decipher where in the adoption process cus-

tomers trail off, giving valuable insight into errors of 
focus that need to be corrected online to enhance 

user experiences.

5. sponsorships	&	events. Most seniors have more free 

time than younger demographic groups who are more 
likely to have full-time jobs or obligations to young 
children. In addition to health fairs and senior events, 
consider reaching seniors through arts and cultural 

events. BMO does an excellent job at sponsorship, 
emphasizing that as a means to two way communica-

tion will help solidify the BMO brand loyalty and spark 
the conversation for change. 

6.	radio. Seniors still listen to broadcast (and many are lis-

tening online). Talk radio reaches specified demographics 
effectively and at a low cost point. Radio advertising costs 
are a fraction of commercial ads on the television.

Implementation

DIRECTING DIGITAL ADOPTION
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WHAT’S TO COME AT BMO

The following product features are especially valuable in 

driving both high levels of mobile banking adoption and 
new customer acquisition. As discussed with the BMO 
team, many of these features are currently being devel-
oped into the coming months for the BMO mobile app.

•	Mobile	Deposit	-	mobile banking adoption is approxi-
mately 55 percent higher for those that offer and pro-

mote mobile deposit as compared to those institutions 
that don’t offer or market the service. Est. Q1/Q2	2018

•	 tablet	Banking	– 72% of US adults will own a tablet by 2018

•	P2P	(Person-to-Person)	Payments	-	this service can gen-

erate revenue if the institution chooses to charge a fee for 
enhanced services like expedited payment delivery.

•	Instant	Balance	– An instant balance feature allows 

consumers to conduct the most commonly used mo-

bile banking feature – checking an account balance 

– without having to log in, making it faster and easier 
to obtain critical information as needed. Q4	-	2017

•	 Actionable	Alerts	-	Delivering alerts via mobile keeps consum-

ers informed of account activity, balances and other vital infor-
mation. Turning those alerts into actionable notifications that 
allow accountholders to respond in real time makes this feature 
significantly more useful. Financial institutions can enhance their 
mobile banking by delivering actionable alerts via SMS or push 
notifications. Busy consumers will appreciate the ability to stay 
informed of their finances and the option to take immediate ac-

tion – all while on the go, using a mobile device. Q1/Q2	2018

MARKETING STRATEGIES 

Achieving high adoption for mobile banking also de-

mands a comprehensive, integrated marketing program 
that leverages best practices proven to boost enroll-
ment and usage. It’s vital to get in front of consumers 

where they spend their time, whether in a physical loca-

tion or online, to capitalize on organic traffic and steer 
them to the mobile banking and enrollment site. 

Smart App Banners can increase adoption for a branded 
mobile app just by improving awareness that the ser-

vice exists. The Smart App Banner displays when the in-

stitution’s URL is typed into a mobile or tablet browser. 
This simple technique is effective at converting organic 
website visits into mobile banking app downloads. In 

particular, Apple App StoreSM and Google Play™ banners 

are immediately recognizable and tend to generate 
download activity. Based on Fiserv research, up to 30% 
of website traffic comes from a mobile or tablet device; 
therefore, it is essential that financial institutions effec-

tively capture and convert users to use the app.

Another effective marketing technique is to cross-sell 
mobile banking with promotions that display when 
consumers log in to online banking or bill payment. 

Since online bankers are the best candidates for mobile 

banking, cross-selling in this environment enables the 
institution to target the lowest-hanging fruit and quickly 
boost adoption. 

Additionally, pop-up pages that display automatically 
upon login to online banking are one of the fastest ways 

to drive mobile banking registrations. An effective pop-up 
page can improve awareness of mobile banking and pro-

mote the benefits that make it valuable for consumers. To 
maximize effectiveness, these types of pages should be 
deployed only for a limited time and not made a perma-

nent part of the online login experience.

Implementation
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MAKE IT SOCIAL 

Social media channels like Facebook and Twitter should 
be an integral part of any mobile banking marketing 
campaign because they are extremely useful in driving 

more engagement, particularly among younger con-

sumers. Fiserv analysis reveals that several best prac-

tices can improve the effectiveness of social media pro-

motion of mobile banking. 

Facebook and Twitter posts that use a lead-in questions 
to convey the innovative features of mobile banking 
yield higher than average engagement with consumers. 

A typical lead-in question about mobile banking might 
be, “Did you know you can deposit checks using your 
smartphone?” Links, pictures, videos, sweepstakes and 
contests also boost engagement when promoting mo-

bile banking on Facebook.  

When using social media to promote mobile banking, 
use the rich visual characteristics of each social media 
channel to boost engagement. Compelling imagery, 
short videos, and links help increase the effectiveness 
and reach of posts. Both Facebook and Twitter also of-
fer low-budget options for sponsoring posts and tweets 
to reach targeted groups of users, including those using 
specific mobile platforms.

The social hub outlines the process that we will take 

to ensure digital channels and team cohesion is devel-

oped, executed and reviewed. This is help share owner-
ship of campaigns and drive engagement and adoption  
amongst all key target markets.

Implementation

THE SOCIAL HUB



22  |  D I G I T A L  E N G A G E M E N T  C A S E  S T U D Y 

TURN STAFF INTO EVANGELIzERS 

In addition to a strong product offering and a compre-

hensive marketing campaign, a successful mobile bank-

ing adoption strategy also requires using the financial 
institution’s frontline staff to encourage enrollment. 
Both branch employees and call center staff can be 
turned into evangelists for this critical service, capable 
of driving new registrations at a significant rate.

To take on this role, frontline staff will need proper training 
on how the mobile banking service works, how to enroll 
new users, and how and when to promote it. For instance, 
enrolling a customer or member in online banking is an 

ideal time to recommend the addition of mobile banking. 
Having each frontline employee sign up for mobile banking 

is a great way to get them comfortable with the service 

and turn them into strong advocates who can share their 

personal experiences. Appointing one person as a mobile 
team leader who is equipped to handle staff questions and 
help with training is a good way to ensure employees have 

the support they need. 

Any frontline staff training on mobile adoption should em-

phasize the importance of engaging account holders at 
various stages in their lifecycle. Consumer engagement will 

evolve as the account holder progresses from awareness, 
to discovery, to enrollment, and finally to usage. Under-
standing how to engage consumers effectively in order to 
move them along that continuum will be vital to the front-
line staff’s success in driving mobile banking adoption. 

ADDITIONAL MOBILE BANKING STRATEGIES

• Send a message about the service to account holders 

within the online banking message center.

• Keep marketing messages fresh by rotating content 
periodically, focusing on different features such as bill 
payment, mobile deposit, or security measures.

• Use a vanity URL for mobile banking (such as bank.com/

mobile) in print and online marketing and link it to a 
dedicated mobile page, driving traffic and associating 
the financial institution with this convenient service .

• Award prizes for the best personal stories of how 
mobile banking helped the customer or member – a 

great way to highlight its value and relevance .

• Develop personalized messages that present use case 
scenarios accountholders can relate to, tailoring the 
examples to resonate with specific demographic seg-

ments (such as Gen Y or Baby Boomers).

Implementation
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A ‘digital camera’ is already a mere 

‘camera’ to those who know no different. 
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CONCEPT ART
DIGITAL SIGNAGE

MOBILE MESSAGING
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CONCEPT ART
DIGITAL SIGNAGE

DIGITAL BANNERS
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BUDGET
CHANNEL MARKETING BUDGET

JAN FEB MAR Q1 TOTALS

33,000 40,000 27,000 100,000

Retail TOTAL: 29,200$                    25,600$                    30,600$                    85,400$                    

Staff  Marketing & Support Tools 7,200$                      3,600$                      3,600$                      14,400$                    

Marketing (Digital Day - Events in a Bag) 12,000$                    12,000$                    12,000$                    36,000$                    

Commission - Top Conversion Staff Contest 10,000$                    10,000$                    15,000$                    35,000$                    

23% 25% 33% 26%

Digital Marketing* TOTAL: 82,597$                    66,659$                    55,839$                    205,094$                  

> Retail - Digital Signage 3,750$                      1,750$                      1,750$                      7,250$                      

> National Digital Campaign 74,347$                    62,409$                    51,589$                    188,344$                  

> Web Development & Review 4,500$                      2,500$                      2,500$                      9,500$                      

65% 66% 60% 64%

Other TOTAL: 15,900$                    9,320$                      6,780$                      32,000$                    

Marketing Channel Support 2,400$                      1,320$                      1,280$                      5,000$                      

Infrastructure 3,000$                      1,000$                      1,000$                      5,000$                      

Local Marketing 8,500$                      5,000$                      2,500$                      16,000$                    

Misc 2,000$                      2,000$                      2,000$                      6,000$                      

12% 9% 7% 10%

127,697$               101,579$               93,219$                 322,494$               

% of Campaign Budget

TOTAL EXPENSES

% of Campaign Budget

Projected Account Conversions

% of Campaign Budget

Q1

*DIGITAL MARKETING BUDGET
JAN FEB MAR Q1 TOTALS

Retail - Digital Signage TOTAL: 3,750$                      1,750$                      1,750$                      7,250$                      

Content Development 2,000$                      1,000$                      1,000$                      4,000$                      

Review 500$                         500$                         500$                         1,500$                      

Infrastructure 1,250$                      250$                         250$                         1,750$                      

33% 38% 32% 4%

National Digital Campaign TOTAL: 74,347$                    62,409$                    51,589$                    188,344$                  

Google AdWords Campaign 52,541$                    43,508$                    35,286$                    131,335$                  

> Search Engine Ads 34,580$                    28,350$                    22,680$                    85,610$                    

> Display Retargeting 6,916$                      5,670$                      4,536$                      17,122$                    

> CPC / CPM 8,645$                      7,088$                      5,670$                      21,403$                    

    > Web Analytics 2,400$                      2,400$                      2,400$                      7,200$                      

Social Media - Facebook Ads 10,374$                    8,505$                      6,804$                      25,683$                    

Social Media - Social Influencer 8,932$                      7,396$                      5,999$                      22,327$                    

Email Segmentation 2,500$                      3,000$                      3,500$                      9,000$                      

22% 22% 22%

Web Development & Content TOTAL: 4,500$                      2,500$                      2,500$                      9,500$                      

Web Content Development & Review 2,000$                      2,000$                      2,000$                      6,000$                      

Web Development 2,500$                      500$                         500$                         3,500$                      

22% 22% 22% 5%

82,597$                 66,659$                 55,839$                 205,094$               

% of Digital Budget

TOTAL EXPENSES

% of Digital Budget

% of Digital Budget

Q1
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KEY PERFORMANCE INDICATORS

1. AWARENESS - ANALYTICS                                                            
•	traffic-to-lead	ratio	-	Analytics	Dashboard

• Understanding web traffic, especially knowing where 
users are coming from is extremely important. If your 

traffic is steady or increasing, but your traffic-to-lead ra-

tio is low or decreasing, that’s a surefire sign that some-

thing is missing on-page. Establishing a GA dashboard 

can help track the users engagement in real time.

•	Develop	 and	 track	 lead	 nurturing	 campaigns	 that	
reach	out	to	existing	customers.

• Providing you and your sales team the oppor-

tunity to inform existing customers about new 
services, products, and resources. Achieve larger 
brand recognition through online promotions

2. DISCOVERY - CUSTOMER VALUE - BENCHMARKS        
•	measure customer value

• you can calculate the lifetime value of your cus-

tomers by using the following calculation:
• (Avg sale/customer) x (Avg. cust. purchases/year) x 

(Avg. retention time (mths or yrs) for a cust.)

•	lead-to-customer	ratio
• You will want to calculate both your sales quali-

fied lead conversion rate and sales accepted lead 
conversion rate.

•	How	have	our	key	messages	elevate	the	brand?
• Benchmark current brand recognition based off 

of 2016 and 2017 segmentation analysis
• How effectively does the campaign resonate with 

the core BMO culture and values?

3. ENROLLMENT                                                                
•	achieve a conversion rate of 100,000 by Q2/2018
•	Target goal of 300,000 by the end of Q4/2018

•	Inbound	Marketing	roI
• (Sales Growth – Marketing Investment) / Market-

ing Investment = ROI

4. USAGE                                                                         
•	track	 customers	 digital	 adoption	 usage to deter-

mine areas of improvement in lifecycle of mobile app 

and features to add, update or adjust.

ANALYTICS DASHBOARD                                                              

KPI RESULTS
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Initial bank data and analysis will reveal the conversion 
rates and adoption of each segmented market. Analysts 
will decipher the raw data into a quantifiable metric and 
compare the outcomes to year over year rates.  Target-

ed promotions will reward frontline staff involvement for 
reaching the highest levels of adoption. These bench-

marks will compare pre and post incentive programs to 
determine the effective of ROI per campaign.

Google AdWords campaigns will illustrate the full extent 

of conversions and cost per click (CPC). Monthly compar-

ison will be made and used to develop a new benchmark 

for the redeveloped BMO application. Through action-

able product, promotion and staff engagement strate-

gies, BMO can greatly increase mobile banking adoption 
and enjoy a stronger return on investment through lower 

attrition and higher revenue-generating consumers.

LOOKING FROWARD 

With limited marketing budgets, it’s always a challenge 
for a bank to decide where to invest. Do they spend 

on traditional channels or explore new digital avenues 
through which they can reach younger customers who 

potentially have a high lifetime value but are not yet 
profitable to the bank?

It is surprising to learn that the largest increase in social me-

dia usage is coming from the older generations (Baby Boom-

ers). This is partially due to the fact that the other genera-

tions have already become immersed in the technologies. 

The classical paradox still remains; the marketing efforts 
best utilized as brand-building vs. lead generation.  While 
brand building is pivotal for reach and engagement and 

acts as a key touchpoint for driving revenue, it has limited 
value in direct revenue capture. 

Marketing should not be about multi-channel mass ad-

vertising anymore. Gone are the days of appealing to 
the masses with one key campaign. Instead, marketing 
strategies will need to focus on demonstrating relevance 
to the customer in the moment. 

Banks need to focus on the entire customer journey and 
seek ways to tangibly impact customer experience and 

decision-making at multiple points during that journey. 
This in turn will create opportunities to generate direct 
revenue outcomes. Digital Innovations have the power 
to achieve that amongst all generations and with a per-
sonalized message for each potential customer. 

In short, we must be prepared to drive innovation and re-

design adoption processes from a customer point of view.

KPI Results

OPEN INNOVATION 

IMPORTANCE 
& PREPAREDNESS12
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Conclusion
Today, most companies are either thinking about or 
pressing ahead with digital transformation initiatives. 
Every company has a website, and few marketing strat-
egies are signed off without incorporating social media. 
Certainly, social media is a critical component of any 
digital strategy, but a holistic response to the digital shift 
must go much further. 

The digitization of everything is a change even greater 
than the invention and adoption of the internet, primar-
ily because of its scale and pace of change. What we 

describe today as ‘digital’ in a few years’ time will have 
no need for the descriptive word. 

A ‘digital camera’ is already a mere ‘camera’ to those 

who know no different. In the same way, a ‘digital’ strat-
egy will become a business as usual strategy. This is why 

it is so important to get a head start and learn while 

there is still time. 

Digital is changing the world, and progress is not linear. 
In a world where a smartphone is no longer just a smart-

phone, but a potential revolution. Not every digital ini-
tiative will work for every demographic. It is important 
to assess the wants and needs of the customer and how 

they engage with the services. Banks will become more 

intuitive and capable of serving a much larger array of 
products in a simplified process. 

Those who act holistically, collaboratively and proactive-

ly to customers’ needs, stand to gain the greatest com-

petitive advantage. 

We’re here to help…..make a difference.
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PLANNING FORWARD REQUIRES

FORWARD PLANNING.
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