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CX Challenges in 
Financial Services
Addressing Four Challenge Areas for Delivering 

Better Customer Experiences
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Delivering Omni- 
Channel Experiences 

The omni-channel concept was born out 

of building holistic CX programs, instead 

of focusing on one area and one type of 

experience for a customer.

Omni channel means customers have 

a consistent experience regardless of 

where and how they are interacting with 

your organization. It also means it is nec-

essary to integrate different touchpoints 

and channels so processes and expe-

riences all work holistically. Customers 

expect a seamless experience, regard-

less of the product or how they interact 

with a company. Financial institutions 

continue to focus on how best to deliver 

omni-channel experiences, even as the 

number of potential interaction avenues 

continues to change and grow.

Many financial institutions are having a 

difficult time providing integrated, consis-

tent experiences, even in digital channels

where expectations are established in 

innovative eCommerce fields. Compa-

nies delivering on omni-channel expe-

riences truly know their customers are 

able to connect experiences to provide 

meaningful service that builds on itself.

Financial services firms should lever-

age many of the principles considered 

for holistic programs such as: a con-

sistent approach to measurement, an 

integrated analytics plan, and enter-

prise reporting. It’s critical to use a 

CX management platform capable of 

measuring and tracking omni-channel 

experiences. A CX platform should be 

able to:

• Integrate different types of of 

customer feedback (VoC) data 

services

• Possess the ability to build, ana-

lyze, and report on a master cate-

gory system

Senior customer experience (CX) leaders representing banks, investment firms, 
credit card/payment services, and insurance providers of all sizes, identify four of 

their most critical CX challenges in today’s dynamic industry.
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Let’s take a closer look at each of these challenges, recognizing 
the importance and the impact of each.

Use CX to  
differentiate in the 

market place

Implement CX 
to obtain a 

more in-depth 
understanding of 

customers

Deliver consistent 
omni-channel CX

Maintain great 
CX in a highly 
regulated and 
ever-changing 
environment
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• Define and track against service 

standards, regardless of interactions 

or channel

• Ensure journey-based, story-telling 

feedback and reporting

Differentiating in the 
Marketplace

An increasing number of financial ser-

vices organizations are focusing on how 

to differentiate themselves in the market.

Historically, financial institutions concen-

trated on creating that differentiation 

via products and services offered.  

Today’s reality is that, in most instanc-

es, such differentiation no longer 

exists. If institutions bring something 

new to the marketplace, it is only a 

matter of time before there are “me 

too” offerings that steal the competi-

tive advantage.

Financial services organizations will 

likely be able to generate differentia-

tors in two separate areas: Technology 

and Customer Experience. It’s im-

portant to define a plan around these 

areas that helps build customer loyalty, 

meets customer/member needs, and 

quite simply, makes it easy for a your 

prospects and current customers to do 

business with the institution. 

Technology

• Refine digital channels

• Create self-service experiences

• Information integration

Customer Experience

• Customer-centricity

• Ensure customer needs are met

• Business decisions made with the 

customer in mind
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Compliance in an Ever-
Changing Regulatory 
Environment

Financial Services institutions are uniquely 

burdened by the dynamic regulatory envi-

ronment. Compliance is a moving target and 

often have financial institutions scrambling. 

Recent expectations that Dodd-Frank will be 

relaxed and the potential for new DOL  

regulations have organizations wondering 

how best to interpret and how they will 

remain compliant.

Compliance can be used as another oppor-

tunity to bolster your customer’s experience 

by sharing positive perceptions of regula-

tions and maintaining a constant focus on 

CX. This helps make navigating the regulato-

ry environment easier.

Understand Your Clients

Traditionally, customer experience measure-

ment has focused on aggregate results -- re-

sults in total as well as for different layers of 

the organizational hierarchy. Today, emphasis 

shifts to the individual customer. Specifically, 

what you learn from the individual customer 

and actions you can take on their behalf. Be-

yond that, we can use what we know about 

customers to predict what should be done 

next to improve or to deepen relationships.

Customer experience programs tradition-

ally have focused on aggregated results 

by touch point, hierarchy, and customer 

segments. Next-generation CX programs 

will focus on individual customers, which 

is great for financial institutions who 

know a lot about their customers. It is 

this information that can help institutions 

shape their offering, services, and overall 

approach to customer experience in 

aggregate AND at an individual customer 

level. This impacts how best to cross- 

sell, deepen relationships, and build cus-

tomer loyalty.

The opportunity here is to:

• Have a meaningful, ongoing dialogue 

with customers

• Address issues/at risk

• Deepen relationships through a pre-

scriptive approach

• Provide individual, personalized 

messaging to create meaningful 

relationships or to encourage usage 

or behaviors

Next Generation CX 
Programs

Financial institutions come in many sizes, 

and at InMoment, we interact with finan-

cial institution stakeholders at all levels. 

We’ve learned what works for one may 

not work for all. Addressing and solving 

each of these four challenges: delivering 

an omni-channel experience; differentiat-

ing yourself in the marketplace; man-

aging compliance in an ever-changing 

regulatory environment, and driving a 

more in-depth understanding of custom-

ers—should be a priority of your organi-

zation. It is not only crucial, but also sets 

the pace for establishing a next-gen CX 

program that will take you into the future 

of financial success.

Make navigating the regulatory 

environment easier.
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About InMoment
Improving experiences is why InMoment exists. Our mission is to help our clients improve 

experiences at the intersection of value—where customer, employee, and business needs come 

together. The heart of what we do is connect our clients with what matters most through a unique 

combination of data, technology, and human expertise. With our hyper-modern technology 

platform, decades of domain authority, and global teams of experts, we uniquely deliver a focus 

on Experience Improvement (XI) to help our clients own the moments that matter. Take a moment 

and learn more at inmoment.com

To demo a product or to contact us call:

Or email us at sales@inmoment.com

NORTH AMERICA
+1 385 695 2800 

APAC
+61 (2) 8397 8131

UK & IRELAND
+44 (0) 121 296 5245

GERMANY
+49 (0) 40 369 833 0

https://inmoment.com/
https://twitter.com/WeAreInMoment
https://www.facebook.com/WeAreInMoment/

