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Can Your Community Financial Institution Deliver
The Integrated, Digitized Experience Your 
Customers Expect?

Credit unions and community banks face 
unprecedented challenges. On one side, you 
have a familiar competitor: big banks with 
deep pockets and high brand recognition. 
They’ve been collecting customer information 
for internal operational reasons for years 
and are now fully awake to the fact that this 
wealth of data is a powerful source of insights 
for customer engagement activity.  On the 
other side, disruptors such as digital banks, 
financial technology (fintech) start-ups and 
online, automatic lending platforms are carving 
out new territory. They’re innovating outside 
industry and regulatory infrastructure, creating 
revolutionary new models for financial services.

However, the biggest threat may be from customers 
themselves. Increasingly, they are demanding an 
integrated, digitized experience that matches 
or exceeds the service they’re getting from non-
financial businesses. If they don’t get it, they are not 
shy about leaving. And once they’re drawn towards 
the grand marketing promises of a big bank or a 
fintech, you’ve lost them. 

This is especially true of Millennials but, 
increasingly, it also applies to Gen Xers and 
even Boomers. To attract and retain the best 
customers from every generation, community 
financial institutions like yours must quickly build 
capacity to overcome the “Customer Experience 
Gap” – the widening divide between customer 
expectations and their day-to-day experiences 
with their credit union or community bank.

Can you do it in time? There are hurdles, but 
there’s also a tremendous opportunity for you 
to enhance digitized service, differentiate and 
thrive. You already have a lot going for you. Many 
community financial institutions have stronger, 
closer relationships with their customers than 
the big banks. They have also spent decades 
successfully positioning themselves as trusted 
sources of guidance in their communities. Your 
customers and your potential customers are 
primed to look to you for leadership in the digital 
world.
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What Is The
“Customer Experience Gap”?

The Customer Experience Gap is our name for three challenges faced by 
community financial institutions:

• The chasm between customer expectations, shaped by leading digital 
brands, and customer experiences with financial services companies 

• Inconsistencies across channels – for example, when someone receives 
personalized advice from a trusted branch representative but gets 
untargeted, inappropriate website offers

• Inconsistencies across lines of business – for example, when someone 
receives excellent service opening a checking account, but has a 
negative experience applying for a loan
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Managing The
Customer Experience

Mobile banking is a must-have
More than six in seven U.S. adults (87%) own a mobile 
phone and 77% of those mobile phones are smartphones. 
More than half (53%) of smartphone owners who have a 
bank account used mobile banking in the previous year.1 

Customers increasingly prefer digital 
North American customers are fairly evenly split on whether 
they prefer a live channel (43%) or a digital channel (41%). 
The rest want both. There’s been a significant change since 
2010, when 58% preferred a live channel and 25% preferred 
a digital channel.2 

In today’s always-connected online economy, 
consumers expect to be able to digitally 
manage every aspect of their lives – including 
their finances. 

Customer experience leaders are setting the 
bar high. Today’s consumers are accustomed 
to one-click ordering (Amazon), tap-and-go 
travel (Uber) and instant global connections 
(Airbnb). They want to be able to step away for 
a few minutes, hours or days and come back to 
exactly where they left off (Netflix). And they 
enjoy instant updates across all their devices 
(iCloud). 

Forrester Research talks about a “mobile 
mind shift” in which consumers assume they 
can access any information or service on their 
mobile devices at the very moment they need 
it. They estimate that one in five U.S. adults 
already have this mindset, and that one in 
three are on the tipping point.3 That means 
solutions that interface seamlessly with mobile 
technologies are essential.

This trend hasn’t gone unnoticed, of course. 
There’s a highly competitive crowd at

the increasingly important intersection of 
technology and financial services. 

Challengers from the world of 
technology
Some of the biggest non-financial players 
are there. Apple Pay turns an iPhone, iPad 
or iWatch into a wallet. Amazon Lending and 
PayPal Working Capital provide short-term 
business loans to sellers. Quicken Loans has 
moved into the mortgage space. 

Just as disruptive are the emerging fintech 
start-ups. Lending Club facilitates peer-
to-peer lending, connecting borrowers to 
investors. Betterment automates investment 
management. Kabbage has reinvented the loan 
approval process, eliminating paperwork and 
wait times.
 
In a 2016 report,4 PwC points out that many 
fintech start-ups are well funded and less 
encumbered by costly infrastructure and 
regulation than traditional financial institutions. 
As a result, they’re quickly capitalizing on 
evolving trends in cloud, open-source and big 
data analytical technologies.
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Online experience drives retention 

The number-one reason U.S. and Canadian consumers remain 
with their bank is a good online banking experience. Nearly 
four in 10 (38%) say that it’s their top priority — even more 
important than low fees (28%).5 

Satisfaction with big banks is rising

Satisfaction with big banks has risen for the sixth 
consecutive year, driven by a combination of improved 
digital offerings, more engaged personal interactions 
and stronger connections with growth segments of the 
population. Meanwhile, satisfaction with midsize banks 
has dropped for the first time since 2010.6 

- The J.D. Power 2016 U.S. 
Retail Banking Satisfaction Study

Challengers from the world of banking

Around the world, big banks are hungrily 
adopting fintech’s customer-centric solutions, 
even though (or perhaps because) 81% of 
global banking and capital markets CEOs 
see the speed of technological change as a 
threat.7 In New York, the FinTech Innovation 
Lab gives early and growth-stage companies 
mentoring support from the Wall Street banking 
establishment – that, in return, gets access 
to leading-edge technologies.8 In Toronto, 
the MaRS Discovery District connects major 
financial institutions with start-ups focused on 
financial services, alternative lending, emerging 
payments, peer-to-peer transactions and 
crypto-currencies.9 

Big banks have some clear advantages over 
community financial institutions. Most notably, 
they have the financial resources to support 
the development and implementation of new 
technologies — and are making the most of 
them. 

Big banks also have access to a wealth of 
customer data, and they’re investing in the 
tools to organize and leverage this information 
quickly. It won’t be long before they can pivot 
in the moment and respond in near real time to 
customer needs. That will be key to delivering 
the personalized experiences today’s consumers 
expect. 

However, even for them, the way forward 
is perilous. Fintech can’t be contained and 
controlled given the speed with which new 
technologies are emerging and the diversity 
of fintech start-ups. In its Banking Industry 
Outlook 2016,10 Deloitte predicts a future of 
fragmentation in the financial services industry, 
with new players from outside the industry 
taking market share away from the traditional 
providers, big and small. 

1 Board of Governors of the Federal Reserve System, “Consumers and Mobile Financial  
  Services 2016,” March 2016.

2 CEB 2010, 2013, and 2015 Customer Experience Surveys.

3 Forrester Research, “The Mobile eBusiness Playbook For 2016”. 

4 PwC, “Canadian Banks 2016: Embracing the FinTech movement”.

5 Accenture, 2015 North America Consumer Digital Banking Survey.

6    J.D. Power 2016 U.S. Retail Banking Satisfaction Study.

7  PwC, “Creating a platform for competitive regeneration,” February 2016. 

8    www.fintechinnovationlab.com.
  
9  MaRs, Information and Communications Technology - Financial Technology Cluster

10 Deloitte, “Banking reimagined: How disruptive forces will radically transform the industry  
   in the decade ahead”. 

http://www.federalreserve.gov/econresdata/consumers-and-mobile-financial-services-report-201603.pdf
http://www.federalreserve.gov/econresdata/consumers-and-mobile-financial-services-report-201603.pdf
http://www.forrester.com/report/Engage+Customers+Through+Mobile/-/E-RES72141
http://www.pwc.com/ca/en/banking-capital-markets/publications/5056-01-canadian-banks-2016.pdf
https://www.accenture.com/us-en/~/media/Accenture/Conversion-Assets/Microsites/Documents17/Accenture-2015-North-America-Consumer-Banking-Survey.pdf
http://www.pwc.com/gx/en/ceo-survey/2016/industry-focus/banking-and-capital-markets-key-findings-global-ceo-survey-2016.pdf
http://www.fintechinnovationlab.com
http://www2.deloitte.com/us/en/pages/financial-services/articles/banking-industry-outlook.html
http://www2.deloitte.com/us/en/pages/financial-services/articles/banking-industry-outlook.html
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Breaking Out
Of The Middle

Are credit unions and community banks stuck in the middle? You 
don’t have to be. Instead, you can choose to carve out your own 
unique path forward. 

Take inspiration from the big banks and their commitment to 
slice and dice data and use the results to improve the customer 
experience. You may not have as many data points, but you 
can more fully leverage what you have. You’re also much more 
flexible than larger institutions, so you can get new initiatives off 
the ground in days or weeks, rather than years.

Take inspiration, too, from the fintech start-ups and their 
outside-the-box thinking. Fintechs often zero in on one specific 
problem consumers have and develop an innovative solution 
to address it. You can do this, too. The key is to break open the 
solutions you already offer and, if necessary, repackage them to 
meet today’s consumers’ most pressing needs. There are myriad 
ways to enhance the customer experience. Brainstorm with your 
team. Embrace nimbleness. And, like the fintechs, dream big.  
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Bridging The
Customer Experience Gap

Here are five specific ways to turn the Customer Experience Gap 
threat into an opportunity:

1. Identify your customers’ top priorities 
What really matters to your customers – not collectively but 
individually? You already have this information in the rich stores 
of data you’ve collected. The key is to tease it out. With a fuller 
understanding of your customers’ needs, informed by data mining 
and smart analytics, you can step in with solutions when they’re at 
their most receptive. When you can place a personalized car loan 
offer in front of your customers just when they’ve started shopping 
for a new vehicle, or even predict and respond to a need before 
customers realize they have it, you can increase the potential for 
up-selling and cross-selling. 

One reason it’s so important to drill down to an individual level 
is that not everyone follows the well-worn path from first job, 
through car and home ownership, getting married and starting a 
family, towards retirement. Some skip stages. Some change the 
order. Some get there faster or slower. When you can identify 
and meet these customers’ needs, you can take personalized 
service to a whole new level. That, in turn, can help you overcome 
the impression that 79% of U.S. and Canadian consumers have 
a relationship with their bank which is purely transactional.11 In 
practice, it also means you can cost-effectively target one-to-one 
prospecting initiatives within well-defined market segments – for 
example, online investors with smaller account balances or the 
“underbanked” who use just one or two of your services and meet 
the rest of their financial needs through non-banks.  

11Accenture, 2015 North America Consumer Digital Banking Survey.
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2. Honestly assess the experience you 
deliver  
Audit your customers’ lived experience with your 
digital platform by following in the path of their 
keystrokes. Can you streamline by eliminating 
steps? Can you make transitions seamless 
between day-to-day banking, investments and 
lending? Can you replicate service high points 
across your organization? Your goal is to create 
an experience that makes your financial services 
solutions easy to find, easy to apply for and easy 
to manage.

Examine closely the “first impression” 
experiences that can color your customers’ 
perceptions of all the other interactions they have 
with your organization. Make account opening 
and loan origination frictionless and you can do 
more than satisfy customer expectations – you 
can also free up your staff to focus on building 
relationships and identifying opportunities for 
future sales.

3. Plan to engage more fully with each 
customer 
Your customers may see all of their interactions 
with your organization as part of one conversation 
– but do you? Imagine if you could empower your

staff with real-time updates of the touch points 
a customer – and his or her family – has with 
your credit union or community bank so they can 
deliver better customer experiences. Employees 
could be up to speed in seconds, ready to 
propose a productive next step and forewarned 
about customer complaints. With appropriate 
customer relationship management technology, 
multiple channels can augment, rather than 
fragment, the customer experience.

Of course, your conversation with a customer 
shouldn’t be full of non-sequiturs, such as product 
and service offers that simply aren’t relevant. 
Supported by business analytics tools, you 
can design more precisely targeted marketing 
campaigns. As a very simple example, has 
someone just taken out a car loan? A mortgage 
may be on the horizon. You can manage 
campaigns to make sure customers get messages 
that resonate through the channel (physical or 
digital) they prefer. Furthermore, the conversation 
can be two-way and immediate when you give 
customers the option of responding instantly, 
online, 24/7.
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4. Set priorities for improvements 
Try to zero in on the areas where the best 
opportunities are slipping away. Are you missing 
the chance to promote related products when 
customers fill in application forms? Are you losing 
business because customers can’t perform basic 
tasks on their mobile devices? Are your customers 
too “siloed” and unaware you offer certain 
services? 

Keep in mind that some “fixes” are simple and 
inexpensive to implement. Others involve more of 
an investment in time and money. You may want 
to start with incremental enhancements – quick 
wins that don’t cost a lot but that can transform 
your customers’ experience. 

For example, you may be able to speedily turn 
statements from compliance requirements into 
powerful components of your marketing plan. 
It isn’t difficult to start including personalized 
messages that strike a chord with your customers. 
Then, by moving to an enterprise content 
management system linked to your account 
opening and loan origination solutions, you can 
enhance customer convenience with integrated 
e-signature technology. Customers would no 
longer would have to come into the branch to 
sign routine paperwork, and they could start using 
their accounts in a matter of hours, not days. An 
end-to-end paperless experience and secure 
self-serve virtual filing cabinet benefit both your 
customers and your staff. 

5. Think ahead 
You don’t have to do everything at once, but 
as you select technology solutions consider the 
future. Evaluate your choices through two filters: 
are they expandable to meet your long-term 
needs and are they closing the gap between 
where you are now and your vision of improved 
customer experiences? Your goals likely include 
consolidating fragmented customer interactions 
with your organization and delivering consistent 
service across online and offline channels. A 
modular and integrated customer engagement 
platform can help you do just that.

Some credit unions and community banks 
have had success crystallizing their customer 
experience vision into one objective the whole 
team can rally around. For example, Conexus 
Credit Union has a simple mantra: “Customers 
should tell their story only one time.” This 
has been a powerful shorthand for delivering 
seamless experiences across teams and across 
channels and has strengthened customer 
engagement with the Conexus brand and the 
Conexus experience. It has also contributed to a 
rise to 64 from 47 in its net promoter score within 
two years. 
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“When our customers only have to tell their story once, we 
are able to provide a truly ‘intimate’ banking experience for 
the customers. By acting upon existing information, we are 
able to communicate to the customers that we have listened 
to them, understand what is important and are able to add 
value to their day regardless of what Conexus employee has 
interacted with them.”

–  Cary Ransome

 Chief Operating Officer, Conexus Credit Union
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Overcoming
The barriers

Change is never easy, even when it’s essential. 
It requires commitment and clear direction from 
organizational leaders and a steady flow of 
communication that encourages employees to 
own – not just buy into – new initiatives. It also 
helps to understand the barriers shared by many 
community financial institutions so you can work 
to overcome them:

Employee resistance. Enhancing customers’ 
digital experiences may mean changes in 
processes and mindsets for employees. They may 
need training to get them on side with any new 
responsibilities and expectations. With targeted 
coaching, they can learn how to think across lines 
of business and communication channels. Keep 
in mind that change always comes more easily 
when there’s a benefit to employees too – and 
many of the technologies that improve customer 
experience also facilitate their day-to-day work. 

Measuring success. Traditionally, community 
financial institutions have measured success 
campaign by campaign, based on sales of a 
specific product rather than overall customer 
satisfaction. Consider measures of success

and incentives that encourage employees 
to look at the full customer picture and offer 
the best product in any line of business. An 
example would be a system of rewards and/
or commissions for referrals of business across 
business lines that result in sales. Or better yet, 
create a “balanced scorecard” approach that 
takes into account breadth of products sold as 
well as customer satisfaction measures. 

Stopgap technology. As credit unions and 
community banks have expanded into areas 
such as wealth management and insurance, 
they’ve often relied on patchwork infrastructure 
to tie legacy systems together. In addition 
to being inefficient, a siloed approach can 
prevent information-sharing that provides a 
single, integrated, “at-a-glance” view of every 
customer. The other key point of integration for 
any technological solution is with the systems run 
by other service providers. Look for a customer 
engagement platform that provides solid internal 
and external integration.
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The
Payoff

Every organization wants more engaged, more satisfied customers 
– and a focus on overcoming the Customer Experience Gap and 
delivering an exceptional digitized customer experience can help 
get you there. It’s especially important for community financial 
institutions in a world where the big banks are embracing the latest 
fintech innovations and customers are accustomed to the service 
standards of world-class brands from every industry. If you’re not 
offering exceptional levels of personalization, speedy service, 
instant transaction tracking and 24/7 availability, your customers 
may leave to find another provider that does.  

On the other hand, taking up this challenge can lead to benefits 
that directly affect your bottom line: improved client loyalty, more 
referrals, higher revenue, better efficiency and a stronger brand. It’s 
a cross-generational strategy that can help you attract and retain 
Millennials, Gen Xers and Boomers. And it can refocus your team 
away from paperwork and towards building relationships – which 
is, after all, at the heart of a credit union’s or community bank’s 
business. 

The Link Between Customer Experience (CX) and the Bottom Line
“A brand is the set of expectations, memories, stories and relationships that, taken together, account 
for a consumer’s decision to choose one product or service over another,” says marketing guru Seth 
Godin. Points of friction in the customer experience change perceptions and can cause customers 
to reconsider that decision. On the other hand, by ensuring that customer experience matches or 
exceeds customer expectations, community financial institutions have an opportunity to:

Retain more customers 
Consumers who have excellent experiences stay 
loyal to their bank. Almost nine in 10 U.S. retail 
banking customers who rate their bank as 85 or 
higher on the Forrester Research CX Index say 
that they are very likely to stay with their bank for 
the long term (10 or more years).12 

Attract more new customers 
Excellent customer experiences lead to online 
endorsements, which are increasingly important 
to attract new customers. A Mintel survey found 
that nearly seven in 10 consumers – and eight in 
10 of those aged 18 to 34 – search online for others’ 
opinions before buying goods and services.13

Maximize revenue 
There is a strong relationship between excellent 
customer experiences and revenue potential. 
Customers who are more satisfied with their 
bank’s customer service have, on average, more 
financial products with their bank and higher 
levels of loyalty.14

Improve efficiency
Automation within an integrated digital platform 
produces cost efficiencies and reduces errors. 
For example, a simple step such as automating 
the traditionally manual processes related to 
account opening and loan origination can virtually 
eliminate “not in good order” paperwork. 
12Forrester Research, CX Industry Spotlight: Retail Banking, 2015. 
13Mintel, “Seven in 10 Americans seek out opinions before making purchase,” June 2015.
14Accenture, 2015 North AMerica Consumer Digital Banking Survey.

https://www.forrester.com/report/CX+Industry+Spotlight+Retail+Banking/-/E-RES124902
http://www.mintel.com/press-centre/social-and-lifestyle/seven-in-10-americans-seek-out-opinions-before-making-purchases
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About
The Author

Doxim is dedicated to helping credit unions and 
community banks deliver meaningful, consistent 
and memorable customer experiences through 
innovative and affordable technology solutions. 

The Doxim Customer Engagement Platform 
(CEP) allows you to solve a pressing customer 
engagement related business need, then expand 
from there, leveraging a modular design that 
allows individual components to be adopted in 
any order, and remain seamlessly integrated. 

To find out how Doxim’s unique approach to 
digital customer engagement can help your 
institution, request a platform overview now. 

GET MY PERSONAL CEP OVERVIEW

Doxim is a leading provider of SaaS-based customer communications and engagement software for banks, 
credit unions, and wealth management firms. Doxim’s Customer Engagement Platform helps financial institutions 
transform their client experience, communicate effectively throughout the client lifecycle and improve cross-
sell and upsell activities that drive increased wallet share. The platform addresses key digitization challenges, 
from automated account opening, through improved, personalized communications to anytime, anywhere 
content access, tailored to a client’s channel preferences. This eliminates costly traditional paper-based, manual 
processes and enables cost-effective provision of an omni-channel experience that delights customers and 
improves their long-term loyalty. Find out more at www.doxim.com.

https://www.doxim.com/contact/
https://www.doxim.com/contact/

