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Abstract: Today's new generation has
completely digitized their lives and is strongly
dependended on technology to carry out their
daily tasks. Everything from books to food,
finance and banking is now can be ordered and
executed digitally through mobile phones or
computers. When it comes to finance, digital
banking with a very cost-effective way for
customers to get basic services, but how will
banks connect with their digital customers?

Customer-centric strategies, which were
previously only used by well-known B2B
consumer companies like Amazon and Google,
are now making big changes in the B2B digital
customer experience landscape, especially in
the banking sector. Customers today are
looking for personalized interactions, simple
banking processes and managing banking
accounts with the help of modern technology.
This is the time when banks are required to
innovate and meet the needs of their
customers. In this article, | will focus on some
of the digital customer experiences in the
banking sector.

This study will synthetic which aspects are
highly valued by customers of digital banking
and how digital banks can improve their
customer experience. It will also make some
recommendations to enhance the customer
experience in digital banking - from usability,
speed to security. The research is expected to

Téc gia lién hé: Nguyén Thi Van Anh
Email: anhntv@ptit.edu.vn/ anhnguyentvan@gmail.com

Pén toa soan: 01/08/2022, chinh stra: 19/9/2022, chép nhéan dang:
26/9/2022.

make valuable contribution to banking
innovation, support banking policymakers and
bank managers to join in the innovative digital
banking services.
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[. INTRODUCTION

Today, competitive differentiation in the
marketplace is determined not only by
location, price, product, or service, but also by
customer experience.

Customer-centric strategies, which were
once only used by prominent B2B consumer
players like Amazon and Google, are now
drawing major changes in B2B digital
customer experience landscape, especially in
the banking sector.

Customers are looking for personalized
interactions, simplistic banking processes, and
access to accounts with the help of modern-day
technology. This is where it becomes
imperative for the banks to innovate and meet
the needs of the customers

Customer demands have changed, and to
achieve customer expectations, banks are
required to join the digital revolution and
provided an outstanding online experience
According to a survey, when banks implement
personalization of the customer experience in
digital banking service at scale, the result has
shown that the bank's revenue has grown by
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5% to 15%. Based on that result, customers
have a basis to place their loyalty in the bank.

Customer experience is the key to digital
banking success. Digital banking customers are
becoming more demanding, with the
expectation that their needs will be met in line
with customer experiences across other areas.
A customer-centric approach and customer
experience design can help banks succeed in a
competitive  market with  exponentially
growing customer expectations. Customer
experience helps the banks to get more new
customers and retain existing customers. Not
only that, but once the bank creates trust and
satisfaction in customers, customers will be
more likely to participate in cross-sale services
such as savings, mortgages, loans, etc.

Digital banks thriving as mobile technology
becomes more and more ubiquitous. Digital
banking has changed the way customers
interact with their banks; they want
personalized services on their terms and enjoy
the convenience of mobile banking. But
customer expectation isn't just about user
experience; it is also about service, reliability,
honesty and transparency.

What aspects do digital banking customers
value?

The paperless banking sector is in the
process of constantly changing and adapting to
the new requirements and needs of its
customers. In an increasingly fast-paced and
digitized environment, customers expect their
banks to offer the same (or better) benefits as
other services or products, where digitalization
has dramatically improved. convenient
processes, transactions and actions. To stay
ahead of the competition, digital banks need to
focus on customer experience and ensure their
demand and expectations. In a study for a
project by Profinch Solutions, it was found that
customer experience as one of the key
differentiators for success in digital banking is

the achievement of an omnichannel strategy to

approach  customers to improve their
experience score:
Usability

Usability is crucial to creating a positive
customer  experience.  Digital  banking

customers looking for their digital bank's
mobile website or app for ease of use. An
important part of achieving an excellent
customer experience lies in good usability,
which means performing tasks without too
much effort and mistakes. This improves
overall customer satisfaction with the service
provided by that digital bank.
Agile

Customers expect digital banks to be fast
and efficient. Agility refers to the capacity of a
business system or an organization, in this case
the capacity of a digital bank, to quickly and
successfully adapt to the challenges faced in
operation process. To ensure that the waiting
time is as short as possible.
Security

One of the most important aspects valued
by customers of digital banking. There is less
risk in banking as customers expect to be safe
and secure when performing any action on the
bank's website or app, whether making
payments or checking account balances. To
make this happen, a digital bank must have
protocols for identity protection, fraud control,
and a secure environment for any transaction,
all of which must comply with government
regulations and customer's right to personal
data protection.

Customers appreciate when banks take the
time to learn about their needs and preferences
and deliver tailored experiences as a result.

Il. LITERATURE REVIEW
The various empirical studies undertaken by

various researchers are explained with the help
of following table on the impact of customer
experience in digital banking services quality
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Study

Outcomes of The study

Lee and Greenley (2008),

explain what customers looking for relationship with service

Davis (1989); Baba (2012)

Meet customer needs by using techonology in service
innovation, the TAM model

1 |Patsiotis et al (2012) The necessary to contruct digital banking to benefit customers
2 |Alalwan et al (2016) Telebanking allows customers to trasact over the phone
3 |Martinset al (2014) With online banking, customers can perform banking services
4 |Olivera and Tam (2017) Financial services via mobile devide provide
5 Amin (2016) and Raza et al. |online banking service quality and relationship;
(2015)
6
7

8 |Junand Palacios (2016)

quality of m-banking services, how to improve the DB
experience (quality of service, security, reliability, ser-percived

Gentile et al (2007); Chang

Banks have improved customer experience in order to add value
9 land Lin (2015); Keisidou et al{to the banks. The influences of the Digital banking need to be

(2013) clarified
10 Piyathasanan et al. (2015);  |understanding the positive relationship between perceived value
Waite and Harrison (2015)  |and customer loyalty in internet experience with a coutry

11 |Julien and Tsoni (2013)

perceptions of customers ans employees about service quality in
banking services

Heskett et al (2008);
12 |Parasuraman et al (1988);
Reichheld (2003)

Emerged some different models such as Service Profit Chain
(SPC); SERVQUAL ; Net Promoter Score (NPS) to describe
the relationships amongst services quality, employee

Gentile et al (2007); Meyer
13 |and Schwager (2007), Klaus
and Maklan (2013)

Customer experience assessing their perception and affect on all
direct and indirect with the purchaing behavior

Chahal and Dutta (2015)
14 :
(2011) , Piyathasanan et al

(2015) experiences

establish a customer experience model using satisfaction, brand
Garg et al (2014) Akhter et al |equity and word of mouth in Indian banks, focus on identifying
other factors from the manager's to improve customer's internet

Brakus et al (2009); Jun and

Chang and Lin (2015)

Develop the customer experience framework focus on the
15 |Palactios (2016), Amin 2016, |customer experience with staisfaction and loyalty intentions

Table 1: Research overview

1. Conceptual Background
Digital Banking Channels

It is necessary for banks to construct digital
banking (DB) to benefit their customers
(Patsiotis et al.,, 2012). The scope of DB
mentioned includes electronic banking services
through digital devices (e.g. t-banking, e-
banking, m-banking, Contactless cards (e.g.
touch and transfer), ATMs and point of sale,
except PayPal which is used by intermediaries
(e.g. e-Bay) to communicate with banks.
Telebanking allows customers to transact over
the phone (Alalwan) et al., 2016). While with

online banking, customers can perform internet
banking services from their homes (Martins et
al., 2014). financial services via mobile devices
(Oliveira and Tam, 2017) These omnichannels
provide different service interfaces (e.g. dial-in
and browse methods), with phone banking
provided DB studies have been fragmented,
with the authors studying individual channels
Amin (2016) and Raza et al. (2015) study
online banking service quality and relationship
Its relation to satisfaction and customer loyalty,
while Jun and Palacios (2016) studied the
quality of m-banking services. These studies
offer advantages in certain contexts, however,
a comprehensive study is required to
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understand the DB experience of omnichannel
marketing theoretically.

Marketing theory is a self-consistent
framework capable of explaining phenomena
(Lee and Greenley, 2008), including what
customers are looking for their relationship
with service firms (Gronroos, 1984). For
example, functional quality affects perceived
service in interactive marketing. However, how
to meet customer needs by using technology in
service innovation, is determined through user
perception (Baba, 2012). Davis (1989) The
Technology Acceptance Model hypothesizes
that ease of use and usefulness influence
customers' technology use behavior, while
Martins et al. (2014) studied the factors
affecting the intention to use online banking
services of users. These studies are geared
towards the acceptance of DB rather than its
experience. To improve the DB experience,
different qualities are considered (e.g. quality
of service, security (Amin, 2016; Jun and
Palacios, 2016)). Similarly, usefulness,
reliability, and self-perceived effectiveness
predict remote banking usage in Jordanian
banks (Alalwan et al., 2016).

Advancement of interactive service
innovation of bank benefit can create value for
both individual and corporate customers
(Dootson et al., 2016). In marketing, managers
are important, as they can innovate to improve
the service and performance of companies
(Karatepe and Aga, 2016; Verhoef et al.,
2009). In addition, banks create value for
customers and themselves, through improving
the experience (Gentile et al., 2007; Chang and
Lin, 2015). Therefore, perceived value
convinces customers of banking products
(Keisidou et al., 2013). These studies show that
through DB channels, banks can improve
customer  experience and  operational
efficiency. Therefore, the influences of the DB
need to be clarified.

Piyathasanan et al. (2015) have found a
positive relationship between perceived value
(social and economic) and customer loyalty in
internet experience. This study is country-
specific and customer expectations may differ
from UK banks. Waite and Harrison (2015)
analyze studies on e-banking and conclude that
alternative methods, theories, and data sources
should be used to push the boundaries of
innovation. Many DB studies are done through
customer perception. However, the literature
suggests that the financial performance of
banks may depend on better DB experience
attributes, which has not been fully
demonstrated through regulators perceptions It
addresses the issue: "What do UK Bank
regulators perceive DB in improving customer
experience and financial performance?"

Julien and Tsoni (2013) compare the
perceptions of employees and customers about
service quality in banking services. The results
revealed a significant perceived mismatch
between customers and employees who
incorrectly identified key customer service
quality attributes. Luk and Layton (2002) have
found a gap between customers’ expectations
and service provider expectations. These
studies show these gaps may not have been
clear understanding of customer expectations,
so further research is needed. However, this
study investigates UK managers' perception of
DB's impact on customer experience and
banking and financial performance, which has
not been explored in previous research. It can
help bridge the perceived gap between
customers and banks.

Customer experience

To address service quality, customer
satisfaction and loyalty, as well as
organizational performance, different models
have emerged (Service Profit Chain (SPC)
(Heskett et al., 2008), SERVQUAL
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(Parasuraman et al., 1988) and Net Promoter
Score (NPS) (Reichheld, 2003)). The SPC
model establishes the relationships amongst
service quality, employee satisfaction,
customer satisfaction and loyalty. Kanyurhi
and Akonkwa (2016) find a positive
relationship between internal marketing and
employee satisfaction, and a positive
relationship between internal marketing and
organizational performance in Congolese
banks. NPS measures customer satisfaction
and loyalty to a company, SERVQUAL
measures service quality.

Customer experience originates from the
interactions between the customer and the
company, through which shared value is
achieved (Gentile et al.,, 2007). It is a
customer's internal and subjective response to
any direct or indirect contact with a company
(Meyer and Schwager, 2007), while Klaus and
Maklan (2013) describe the customer's
experience customer as assessing the
customer's perception and affect on all direct
and indirect encounters with the company
related to their purchasing behavior. These
definitions mean that experience evaluations,
clues coming from customers' interactions with
the bank and their DB services, should be
investigated. Also, unlike contact services, the
implications of the association with DB is still
unclear.

Customer experience is influenced by their
behavior, but some of these attributes are
considered in marketing research (Amin, 2016;
Levy and Hino, 2016), Maklan and Klaus
(2011) recommend that researchers should
explore other customer experience aspects, so
that marketing resources can be directed to
maximize the factors affecting financial
performance. (e.g. loyalty, satisfaction, and
wallet sharing). In DB, these will be customer
exposure to interfaces and quality of service,
which are important areas of research. These

suggest that managers must integrate different
DB properties to effectively communicate with

customers and create a differentiated
experience.
Why customer experience in Digital
Banking
Chahal and Dutta (2015) establish a

customer experience model using satisfaction,
brand equity and word of mouth in Indian
banks. They suggest that further efforts could
focus on identifying other factors from the
manager's. Garg et al. (2014) evaluate
customer experience in Indian banks., and
concluded  that  convenience,  service
limitations, core services, functional elements,
added value, service process and online
aesthetics emerge put significant impacts,
while  marketing-mix and customization
impacts moderately.  Akhter et al. (2011)
found that customer loyalty is related to
customer  satisfaction,  product  image,
reliability and public relationship  with
customers in Pakistan. These studies cover
both online and informal activity, which are
unlikely to affect the DB experience, while DB
claims to measure customer experience at
every online touchpoint. Therefore,
Piyathasanan et al. (2015) argues that there is
little guidance on how to improve the
customer's internet experience, justifying
further research into the DB experience

Brakus et al. (2009) investigates sensory,
affective, intellectual and behavioral aspects to
highlight the relationship between brand
experience, brand personality, satisfaction and
loyalty. However, in recent e-banking studies,
service quality and functionality are considered
important for customers (Jun and Palacios,
2016; Amin, 2016). Chang and Lin (2015)
develop a customer experience framework with
a focus on experiential value, showing that DB
can provide value and demand. Klaus and
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Maklan (2013) study the relationship of
customer experience with satisfaction and
loyalty intentions, in the UK mortgage sector.
Many studies have examined DB exposure or
absorption activities, while this study in DB
experience properties.

2. Methodology

The concept of a fully-fledged end to end
digital banking has been new concept in
Vietnam still. Therefore, customer experience
is an issue that banks are frequently concerned
about in the current digital transformation
period because customer experience will be a
vital competitive advantage of a bank instead
of price or the quality of products and services
as before. The article summerises conceptual
background in digital banking chanel and
digital customer experience and understanding
factors needed in enhancing banks’ customer
experience.

The research using mainly the secondary
data which were data that have been previously
collected or gathered for other purposes than
the aim of the article's study. Secondary data
pertaining to the study was collected through
some case studies from international banks.
Case study is a research approach that is used
to generate an in-depth, multi-faceted
understanding of a complex issue in its real-life
context. It is an established research design
that is used extensively in a wide variety of
disciplines, particularly in the social sciences

The research has learned case studies from
the US, and EU Banks, where they have
succeeded in digital banking services. The
attributes  affecting the digital banking
experience are service quality, functional
quality, perceived value, service customization,
service speed, employee-customer
engagement, brand trust, digital banking
innovation, perceived usability, and perceived
risk. They affect customer experience,

satisfaction and loyalty, and financial
performance. These researchs revealed
relationships ~ amongst  these  attributes

(example: brand trust and loyal)

lll. DIGITAL CUSTOMER EXPERIENCE
IN BANKING FROM INTERNATIONAL
CASES STUDIES

1. Bank of America uses a chatbot to
establish a connection with its customers

Customers today are getting used to virtual
assistants’ services of virtual assistants like
Alexa and Siri. Because of that, one of the
largest banks in US, Bank of America had
developed and introduced Erica as a virtual
financial assistant.

Erica is a chatbot to serve customers with
personalized interaction and virtual assistance
to execute all their banking needs. Erica sends
notifications, updates credit reports, pays bills
to customers, and also recommends ways to
increase savings.

Erica functions as a virtual financial
assistant in the Bank of America Mobile App.
She makes it easier for clients to manage their
money, and alllow the to improve the customer
experience in the banking sector.

Erica is integrated with the bank's library of
financial insights to help her deliver resources
to clients. She eases the process of transferring
and sending money, finding deals and advising
on financial products.

Erica, the chatbot, is a virtual personal
banker in a customer's pocket. She can
understand and respond to voice commands as
well as text. She is there to provide a
successful banking experience to her customers
without the help of any live operator.

Bank of America received positive feedback
with over 1 million users in the first three
months of Erica's launch. Since its
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introduction, Erica has expanded and enhanced
its capabilities to help clients make better
financial decisions. If the client demands, Erica
can also send educational videos on finance.
This is especially useful for modern banks who
are serving the needs of teenagers.

2. BBVA empowers customers to provide
personalized banking solutions to aid in goal
setting, saving money and tracking their
progress online

Banko Bibano Vizcaya Argentaria (BBVA)
of Spain offers an application feature called
Bconomy for customers to have a better
experience in the Banking sector. Bconomy
support to users set financial goals, save
money and track their progress. The BBVA
app compares the prices of different products,
utilities and groceries and makes tailored
recommendations to save money.

In just three weeks since its launch, half a
million  customers have started using
Bconomy. One of the unique features of the
BBVA app is its user comparison feature. A
person can compare his or her savings and
spending with others with similar financial
situation. This greatly helps people in keeping
their financial activities on track. The app also
offers personalized financial advice.

Users can connect and manage all their
accounts and cards in one app. In case one
needs it, she can also connect with a financial
advisor through the BBVA app. It also allows
the activation and deactivation of credit and
debit cards for a better hold on their financial
activities. Furthermore, the user can get
detailed information about her financial
situation such as total balance, analysis of
financial products and global position from
their smart watch.

3. Chase Bank uses automation to live
stream transactions through self-service
teller kiosks and courier branches

Self-service teller kiosks at various Chase
bank branches are one of the prime examples
of automation being used to enhance the digital
customer experience in the bank. Now,
customers at these branches don't need to
queue to talk to banking staffs. They can
quickly get useful information from self-
service tellers installed in bank branches.

Chase Bank has also introduced its ‘fast
branches'. These express branches have self-
service teller kiosks and advice bars where
customers automatically get information about
digital products and open new accounts
without any human involvement. Furthermore,
these express branches can allow customers to
directly connect with a specialized banking
staff via video platform to get suitable advices
for complex banking matters.

Chase fast bank branch and its self-service
kiosks are among the best examples of digital
customer experience for the generation of
banking customers who are comfortable with
digital transactions but still need professional
when making complex financial decisions.

4. Russian bank Sberbank uses Al-Powered
virtual assistant to improve customers'
financial habits

Sberbank, a Russian bank, has come up
with something unique using the power of
Artificial Intelligence. They have developed an
Ai based tool called Tips for their online
application. This Al saves not only customer’s
money but also their time and effort. It
traverses large amounts of data and provides
useful insights to customers.

The Al-based engine analyzes the banking
behaviors of each customer. It provides them
with personalized estimates of their future
location in order for them to decide their future
banking behaviour.
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Interestingly, Tip uses real-life situations
and upcoming real-world events to come to a
conclusion. Based on their financial literacy,
clients can choose to receive financial advice at
three levels - simple, medium and complex.

Clients are given the choice to set their
financial goals and then choose financial
products to help them achieve their goals. The
more people use the Tip, the better it is using
its artificial learning.

Tips pinpoint customer spending behavior
and pinpointing where changes can be made.
Furthermore, it also provides access to
documents and contacts that can help
customers perform the 'tips' provided by Tips,
the Al-based virtual assistant.

5. Capital One uses a text-based chatbot to
assist clients with money management

Eno is Capital One's text-based chatbot. It
has been designed to provide help with the
financial questions of the bank's customers.
Customers can use simple text commands to
pay bills and track their account balances and
recent account activities.

One of the intersting features of Eno is that
it understands emojis. While using the power
of technology; customers can simultaneously
have a human-like communication experience.

Eno, the smart assistant, does not execute
only when customers demand. In fact, it
monitors customer accounts and immediately
sends notifications and alerts when it detects
any anomalies in the account. Essentially, Eno
acts as a protector and fraud checker of a
customer's account in addition to acting as a
virtual assistant.

Eno also offers to provide useful
information to customers. It reminds them of
upcoming payments and credit card bills that
can be paid with voice commands. But it never
becomes intrusive.

Eno can always be active with customers
but never violate their privacy. It allows
customers to contact 24/7 whenever they got
problems but ensure information confidently

The financial services industry has seen a
paradigm shift towards a prize model of quality
digital customer experiences instead of quality
products. From these B2B banking examples,
there's plenty of scope for customer success
managers to grow and take customer
experience to the next level.

6. Customer experience of digital banking
system in Vietnam

Banking  Technology  Research  and
Development  Institute,  University  of
Economics and Law, Vietnam National

University Ho Chi Minh City on digital
banking will be implemented in 2021 showing
Customer experience is an important part of a
digital strategy. More than 50% of banks
surveyed agree customer experience should be
an important part of their digital strategy.

Through a survey on personal finance in
Vietnam by McKinsey Company, the number
of people using digital banking services in
Vietnam has doubled, from 41% in 2017 to
82% by 2021. This means that the process of
digitizing services is happening extremely fast.
Forecasting the  benefits of digital
transformation in the next 3-5 years, 82.5% of
banks expect revenue growth of at least 10%;
58.1% of banks expect more than 60% of
customers to use digital channels and 44.4% of
banks expect a customer growth rate of more
than 50%.

Many commercial banks are still struggling
to find the most suitable model to add value
and personalize customer experience on digital
channels. Most of the digital service
experiences of banks have not met customer
expectations. The bank plays the role of a
customer’s bookkeeper, which is a place to
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keep, transfer, withdraw money, and other
basic transactions. Therefore, customers are
not loyal to the bank, they are loyal to the
experiences that the bank offers.

Currently, although banks have a
connection with financial technologies, most of
the products and services of banks in Vietnam
are limited to specific areas. To customers stay
loyal to the bank, it is necessary to increase the
customer  experience and get more
understanding customers to create a loyal
customer group. Furthermore, the bank needs
to personalize the service, let customers see
how well the bank understands, and make them
satisfied, there is no reason for them to switch
to another bank.

Sharing operating experience, and helping
to improve customer experience, some banks
like SHB have applied the design thinking
strategy, which includes 4 core values: Firstly,
people and interactions are more important
than processes and tools; Second, the solution
is more valuable than a complete set of
documents; Third, cooperation with customers
is more important than focus on negotiating a
contract with customers; Fourth, respond and
respond to changes rather than following a
plan.

The banking market is in a phase where
organizations that can lead customers to the
latest and most advanced digital services first
will gain market share faster, not only that, but
can also keep Customers stay longer because
of the irresistible attraction of digital
technology

IV. RECOMMENDATION TO ENHANCE
THE CUSTOMER EXPERIENCE IN
DIGITAL BANKING

The adoption of digital enabling
technologies that can work seamlessly together
is required to tailor the connected customer
experience. Here are eight options for banks to
achieve this:

Firstly, Improve Core Banking and Integrate
Branch Automation

Core banking services have played an
important role in the expansion of the banking
industry over the past decade. On the other
hand, many banks have yet to catch up in the
robust integration of services between
locations. The customer’s information should
be stored in a centralized system that bank staff
can access they are needed.

In addition to core banking, branch
automation services such as quick access to
customers, faster billing cycles, and automated
data transfers across departments can all help
increase operational efficiency. Therefore,
banks should invest in a single digitization (or
digitization) and automation platform that can
streamline complex IT operations while
delivering a great connected consumer
experience.

Second, Services for Digital Banking

According to a recent Statista survey, digital
banking is preferred by 7 out of 10 individuals
in the UK and over 161 million people in the
US due to its convenience. This has become
even more important during the current
pandemic.

Customers can complete their banking
transactions with a few clicks on their laptop or
mobile device while sitting in the comfort of
their own home. Customer expectations for
digital banking services have skyrocketed, so
the sooner this is done, the better.

Creating  digital  connection  with _ _ _
customer experiences in banking Third, Big Data Analytics
Compared to any other industry, the
banking and financial services industry is
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largely data-driven. Purchases, transfers, user
requests and inquiries are all generated on a
second-by-second basis through the website,
mobile app, call center.

Banks must invest in cutting-edge Big Data
technologies that can help them assimilate and
make sense of large amounts of data.

Advanced Big Data analytics and reporting
platforms can help banks effectively manage
complex data. It allows them to look at users
from a more fundamental perspective with all
the banking data they gained.

A platform like this can support the
integration of user data that is distributed
across multiple silos and systems. Analyzing
the system's reports can help to better
understand customer needs, allowing for a
more tailored experience at the point of
interaction with the bank.

Fourthly, Customer Service 24 x 7

When customers have an unsupportive or
unresponsive experience from their bank, they
often take to social media to express their
disappointment. This could be due to a delay in
responding to their inquiries, a bank’s support
system not working despite numerous
customer requests, or a poor customer service
system.

The connected customer experience is
achieved when the bank offers a series of tools
which can be both online and offline, so that
consumers never feel left out or lost in the
process. transport. This can implement before
or after the consumer buying process, when the
bank/business is processing their requests.

It is easier to do in the Internet than through
regular channels. Banks can intentionally build
a connected customer experience that can drive
consumers along the purchase funnel, step-by-
step and contextually, using online channels

such as email, SMS, website, chatbots, contact
center, etc.

Fifth, Improve financial management through
proactive participation

Financial institutions have been able to
expand their means of engaging customers,
developing better relationships through real-
time help, thanks to innovations in data
collection, data analytics, and channel
strategies.

Instead of relying on location-based offers,
banks and financial service providers will be
able to deliver useful insights, allowing clients
to take advantage of possibilities faster than
ever before while limiting their risks.

Instead of relying on location-based offers,
banks and financial service providers will be
able to deliver helpful insights, allowing
customers to take advantage of capabilities
faster, while limiting their risk. Benefits from
proactive customer engagement:

» Educate customers: By using appropriate
customer orientation, banks can recommend
customers better on products and services,
allowing them to make smarter financial
decisions.

* Notify customers: To inform consumers
about their transactions, banks can send
notifications about bills, registration progress
and notifications.

« Surveys: Banks can actively collect
customer feedback to detect and understand
gaps between customers and the bank.

Sixthly, recruit "Financial Advisors” with

chatbots

Chatbots are the best channel for banks to
automate simple and regular processes without
human involvement (such as knowing account
balances, outstanding credit card amounts, etc.)
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and how to change the address). A few
examples of banking chatbot applications:

* Customers today demand faster service
and 24/7 accessibility. Chatbots for financial
services can provide instant answers to simple
questions and engage customers at all times of
the day and night.

« Chatbots in banking allow self-service
people to communicate with their bank, even
when asking for information.

« Chatbots in the app can access user
account information and provide tailored
information, support and even financial advice
based on the data.

Seventh, Use a flavorable customer experience
strategy

Personalization is very important. It's all
about providing value to customers. For banks
to provide personalized services, they must
first understand the needs of their customers.
To provide banking services and financial
advice to consumers in the most convenient
way, banks will have to use both physical and
virtual channels. They need to use a
combination approach that both saves money
and improves the banking experience. The
impact of matching services is depicted in the
figure below. Here are some guidelines for
banks to follow when offering customized
services:

* Put your customers’ first

In the banking industry, customer service is
paramount. It is important to give customers
what they want rather than the other way
around.

Collecting customer feedback and acting on
it is crucial. Banks can customize services for
their consumers using the suitable tools and
software.

* Leverage customer data

Banks are expected to make an effort to
collect and leverage customer data to better
understand customer needs and preferences.

This will make it easier to connect with
relevant customers and provide better
solutions.
« Bring omni-channel experience to
customers

Customers conduct their banking through
many different channels, banks must also
utilize multiple channels while providing the
right services.

Banks must customize engagement across
several channels, including phone, email, video
chat, and messaging apps, in addition to
physical branches.

Additionally, the customer experience
delivered across these channels should be
consistent and seamless. Banks and financial
institutions should invest in advanced IT
systems to achieve this.

Last but not least, Direct Communication

Direct communication via printed mail, as
well as its digital complement of analytics and
personalized URLs - helps the bank stay in
touch with customers between monthly report
submissions.  Well-designed  print  and
electronic  reports can drive customer
engagement and marketing success. These
tools can be used for both referrals and
ongoing marketing initiatives. Response rates

can be used to determine the overall
effectiveness of a strategy.
Email newsletters and digital

communications, which may include personal
URLs to track customer engagement, are
examples of relevant marketing options. Banks
may also regularly send out Net Promoter
Score (NPS) surveys to improve engagement
and get a quick overview of how customers
feel about business.
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As a result, Customer-centricity has risen to
the top of the priority list of banks and
financial and economic institutions. Consumers
have gained more control over the types of
products, services and experiences they expect
from their banking institutions as they will
become more and more digitally sophisticated.

It 's time for banks to move away from
outdated systems and move towards innovative
digital solutions which will be the trend and
future of banking. These tools can help banks
assess customer needs and behavior, provide a
personalized affiliate experience to add value,
and establish long-term partnerships.

Digital bank customers have high
expectations for the customer experience. Due
to the use of constant progress for almost any
type of behavior, industries such as financial
institutions have engaged in a process of
change that is largely focused on gratification,
convenience, and gratification. of cutomer.

Aware of this rapidly expanding new
reality, the banking industry should follow a
set of specific recommendations to enhance the
customer experience:

e Provide information on financial

strategy.
e Clear, simple and accessible information

e Deliver experiences across channels
where customers are present

¢ Digital and personalized communication
e Security, quality and reliability

e Entity types, values, and attributes used
to associate entities.

e Extended coverage

with  economic
applications can

e Additional services
advantage savings
provide to individuals.

e Make it easy for users to find what
they're looking for by organizing
information  logically and labeling
buttons and links.

o Keep the layout simple and avoid
overwhelming the user with too much
information at once. Place essentials
prominently so they can be easily seen
and retrieved.

e Interact with users to learn about their
preferences and provide them with
recommendations tailored to what they
require at a particular time.

e Make it easy for customers to get in
touch when they have questions or
concerns by providing multiple ways to
connect, including phone, chat or email
options available 24 hours a day, every
day of the week.

V. CONCLUSION

The need for convenience is an essential
factor in predicting the success or failure of
each product. Here, banks should really build
their websites and apps while thinking “lowest
skilled users”. Therefore, it is important that
digital banking invests in successful online
growth to provide unparalleled usability and
simplicity across digital banking platforms and
enhance the customer experience. client.

With the complex digitizing standards in
banking industry today, it is not surprising that
digital banks will more significantly
concentrate on improve customer experience
and providing special digital products.

Banking software which are capable of
customizing the user experience by allowing
the activities customers normally to perform
more immediately and accessibly will strongly
develop in the future. Some banks also act as
financial consultants of their clients. To do
this, they offer a number of online stock
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brokerage services through their platform,
providing their clients with real-time market
information and then an alternative of contract
packages. consistent with the key variables
when investing their money.

Similarly, it can be seen that digital banks
are expanding the number and types of services
they offer in sequence to offer a much more
comprehensive  product, while providing
information and better advice for customers.
As a result, digital banks are now also
committed to providing information on
financial strategies, expanding their coverage
and even enhancing their services with the

economic advantages that some savings
applications offer
This article had demonstrated some

customer experience aspect: Key for digital
banks to success in the current situation. In a
follow-up research, | will examine the
perception of the influence of digital banking
on customer experience in a case study of
some Vietnamese banks.

This study provides just theoretical
foundations then it has limitations. The
qualitative researcheses can be limited by the
sample cases which are conducted in some US,
and EU banks, not other banks in developing
countries yet. These researches studied
customer experience through managers’ views
instead of customers’ views, but managers
obtain feedback from customers, enabling
them to align Digital Banking to customers’
needs.

The lessons learned from international cases
will do a survey from Vietnamese banks in the
future. Further research should be carried out
to survey customer's view of their experience
in digital banking services. Therefore, these
limitations have not prevented the
contributions this study make.
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TRAI NGHIEM KHACH HANG VOI
NGAN HANG SO KINH NGHIEM TU
MOT SO NGAN HANG TREN THE GIOI

Tém tit: Su khic biét canh tranh trén thi
truong hién nay khong chi dugc xac dinh baoi
vi tri, gia ca, san pham hay dich vy, ma con bai
trai nghi¢m khach hang. Khach hang ngay nay
da tro thanh nhimg nguoi nim nhiéu quyén
kiém soat hon bao gid hét: Ho mong mudn sir
dung mot dich vy dugc cd nhan hoéa, truc
tuyén; Ho co thé chia sé trai nghiém ca nhan
trén cac phuong tién truyén thong, dic biét 1a
mang xa hoi. Trai nghiém khach hang da tr&
thanh mot trong nhitng yéu td quan trong nhat
anh huong to1 lya chon cua khach hang

Ngan hang s6 1a mot kénh dé cac ngan hang
dua khach hang vao mat trai nghiém lién mach
tir tryc tuyén toi ngoai tuyén. Voi cac ngin
hang s6, khach hang mubn duoc cap nhat
chinh xac vé tai san cua ho, giao dich nhanh
chéng va duoc hd trg ngay

Bai bao tong hop lai nhitng khia canh duoc
khach hang cta ngan hang Ky thuat s6 danh gia
cao va cach ngan hang k¥ thuat s6 c¢6 thé ting
trai nghiém khach hang cua ho. Bai bédo ciing
s& dwa ra mot s6 khuyén nghi dé cai thién trai
nghiém cta khach hang ddi véi ngan hang k¥
thuat sb - tir kha nang st dung, toc do dén bao
mat. Nghién ctu dugc ky vong sé dong gop cod
gia tri vao viéc d6i méi ngan hang, hd tro cac
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nha hoach dinh chinh sach ngan hang va cac

nha quan ly ngan hang.

Tir khéa: Ngan hang sb, ngan hang truc

tuyén, doi mdi tai chinh, trdi nghi€ém khach

hang
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