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Abstract 

The nature of banking is changing. While traditional transactions are increasingly 

handled online, more complex products and services, which are often important 

life decisions, depend on face-to-face advice from experts. It’s about functionality 

and getting the customer journey right to maximise sales effectiveness and create 

opportunities to build trust and strengthen the customer relationship.  

This white paper describes the challenges of retail banks and finance institutions 

from a customer experience and journey perspective. It points out how 

organizations can turn these challenges into opportunities. 

Qmatic has been in the service to great customer experiences for more than 30 

years. Our solutions, systems and knowhow have also been applied to retail 

banking industry all over the world where the focus is to improve customer 

experiences and operational efficiency with the methodology Customer Flow 

Management (CFM) that was invented by us. 

Customer Experience Management (CEM) solutions and the methodology 

Customer Flow Management (CFM) assist retail banks and credit unions around 

the globe to offer better quality service while reducing costs. 

Customer Flow 

Management (CFM) is a 

methodology invented by 

Qmatic to harmonize the 

customer journey and to 

deliver remarkable 

customer experiences. 



 

Page 2          A Qmatic Whitepaper 

Introduction 

Customers want to do business with companies in more ways than before – social, 

digital, direct, in-store, mobile, call center and the branch. An often forgotten touch 

point is the transition from the virtual to the physical world and too little time is 

spent on understanding how this transition and the in-branch experience can be 

optimized. 

Customer behaviour is thus changing and the entire retail banking industry is 

talking about being customer centric and driving cost of operation down.  It is no 

longer just about tellers and an impressive interior design. Branches are looking 

for ways to reset expectations with a focus on the customer experience, maximising 

cross-selling to existing customers and driving cost down. 

The question is how. 

Is the answer mobile banking to both drive cost of transaction down and put the 

banks in the hands of the customer, engaging and creating an outstanding 

experience? Research predicts that more than 1 billion mobile phone users will 

have used their device for banking purposes by 2017 1.  

Do we finally see the death of the branch - that has been predicted for some time 

but not actually realized? Or do we need more and different branches to engage the 

customers? 

What we do know is that the customers want a convenient and seamless 

experience when interacting with their bank to stay loyal, regardless if it’s through 

mobile, online, or face to face. 

What’s needed is not just to make the individual touch points to work – the 

customer journey needs to be in place, seamless and well managed. And it is 

imperative not to lose sight of the important face-to-face interaction. 

 

 

 

 

 

                                                                    
1 Juniper Research, 'Mobile Banking: Handset and Tablet Strategies 2013-2017 

Customers want a 

seamless and 

personalized experience 

when interacting with 

their bank. 
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Retail Finance Challenges 

Bank customers have more choices in how, when and where they can to do their 

banking today. Changing bank is easy and the engagement with one specific bank is 

not lifelong anymore. Simply put, they are prepared to walk away from their bank if 

their expectations are not met. A recent Cap Gemini study2 on global retail banking 

states that only 50% customers will remain with their primary bank the next six 

months. Further, only 15% have trust and confidence in the banking industry. 

After all, “Why should I settle for mediocre service? I have more options today than 

ever before.”  

So let’s take a closer look at the challenges facing retail banks and credit unions. 

From experience gained over the years, we have identified five key challenges. 

(1) Improving the customer experience 

(2) Increasing sales  

(3) Reducing costs/improving efficiency 

(4) Increasing staff satisfaction 

(5) Driving business improvements through data and analytics 

 

So, how can Customer Experience Management (CEM) solutions and Customer 

Flow Management (CFM) methodologies turn these challenges into opportunities – 

enhancing the customer experience, while improving the bottom line? 

 
Fig 1. Understanding and managing the customer journey is key in delivering improved customer 

experience in retail banking. 

                                                                    
2 World Retail Banking report 2012, Cap Gemini, EFMA 
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Meeting the challenges 

CHALLENGE 1: REDUCE COSTS 
Identifying ways to improve efficiency and reduce costs without compromising the 

quality of service is a challenge for many financial institutions.  

By applying solutions to better manage the customer journey, it is possible 

streamline the customer flow to increase occupancy and lower cost per transaction 

– while improving the customer experience. 

Reduce transaction time 

It is easy to spend too much time during the actual transaction. Improving the 

efficiency of this step in the process allows staff members to take care of more 

customers – or spend more time with those customers who have special or more 

complicated needs.  

In order to reduce transaction time it is necessary to inform the staff about the 

customer’s requirements before they reach the counter. This enables staff to 

prepare while waiting for the approaching customer. By making it possible to 

identify the customer’s service needs early on for example by reading the 

customer’s credit card in a self-service kiosk, it is possible to match the need with 

the right competence, which also helps save time.  

 

Fig 2. An example of a CEM solution that integrates the arrival phase in the branch with the bank’s CRM 

system to allow for identification, segmentation and staff skill matching. 

 

Reduce the “gap” between transactions 

The “gap” between transactions can be a waste of time for everybody – staff and 

customers alike. Leading retail finance companies direct customers to the right 

service point at the right time and as a result streamlines the customer flow.  

Identifying a customer at 

branch arrival allows for 

efficient customer 

segmentation and thus 

better staff skill 

matching. 
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Also, knowing where every individual is in the customer journey simplifies co-

ordination. Clear signage helps to reduce reaction time and walking time. 

Optimise the workforce need 

Reducing costs is about making best use of a valuable resource: the staff. In order to 

optimise the workforce need real time monitoring and resource planning of staff 

with alerts on exceeded service levels should be implemented. Managers should be 

notified of a staffing problem early on and can take the appropriate actions.  

With the data available from the customer journey touch points it also makes sense 

to integrate with Work Force Management (WFM) systems to further enhance the 

possibilities to optimise the workforce based on service level targets. 

CHALLENGE 2: IMPROVING THE CUSTOMER 
EXPERIENCE 
Customers select a bank or leave their current one because of the service quality at 

all points of contact. Simply put, the customer experience and service delivery are 

perhaps more important than ever. This is where the CFM methodology comes in. 

Reduce actual waiting time 

Customers are perhaps most aware of time when they are waiting. It creeps along. 

They don’t feel welcome or even acknowledged. Perhaps they have an urgent or 

worrisome reason for visiting the branch. In this way, a reduction in waiting time 

goes hand in hand with an enhanced customer experience.  

In addition to streamlining the customer flow and making it more efficient, a 

solution should reduce the actual waiting time for customers by steering 

customers to less busy hours. This can be achieved by using a calendar booking 

system, for example, making it efficient to make appointments and book meetings.  

A solution should also provide real time monitoring and resource planning of staff. 

Managers should be alerted when service level targets are not achieved so that 

they can take the appropriate action.  

Reduce perceived waiting time 

The longest wait is the one you cannot control. For customers, it is often the 

perceived waiting time that matters most. A solution should reduce the perceived 

waiting time by using media in the waiting area to present brand information and 

entertainment, for example. This transforms passive waiting into what we call 

active waiting or relevant distraction – for a more enlightening customer 

experience.  

A solution well implemented should remove the mystery and worry from the wait 

by guiding and updating customers about where to go, where to wait and waiting 

times. Text messaging solutions and smartphone apps could also be used to allow 

customers to book time, check in remotely, and provide queue information, special 

Mobile apps and online 

appointments even out 

customer flow and 

avoids brand eroding 

queuing and on-site 

waiting. 
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offers and more. Simply put, customers know that they are in-process and not 

forgotten. 

Increase the quality of service 

 

At the heart of the customer experience is the quality of service provided. So why 

not welcome customers with a meet and greet solution? Such a solution will 

increase service quality by better matching customers and staff, based on the 

customer’s need and staff competence. In addition, advisors are in a stronger 

position to meet the need since they have access to the customer’s service history 

and can prepare accordingly.  

It is important to make the waiting experience more pleasant by implementing 

virtual queuing and/or mobile queuing, which removes the need for physical 

waiting lines. Instead, the customer’s place in the virtual queue is secured with an 

identifier, such as a number printed on a customer service receipt or sent to their 

phone as a text message or being part of an already existing mobile app.  

When applied correctly, mobile and virtual queuing is both fair and welcoming. 

Customers can do other things outside the branch and once on location, relax in a 

comfortable waiting area, have a cup of tea or browse marketing material. 

CHALLENGE 3: INCREASE SALES 
An attractive service or product offer does not usually sell itself. It takes the right 

conditions, the right promotion and often a pleasant customer experience. Simply 

put, there are many factors that determine the success of the sales effort. 

Attract more customers and reduce walk-aways 

How can you stand out from all the noise and attract new customers? Why should 

existing customers stay with your branch? The right solution should help attract 

more customers by making the sales environment more comfortable and relaxed. 

Customers should feel welcomed and experience a higher service level. 

A solution should also reduce waiting time by streamlining the customer flow and 

making it more efficient. An organised and relaxed waiting environment means 

that customers are more willing to wait, knowing that they will be served shortly. 

This reduces the risk of customers walking away.  
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Increase the conversion rate  

Chances are your customers will be in your branch for some time before meeting 

with staff. How does this time feel for the customer? You should look to implement 

solutions that promote the optimal conditions for a positive customer experience 

that enhances the chances of the customer buying your product or service. For 

example, a customer is more likely to have confidence in and be inspired by a staff 

member who seems to already understand the customer’s requirements before 

they meet.  

A solution should thus make it possible to give staff access to the customer’s 

“history” so that they can prepare in advance. This is key in delivering a seamless 

and personalized customer journey in an omni-channel context. 

Increase sales per customer 

Empirical research shows that a happy customer is more likely to stay in your 

branch longer, and is more open to learning about your offering and buying more 

services. By managing the customer journey and experience, the right solution 

should create the optimal conditions to increase sales per customer. It should also 

open up opportunities to increase up sell and cross sell by matching the right staff 

competence with the requested service.  

Forward looking clients has adopted the Qmatic Customer Journey concept which 

is a “surface concept”. It is a unique approach that uses all the surfaces throughout 

the customer journey to communicate with customers. This includes everything 

from self-service kiosks, tickets to displays and screens. In-branch media solutions, 

for example, can present brand information, new services and entertainment while 

customers are waiting.  

 

Fig 3. Qmatic Customer Journey gives a bank control of all the surfaces in the branch and not just the big 

screens on the wall as typical Digital Signage suppliers. 

What is more, customers have a reason to keep looking at the screen as they will be 

keeping an eye out for their place in the queue. This makes the screen “sticky” and 

a relevant focal point.  

Best of breed solutions even opens opportunities to place ads in smartphone apps 

where a customer can keep track of the queuing situation. 

If a customer is 

identified entering the 

branch it is possible to 

match the need with the 

right advisor to increase 

up- and cross-selling. 
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Increase revenue 

Handling peak periods is not always easy. Some customers will walk away, perhaps 

returning later, perhaps not. Some might simply go to the competition. In any case, 

these “lost” customers represent lost revenue.  

You should look for solutions that allow you to do something about it by increasing 

customer throughput and thereby increase total sales. 

CHALLENGE 4: INCREASE STAFF SATISFACTION 
Being able to attract and keep qualified employees says a 

lot about a company. And it is not always easy. What is 

more, an employee that appreciates his or her tasks and 

the workplace itself is more likely to take care of 

customers in an efficient and positive way.  

A solution should increase staff satisfaction by streamlining the customer flow and 

making it more efficient. This in turn creates a more orderly and relaxed 

environment for staff and customers alike. Satisfied customers are usually 

friendlier towards employees, contributing to a positive workday.  

A solution should also contribute to a sense of professionalism and give the 

employees knowledge about the customers waiting to better match employee 

competence with the customer’s need. Staff can then take pride in knowing that 

they are informed and ready to meet the customer’s requirements and provide the 

best possible service.  

In addition, staff should be supported by real time monitoring and resource 

planning that alerts managers when service level targets are not being achieved so 

that they can take actions accordingly.  

CHALLENGE 5: DRIVING BUSINESS IMPROVEMENTS 
THROUGH DATA AND ANALYTICS 
Staying at the forefront is about continuous 

evolution – there is always room for 

improvement. The challenge is where and 

how.  

A solution should supply management with 

historical and real-time statistical data that 

can help drive improvement. The data 

should be automatically captured by the 

system at every step in the process and between branches at the same time. That 

will give you a highly efficient and effective way to gather data, compared to 

manual data collection. 

 

Smart Business 

Applications and KPI 

Dashboards empower 

staff to take the right 

decisions. 
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Enhancing performance 

Using tools to determine and analyse customer 

throughput per hour, waiting time per customer and 

cost per transaction allows management to focus on 

areas with high improvement potential and initiate 

the right operational improvement activities.  

By collecting data on service delivery outcome, for 

example, a solution should support performance 

management of staff. It should also offer the 

possibility to poll customers to gain insight on the 

services offered. With real time data, managers can 

take immediate actions to use staff more efficiently 

and reduce waiting times.  

Benchmarking opportunities 

What is more, it is important that a solution opens up innovative benchmarking 

opportunities to help you and your business get better all the time. In addition to 

historical data, you should be able to benchmark between regions, branches, sales 

staff and much more to identify performance improvements. 
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Results /conclusion  

The wrong solution can be worse than having no solution at all. Over the last 30 

years Qmatic has worked with many world-leading organizations in the public and 

private sectors – from governments to FTSE100 and Fortune 500 companies.  

Below are some examples, based on real life cases, of what retail finance clients 

have achieved with our solutions.  

• A leading financial institution reduced staffing needs by 32%. 

• Productivity gains in the face-to-face sales team of 21% and better use of staff 

during less busy periods. 

• Customer waiting times reduced by 19%. 

• 8% sales increase at a leading financial institution. 

• Customer waiting times reduced by 20%  

• Up to 90% reduction in customer walk aways 
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About Qmatic 

Qmatic’s vision is to realize the full potential of every meeting. We help our clients 

engage and interact with their customers from the very first touch point. We gather 

information around the customer journey and help create brand value from 

improved customer experiences. By creating a seamless customer journey from 

online channels through to face-to-face meetings, we increase customer 

experiences and strengthen our clients’ brands.  

Qmatic holds a market leading positions in the public sector, financial services, 

retail, and healthcare applications and it is estimated that more than a quarter of 

the world’s population pass through a Qmatic system every year.  

Qmatic has a truly global footprint and operates in over 120 countries through own 

subsidiaries and partner network. The Qmatic Group has a turnover of EUR 60 

million and employs some 300 people. The company’s main owners are Altor Fund 

II GP Limited and ICG.  

 

Qmatic Group 

Neongatan 8 

SE-431 23 Mo lndal 

Sweden 

Want to talk to us? 

Find your local representative here: www.qmatic.com/findpartner 

 

Phone: +46 (0)31-756 4600 

Mail: marketing@qmatic.com 

Web: www.qmatic.com 

 

 

 

 
 

 

 

 

Disclaimer 

This document is provided for information purposes only and the contents hereof are subject to change without 

notice. This document is not warranted to be error-free, nor subject to any other warranties or conditions, whether 

expressed orally or implied in law, including implied warranties and conditions of merchantability or fitness for a 

particular purpose. We specifically disclaim any liability with respect to this document and no contractual obligations 

are formed either directly or indirectly by this document. This document may not be reproduced or transmitted in any 

form or by any means, electronic or mechanical, for any purpose, without our prior written permission. Qmatic is a 

registered trademark of Q-Matic AB. Other names may be trademarks of their respective owners. 

”There is only one 

boss - the customer. 

And he can fire 

everyone from the 

chairman down, 

simply by spending 

his money 

somewhere else”.  

Sam Walton, 1977 
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