
#CXFSNordics 

http://bit.ly/1XxOGrl
http://bit.ly/1XxOGrl
http://bit.ly/1XxOGrl


 
 
CONTENTS 
 
Á Overview 

Á Core Challenges 

Á Time Frames for Investment 

Á Customer Experience Priorities for the Year Ahead 

Á Biggest Questions to be Answered 

Á Major Obstacles to Investment 

Á Key Takeaways 

Á Digital Transformation Insight 

Á Event Information 

Á About CX Network 

 
 

 
 
 
 
 

2 

3 

4 

5 

6 

7 

8 

9 

10 

11 

http://bit.ly/1XxOGrl
http://bit.ly/1XxOGrl
http://bit.ly/1XxOGrl


 

The Nordic financial industry has awoken 
to the importance of customer experience 
being the key competitive differentiator. 
As with the global industry, the region has 
seen increased commoditisation around 
the consumer-side of the product, 
increased realisation that customers are 
becoming more fluent with their 
understanding of the financial products, 
and recognition that it needs to optimise 
this relationship.  
 
As customer needs are becoming more 
complex and expectations of service are 
going up, more pressure is being put on 
organisations to be better at shaping the 
experience than ever before. In the age of 
consumerism and digitalisation, there is 
no shortage of interest in technological 
advancements, standardisation and 
efficiency. Consumer power is strong and 
choices are varied. The reputation of 
banks and other financial services are on 
the line as social media enables better 
transparency where customers are able 
to share experiences with each other on 
the global scale. 
 
In the Nordic region, the financial industry 
is faced with real competitive challenges. 
New constraints from regulators means 
that customer experience is key to staying 
afloat. To stay ahead of the game it is 
important to keep existing clients happy 
and to maximise the efficiency of internal 
processes that help continuous 
improvement. Moreover, operating in an 
environment where consumer trust and 
loyalty to banks are at an all-time low, it is 
important to realise the potential of using  

data for valuable customer insights and 
analytics. The time has come to truly put 
the customer at the heart of the business. 
 
In this market report, we explore some of 
the key concerns and questions 
originating from financial operators within 
the Nordic region, from where they intend 
to invest to the level of support they 
expect for the next two years, be it from 
senior leaders or external vendors. 
Having surveyed over 100 professionals 
involved in the regionçs Financial Services 
industry, the responses are intended to 
provide a barometer of trends for the 
Nordic arena over the next two years. 
 
This information has been collated ahead 
of the Customer Experience 
Transformation: Financial Services 
Nordics Summit, taking place on the 13-
15 June in Stockholm, Sweden, where 
these issues will be explored by those 
able to share practical and successful 
case studies. For more information on the 
Summit, email enquire@iqpc.co.uk or call 
+44 (0) 20 7036 1300. 
 
We hope you find this information 
valuable! 
 
The CX Network Team 
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άhŦ ǘƘŜ ŦƻƭƭƻǿƛƴƎΣ ǿƘŀǘ ŎƘŀƭƭŜƴƎŜǎ ŘƻŜǎ ȅƻǳǊ ŎƻƳǇŀƴȅ ƴŜŜŘ 

the most help in overcomingΚέ 

 
 
 
 
 
 
 

Of the range of challenges that face financial organisations in the Nordics region, the issues of 
Customer Loyalty and Predictive Analytics draw neck-and-neck when it comes to an urgent 
requirement for input. Expert direction on the skills, techniques and technologies needed  to deal 
with these key factors marginally outweighs the input needed to tackle Big Data analytics, one of 
the game-changers in the global customer experience field. Of note, few Nordics organisations 
cited social media or VoC monitoring, suggesting that these are easier challenges to deal with or 
that most organisations have already begun investment and improvement in these areas. 
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ά²ƘŜƴ ŀǊŜ ȅƻǳ Ƴƻǎǘ ƭƛƪŜƭȅ ǘƻ ƛƴǾŜǎǘ ƛƴ the solutions that could 

help you overcome these ǎǇŜŎƛŦƛŎ ŎƘŀƭƭŜƴƎŜǎΚέ 

 

Of the challenges presented in the previous questions, not all are seen as applicable to the 
organisations surveyed. However, of those that are, the urgency with which organisations will look 
to roll out investment and projects to tackle these issues provides an insight into the current 
priorities of the industry as a whole. While requiring less input than predictive analytics or 
customer loyalty, customer journey mapping represents the most immediate area of investment, 
followed by customer segmentation. Analytics, in general, is seen as a longer-term investment. 

CHALLENGES 6-12 months (High Interest) 12-24 months (Medium Interest) Not Applicable 

Customer Segmentation 46.70% 13.30% 40% 

Predictive Analytics 33.40% 30.10% 36.50% 

Customer Journey Mapping 56.70% 10.00% 33.30% 

Social Media 36.70% 6.60% 56.70% 

Monitoring Voice of Customer 30.00% 13.30% 56.70% 

Customer Loyalty 33.30% 23.30% 43.40% 

Customer Feedback 40.00% 10.00% 50.00% 

Big Data Analytics 30.00% 33.30% 36.70% 
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ά²ƘŜƴ ƛǘ ŎƻƳŜǎ ǘƻ ǎǇŜƴŘƛƴƎ ǘƛƳŜ ƻƴ ǘƘŜ ŦƻƭƭƻǿƛƴƎ ŜƳŜǊƎƛƴƎ 

customer experience trends in the next 12 months, how do you 
rate each in terms of priorityΚέ 

Of the contemporary trends cited in this survey, a focus on data and analytics rose to the top of 
time priorities, just ahead of efforts on online customer experience. Employee engagement is 
seen as the least pressing concern for time in the next year, while â interestingly â customer 
relationship management also scored comparatively low. 

 TRENDS High Importance Moderate Importance Low Importance Not Applicable 

Data and analytics 73.10% 22.30% 2.00% 2.60% 

Online customer experience 72.30% 20.00% 4.40% 3.30% 

Employee engagement 40.00% 43.30% 13.30% 3.40% 

Customer loyalty and retention 69.00% 26.70% 1.00% 3.30% 

CRM 46.70% 40% 6.60% 6.70% 
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άWhat particular questions do you want solution providers to 

answerΚέ 

The Nordic financial services industry has questions. Organisations want to hear from solution 
providers â be it technology or services â to find out exactly how their role will impact the market 
in the coming years. Of precedence was the need for solution providers to weigh in on the 
debate surrounding business cases for C-level investment . Organisations are struggling to ring-
fence a budget for CX transformation, and involving vendors with concrete success stories could 
be the differentiator. 
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άWhat particular questions do you want solution providers to 

answerΚέ 

Following on from the previous question, the issue of budget approval is again highlighted. For 
most organisations in this region, it would appear that the issue is less about the money existing, 
and even less about gaining the attention of the Board. The paramount concern lies in how to 
demonstrate ROI, whether it be through the use of corresponding case studies, continuous 
benchmarking, or other means. Evaluating the success of customer experience  initiatives 
remains a slippery task. It is recommended that vendors in this space assist organisations in 
finding an effective ROI measurement system that meets individual needs. 
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DISCLAIMER 
 
The information in this report is intended for education only. While every effort has been made to 
validate the accuracy of the information included in this report, IQPC makes no warranty (express, 
implied or otherwise), or assume any legal liability or responsibility for the accuracy, completeness, 
reliability and usefulness of this information. In many instances, the opinion expressed in this report 
are those of the individuals in question and do not necessarily reflect those of IQPC. We accept no 
responsibility arising out of or in connection with the use of the information included in this report. 
This report may not be republished in whole or in part without the expressed permission of IQPC. 

 
 
 V Nordic financial services need the most input in the fields of predictive analytics and 

customer loyalty.  
 

VOrganisations are more confident in independently tackling social media and VoC 
monitoring. 
 

V Customer journey mapping represents the most immediate need for investment. 
 
V Analytics â both predictive and big data â are seen as long-term investments (mostly 

being approached in 2017 and beyond), but are also the biggest priorities for 
budgeting within the next year. 

 
V Employee engagement is not expected to be of priority within the next year. 
 
V An inability to demonstrate ROI on CX investment is of key concern, with most 

organisations wanting to see greater input from vendors in proving value. 
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When it comes to the adoption of online 
services and e-participation tools, the 
Nordic region can be considered a 
veritable veteran. Indeed, according to 
INSEADçs annual Global Information 
Technology Report (GITR), Finland, 
Sweden and Norway consistently rank 
within the top five of the worldçs most 
ætech-readyç countries, beating out the 
likes of Japan and the United States. This 
puts them at the front of 143 economies 
in terms of their capacity to prepare for, 
use and leverage ICT, exhibiting 
leadership in such advances as internet 
penetration, mobile usage and 
government implementation. 
     Importantly, this also means that the 
way in which the average Nordic 
consumer engages with companies and 
products has become increasingly digital 
â resulting in a headache for those 
industries that are not traditionally 
customer-centric or have yet to embrace 
an effective digital game plan. Banks, for 
example, have long been transaction-led 
and many are now attempting to remould 
themselves to meet customers on their 
chosen platform, whether to provide a 
service or product, or to help them with an 
issue.  
     While most banks may now recognise 
the need to do this, the extent of change 
required can appear daunting. Customers 
have a lot more choice in todayçs market 
with global online marketplaces 
competing to provide the best deals. 
Thanks to social media, there is a lot 
more transparency when it comes to 
customer experience. With the expansion 
of mobile devices and apps, the number 

of distributional channels is increasing. In 
short, customers are a lot more 
empowered and have much higher 
expectations. Unless banks â and other 
businesses â adapt to this, they are going 
to struggle to turn a profit. 
     äFrom the beginning, you need to 
make digital transformation relevant to all 
parts of the business,å says Sean 
Cornwell, Chief Digital Officer at Travelex. 
äPull together the strategy, get the buy-in, 
and get the mandate for what is a 
medium- to long-term investment.å 
     äMost big companies over-invest in 
technology, and actually under-invest in 
their culture,å adds Roman Rock, Digital 
Consultant at Argos.  
     äThe culture is where to start. It may 
seem really obvious, but it actually 
doesnçt seem to happen at a top-down 
level. Most companies really only deliver 
true transformational digital change when 
things are going horribly wrong, where 
thereçs actually no alternative.å 
 
 

According to a recent survey by A.T. 

Kearney, 75% of respondents cited a 

customer experience focus as a key 
success factor for digital transformation in 

banking, beating out the likes of IT 
investment and the establishment of 

digital teams. 

DID YOU KNOW ? 
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13 - 15 June, 2016 
Stockholm, Sweden 

Are you working in the Financial Services and dealing with Customer Experience on a day-to-day basis? 
Do you want to learn more from the competitors and build B2B connections? Or simply want to stay 
ahead of the curve by being the first to follow through on the latest customer needs and desires?  
 
Great news, we are back for the 2nd year with bigger and better Customer Experience Transformation: 
Financial Services Nordics Summit taking place 13-15 June in Stockholm.  
 
This meeting is strictly organised for senior management and aimed at helping you set strategies, prepare 
for change management and drive digital transformation. No theory talks, only real-life case-studies 
covering a range of topics from personalisation, cultural change, multichannel management, employee 
engagement, digitalisation and so much more.  
 
Join the 60+ top companies to take your customer experience management to the next level, learn about 
upcoming trends and take away the key lessons to promote back in your own company. Moreover, address 
those questions that you have been working on and haven’t yet found the best solution by networking with 
thought leaders who have experienced these and already have a strategy in place. 
 
The event is built around 4 chapters: 
With four core chapters that the agenda is built around we are determined to provide you with the essential 
knowledge and updates that can bring you quicker results and make business critical decisions easier to 
solve: 
1.Strategy and ROI: Differentiating through CX activity 
2.Customer insights and analytics 
3.Customer culture and employee engagement 
4.Digitalisation and user experience  

www.customerexperiencefinancenordics.com 
enquire@iqpc.co.uk  +44 (0) 20 736 1300 

BOOK NOW 
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CX Network is an online community for global customer experience, service, insight 
and marketing professionals who are leveraging customer management strategies to 
increase customer acquisition and loyalty, whilst driving increased profits across the 
entire organisation. 
 
At CX Network we’re dedicated to providing members with an exclusive learning 
environment, community and resource hub where you can share ideas, best practice 
and solutions for your greatest customer challenges. 
 
You will receive expert commentary, tools and resources developed by experienced 
customer management professionals and industry insiders. With a growing 
membership and global portfolio of events, the CX Network ensures you keep your 
finger on the pulse by delivering you with practical and strategic advice to help you 
achieve your business goals. 
 
The combination of live events, webinars and online information resources provide 
customer management leaders with unique learning and networking opportunities. 
Wherever you are on your customer strategy journey; share your experiences, 
knowledge and expertise with the CX Network ’s global community today. 
 
 

Joining the network is free and offers the following benefits: 
 
Å Access to expertly produced webinars, whitepapers, infographics, industry reports,  

case studies, videos, podcasts and more 
Å Up-to-date reports and current  content from leading analysts in the customer 

management space 
Å Weekly newsletters with a round up of the latest content and professional 

development resources available online 
Å Exclusive invitations and offers to attend our global customer management and 

marketing events 
Å Networking opportunities with an extensive community of customer management 

decision-makers 
  

www.cxnetwork.com/join 
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