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Abstract: Implementation of omnichannel and optichannel banking help bank providing
agile and innovative distribution of banking products and services. The new concepts imply
integration of different channels and active management of customers’ data with different
analytical techniques. As a result, organizations can provide seamless and personalized
customerexperience.
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Pe3rome: BHepsBaHETO HA OMHUKAHa/IHOTO M OMNTUKAaHAaJIHOTO 6aHKMpaHe rogriomara
b6aHkunTe B rNnpeaoCcTaBAHETO Ha rbBKaB U MHOBAGTUBEH [1/1IaCMEHT Ha 6aHkoBM rnpoayKkm v
yciyru. Hosute KoHUernyun npearnosiarat MHTerpupaHe Ha oTAe/IHUTe KaHasim U aKTUBHO
yrpaBJieHNE Ha KJINEHTCKUTE [aHHN 4Ype3 pa3JINyHuN TEXHNUKN 3a aHasin3. B pe3ynrtaTt Ha
TOBa, oOprannzaunmnTe Morat Ada TpeAOoCTaBAT [r0C/IE40BAres/IHO U repCcoHasin3vpaHo
KJIMEHTCKO U3XKNBSBAaHe.

Knro4yoBn gymn: auCTpubyUNOHHU KaHaim, 6aHKoBa AUCTPUOYLMS, OMHUKaHasIHO
6aHKupaHe, oNTUKaHaHO 6aHKUpaHe, K/IMEHTCKO U3XMBSIBAHE, TEXHOJIOMMSI HA roJ1IeMUTe
AaHHW, 384b71604YEHN aHA/TN3H.

Introduction BbBegeHue

Digital transformation in banking brings AvrntanHata TpaHchopMauus B
many opportunities for financial organiza- 6aHKnpaHeTo HOCK peanLia Bb3MOXKHOCTV 32
tions. Banks develop and innovate func- ¢unHaHcoBuTe opraHusauuun. LLnpokute
tionalities of distribution channels to up- Bb3MOXHOCTM Ha rno6anHoTo WHTEpHeT

NPOCTPAHCTBO MO3BOJIABAT Ha KpeauTHUTE
WHCTUTYTM 4@ MNO3MLMOHMPAT NPOAYKTOBUS
CM acopTMMEHT B JAurutanHa cpepa. Te
MoraT Jda oOCbluecTBsSiBaT NMpPOMOTMPaHE U
ANCTPpUOYyLMS Ha CBOUTE MPOAYKTU U YCIYTU
ypes3 ¢yHKUMOHANHOCTUTE HA MHTEPHET U
MOB6MNHOTO OaHKMpaHe, KakKTo M 4pe3

grade the customer experiencein all touch
points. The huge potential of the global
internet access allow financial institutions
to position their product range in a digital
environment. They can promote and
distribute their products and services

through the functionality of the Internet coumanHuTe Mpexu. Cnopes npoyysaHe Ha
and mobile banking, as well as through Salesforce MOBUTHOTO 6aHKupaHe
social networks. According to a Salesforce 6e3CMNOpHO € OCHOBHUST KaHal, Ype3 KoMTo
study mobile banking is undeniably the noTpebuTenuTe e B3aWMOAENCTBaT C
primary channel in which tomorrow’s buHaHCOBaTa CU UHCTUTYLMS, KaTo 67130
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consumers will interact with their financial
institution, with nearly one-third of
Millennials (31%) saying they use their
bank’s mobile app for routine trans-
actions, compared to just 17% of Gen Xers
and 6% of Baby Boomers (Pilcher, 2017).
According to a study by Deloitte, among 17
100 banking customers in 17 countries,
73% of respondents use online banking at
least once a month, compared with 59%
who use mobile banking applications
(Srinivas, Wadhwani, 2018).

On the other hand, traditional channels
such as bank branches, for example,
continue to be actively used by customers
of financial institutions. PWC research
(Schiff, et. al, 2018) finds that 65% of
customers feel it is important their financial
institution to have a local bank branch in
close proximity and % of the respondents
would not open an account with a bank that
does not have at least one local branch.
More than half of the customers confirm
that they visit a bank branch before using
any other distribution channel when
applying for funding and opening a new
account. In a study by Cornerstone
Advisors (Shevlin, 2018) 40% of the
customers indicated that the convenient
location of bank branches is the most
important factor, which determines their
choice of financial institution for opening a
new current account.

Exposition

The active usage of both digital and tradi-
tional channels for banking predetermines
the rethinking of ways for customer com-
munication and distribution of financial
services. In order to ensure effective and
interactive customer engagement, banks
should provide content tailored to custo-
mer needs and specify their marketing
activities across all distribution channels.

After the beginning of the new century, the
so-called multi-channel approach found its
development in banking. Based on it,
banking institutions offer access to all
distribution channels - traditional and
digital and the customer can use only one
channel during the transaction process.
This is because ,multichannel banking has
developed over years and channels built as
independent silos, so the services across
the channels may not be the same and may

efHa TpeTa OT K/IMeHTUTe OT nokoneHune Y
(31%) 3asBgaBaT, 4e M3non3BaT MOBUNHOTO
npunoxexHve Ha 6aHkaTa Cu 3a PYTUHHM
TpaH3aKumun, B CpaBHeHWe caMo CcbC 17% oT
nokoneHne Xm 6 % oT NoKoNeHneTo berbu
6ym (Pilcher, 2017). Cnopepa nscnensaHe Ha
Deloitte, cpenl17 100 6aHkoBW KneHM B 17
AObpxaBu, 73% OoT aHKeTMpaHuTe U3noJi3ear
OHNalH 6aHKkupaHe NoHe BeAHBX MeCEeYHo,
B CpaBHeHWe ¢ 59%, KOWTO w3nonseaTt
npuaoxexHms 3a MobunHoO 6aHkKuMpaHe
(Srinivas, Wadhwani, 2018).

OT pgpyra cTpaHa, TpaAMUMOHHUTE KaHau
kaTto 6aHKoBMTE KJIOHOBE HamnpuMep npo-
Ab/mkasaT ga 6baaT akTMBHO M3M0J13BaHU OT
KJIMEHTUTE Ha (UHAHCOBUTE MHCTUTYLMMW.
Cnopen npoyuBaHe Ha PWC (Schiff, et. al,
2018) 65% oT kKNMeHTUTE 3asaBsBaT, ye 3a
TAX € BaXHO PMHaHcoBaTa UM UHCTUTYLMS
Aa wuma 6aHKOB K/JIOH B HeNOCpeAcTBeHa
611M30CT, @ ¥4 OT aHKeTUpaHUTe He buxa
OTKpWAW pasnnawartesHa cMeTka B 6aHka,
KOATO HSAMa nMoHe eanH 6aHKOB KJIOH.
MNoBeue oT nonoBuHaTa KJINEHTU
noTBbpXAasaT, 4e nocewasaT H6aHKoBUS
dwunman npeau ga M3non3saT KOWTO U ga e
apyr ANCTPpNOYUMOHEH  KaHan npm
KaHauaaTCTBaHe 3a (uHaHcupaHe n npu
OTKpMBaHe Ha cMeTKa. B wu3cneaBaHe Ha
Cornerstone Advisors (Shevlin, 2018) 40%
OT aHKeTUpaHWUTe nocoysaT, Ye yaobHara
nokaums Ha 6aHkoBuTe dmnmannm e Hamn-
BaXXHMAT akTop, Nnpeponpegensuy, nsbopa
MM Ha GUHAHCOBA MHCTUTYLLMS 32 OTKpUBaHe
Ha HOBa pasrnJawiatesHa cMeTKa.

N3noxxeHune

LLInpOKOTO M3NOM3BaHE Ha AUTUTASIHUTE U
Ha TpaAuUMOHHWUTE KaHann 3a 6aHKoBO
obcnyxBaHe npeponpenens MNpeocMUCa-
HETO Ha HayMHUTE 3a OCbLUECTBSBaHE Ha
KOHTaKT C KJIMEHTUTE W TMJAaCcMeHT Ha
dunHaHcoBUTE ycCcnyru. 3a Ja ocCurypsr
e(PeKTUBHO N UHTEPAKTUBHO aHraXupaHe Ha
KnmeHTuTe, 6aHkuTe crnegea ga npepoc-
TaBAT ajanTUpaHO CrpPsMO KIMEHTCKUTE
HY>XOM CbAbpXaHWe W aa npeunsunpar
MapKeTUHIoBUTE CU AEWHOCTU BbB BCUYKK
ANCTPNBYLMOHHM KaHanun. OT HayanoTo Ha
HOBUS BeK B HaHKMpaHeToO HaMepu CBOETO
pasBMTUE T.Hap. MHOrOKaHaneH noaxoa.
basunpalikm ce Ha Hero, 6aHKOBUTE NUHCTU-
Tyumn npepgnarat [OCTbM A0  BCUYKK
ANCTPUOYLMOHHN KaHann — TpaanLMOHHA U
ONTUTanNHU, KaTo KAMEHTBLT M3Mos3Ba camMo
€[MH KaHan no BpeMe Ha eAuH TpaH3ak-
LMOHEeH npouec. ToBa e Taka, Tblh KaTo
»KaHannTe B MHOroKaHanHoTo 6aHKMpaHe ca
NM3rpageHun Kato He3aBMCUMM CUJI03M, Taka
ye 06CNyXBaHETO B pas3NMYHUTE KaHau
MOXe [la He € MAEHTMYHO U MOXe Aa He ce
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not be provided in a consistent way”
(Selbie, 2015). Therefore, adopting the
multichannel banking practice, credit in-
stitutions can’t provide unified service a-
cross different distribution channels. Other
challenges, which banks face include:

- Heavy investments in unconvincing
multichannel strategies and techno-
logies that result in a poor return on
investment (ROI);

- Problems in bringing together and
standardising data about customers or

resulting from interactions with them;

- Problems unifying different systems
which may have very different data
models;

- Difficulties in reducing or abolishing
organizational boundaries  (Stone,
Hobbs, & Khaleeli, 2002).

Over the last decade new ideas for im-
proving bank distribution and interaction
between institutions and their customers
appeared in banking. One of the ways to
optimize customer communication and
product and service distribution is to
implement omnichannel banking. It is an
innovative solution that implies integration
of services across all distribution channels
through specialized software omnichannel
platform. Once bank clients have started to
perform a transaction or have raised an
issue, they don’t haveto repeat or re-enter
the same data again even if they switch a
communication channel in the process
(Didur, 2018).

Thus, the customer has the opportunity to
make a smooth transition between
different channels without losing the in-
formation provided in the previous contacts
with the banking organization. A customer
can initiate communication with the bank
through its mobile application and end the
service by visiting a convenient branch.
Therefore, ,omni-channel customer service
integrates all of these channels into one
unified banking experience that lets
customers switch channels at any time and
still receive high quality service“(Arm-
strong, 2017).

npegocrtaBs nNo nocfegoBaTesieH HauH”

(Selbie, 2015). CnepgoBaTtenHo npuiaranku

npakTukaTa Ha MHOrokaHasnHo 6aHKupaHe,

KpeaUTHUTE MWHCTUTYTM He Morat Ja

ocurypat  yHudbuumpaHo obcnyxeaHe B

OTAENHUTE nNJIACMEHTHU KaHanu. [Opymm

npeavMsBukKaTesictea, MNpen KoOUTo ca

n3npaBeHU baHKUTE BK/IKOYBAT:

- CepuO3HUTE MHBECTUUMM B MHOroKa-
HaJIHNTE CTPaTErmm n TEXHOJIO NN, KOUTO
HaMansiBaT Bb3BpallaeMOCTTa Ha MHBEC-
TMunnTE;

- MNpobnemnTe Npm obeanHABaAHETO U CTaH-
OApPTU3NPAHETO Ha AaHHWUTE 3a B3auMO-
AeNCTBUATA Ha KIMEHTUTE;

- TMpob6nemn npn obeamHaBaHETO Ha pas-
JIMYHNTE CUCTEMU, KOUTO MOraT Aa mmar
MHOrO pas3/iMyHn Mozenu 3a obpaboTka
Ha AaHHW;

- TpyBHOCTUTE NpW HaMansiBaHeTO WK
NnpeMaxBaHETO Ha OpraHU3aLMoHHUTE
rpaHnumn (Stone, M. & Hobbs, M &
Khaleeli, M., 2002).

MNpe3nocneaHoTo AeceTuneTme B baHKkoBaTa
chepa ce nosBsiBAaT HOBM MAEWN 3@ YCbBBLP-
WeHCTBaHeTO Ha 6aHKOBMSA MNJACMEHT U
B3aMMOAENCTBMETO Ha WHCTUTyUuuUTe C
TeXHUTe KAMeHTU. EagnH oT HaumHuTe 3a
ONTMMMU3NpPaHe Ha KOMyHUKaumsTa C KIMeH-
TMTE W AMCTpUBYUMSTA Ha NPOAYKTM MU
yC/yru e BHeApsSIBaHETO Ha OMHMKaHasHOTO
6aHknpaHe. To npeacTaBnsBa MHOBATMBHO
pelweHWe, kKoeTo npeanonara ob6eanHsBaHe
Ha o6cny)XBaHeTo Ype3 BCMYKN NIACMEHTHU
KaHanu 6narogapeHue Ha cneumanMsnpaHa
codTyepHa oMHMKaHanHa nnatdopma. Crnea
KaTo KAMeHTUTe Ha baHkaTa 3anou4HaT Aa
M3BbPLLBAT TPaHCAKLUMA UM ca CcbobLwmm
3a Bb3HMKHan npobnem, Te He Tpabea da
NOBTapsT WX Aa BbBeXAAT OTHOBO €4HU U
CblWM [aHHW, [OpU M Aa npeBKoyar
KOMYHWKALUMOHHNSA KaHan B paMKUTeE Ha
To3un npouec (Didur, 2018).

Taka, KIMEHTbT MMa Bb3MOXHOCT J[a
OCblUECTBABA NNaBeH Npexoa Mexay otaen-
HUTe KaHann 6e3 ga rybu nHdopmMaunsra,
npeagocTaBeHa Npu NpeaxoaHUTe KOHTaKTU C
6aHkoBaTta opraHmsaumsa. Tol Moxe Jda
3ano4YyHe KOMyHuKauums ¢ 6aHkaTa u4pes
HEMHOTO MOOMMIHO NpuUIoXeHne W ada
NPUKIOYN 06CNyXBaHETO C MocelleHne B
yoobeH 3a Hero dunman. CneposaTesHo,
OMHMKaHanNHOTO ob6cnyxBaHe WHTerpupa
BCUYKM MJIACMEHTHW KaHaiM B eAMHHO
6aHKOBO MNpexuBsiBaHEe, KOETO MO3BOJISBa
Ha KIMEeHTUTE Aa NpeBKIKYBAT KaHaanTe rno
BCSAKO BpeMe M pga nojydaT BUCOKOKa-
yecTtBeHO ob6cnyxBaHe (Armstrong, 2017).
To npepocTtaBa nocnefoBaTeneH OMNUT B
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Omni-channel banking provides a
consistent experience across channels to
provide customers with seamless access to
financial products and services — where and
when they are needed (Ericsson, et al.,
2012). Gorkoff (Gorkoff, 2015) defines it as
a consistent service delivery mechanism
that involves leveraging all available
applications and channels, 24/7, to
optimize customer engagement and
maximize profitability.

The omnichannel distribution requires
banks to build technological infrastruc-
ture, which enables the integration of in-
formation from different channels. This is
possible through the technology platform,
which provides real-time synchronization
of the information flow of consumer inter-
actions, too. Contrary to multichannel
banking, where channels operate sepa-
rately, the innovative way of distribution
allows for unified service. Different
channels use the same database and share
a common functional logic for the same
banking function (Kumar, 2018).

The omnichannel vision changes the focus
of attention - from bank-centric view to
customer orientation. An innovative
approach requires a detailed study of the
customer attitudes and behaviour and the
provision of a tailor-made customer
experience. When designing customer
experience, banks must discard the bank-
centric view in favour for a client-centric
view (Tang, D., Ofori-Boateng, Kw, 2014).
Customer orientation requires provision of
innovative service through all distribution
channels, synchronized with the individual
customer profile. Omnichannel
personalization is defined as ,the act of
tailoring an experience or communication
in one channel based on information a
company has learned about an individual
from multiple channels™(Sweet, 2019).
Therefore, credit institutions should have
tools to analyze customer interactions at
different touch points.

Based on the Big Data technology, omni-
channel banking requires banking organi-
zations to actively manage information
from customer service. It is a key factorin
shaping a superior omnichannel experi-
ence. At the heart of customer-centric fi-
nancial services stand omnichannel digital

pasfiMyHMTEe KaHanu, 3a Aa nNpefocTaBy Ha
KIMeHTUTEe 6e3npobnemMeH pJocTbn A0
dUHAHCOBU NPOAYKTU U YCNYIrU, KbAETO U
korato ca um Heobxoammum (Ericsson, et al.,
2012). Gorkoff (Gorkoff, 2015) onpegens
OMHMKaHanHoTo 6aHKkMpaHe kaTo ,Mnocre-
JoBaTesIeH MeXaHU3bM 3@ NpeAoCTaBsiHE Ha
yCNyrn, KOWTO BKJ/OYBA W3MOJI3BaHe Ha
BCUYKN Ha/IMYHU MPUIOXKEHUS U KaHamu,
24/7,3a oNTUMU3NPAHE Ha aHra)XKNpPaHOCTTa
Ha K/IMEHTUTE U MaKCMMM3MpaHe Ha peHTa-
6bunHoctTa."

MpenocTaBsHETO HAa OMHUKaAHaneH njac-
MEHT M3UCKBa OT BaHKUTE M3rpa)xagaHe Ha
TEXHOIOTMYHA MHDpACTPYKTypa, KOATO Aa
NoO3BOJIN UHTETPUPAHETO Ha MHOpMaLmsTa
OT OTAeNnHWTe KaHanu. ToBa CTaBa
Bb3MOXHO 4pe3 TexHOoNIornyHata nnat-
dopMa, KOATO CbLWO Taka oOCUrypsiea
CUHXPOHM3MPAHETO Ha MOTOKA OT UHMOPp-
Maumsa 3a noTpebuTenckuTe B3aMMoaenCcT-
BUS B peasHO BpeMe. 3a pasnuka oT
MHOrOKaHanHoOTO 6aHKupaHe, Mpu KOeTo
OTAENHUTE KaHanum onepupaT OTAENHO,
MHOBATUBHUSAT HAUMH 3a MNJlAaCMEHT MNO3BO-
naBa yHuduuupaHe Ha o6cCnyxBaHeTo.
Pa3nnyHnTE KaHanM U3noa3BaT elHa M Cblla
6aza OaHHN 7 cnoaenar obua
¢dyHKUMOHANHa fIorMKa 3a efHa M Cblia
6aHkoBa pyHkumsa (Kumar, 2018).

OMHMKaHanHaTa Bu3nMsa 3a o6cyxBaHe
npomMeHs poKycaHaBHMMaHNe — 0T 6aHKOBO
LeHTPUpPaAHE KbM K/IMEHTCKa OpueHTaums.
NHOBaTMBHMAT NOAXOA M3UCKBa AeTalsHO
M3yyaBaHe Ha KJ/IMEHTCKUTE Harnacm w
noBeAeHWe U NpeaocTaBsHe Ha ,, CKPOEHO Mo
MspKa" KIIMEHTCKO U3xuBsiBaHe. [Mpwn npoek-
TUPaAHETO Ha KJ/MEHTCKOTO M3XMBSBaHe,
6aHkuTe TpsibBa Aa OCTaBAT Ha 3a4eH njaH
6aHKOBO LEHTpUpaHuMsa U Aa Bb3npueMar
KJIMEHTCKO LleHTpupaH Bb3rnes (Tang, D.,
Ofori-Boateng, Kw., 2014). KnueHTCKaTta
opueHTauus npeanosiara npeaocraBsHe Ha
MOAEPHUCTUYHO 06Cy)XBaHe 4pe3 BCUYKK
ANCTpNOYLMOHHM KaHann, CUHXPOHW3NpaHo
C uHanBunagyanHua I'IpOCbVIJ'I Ha KJ/IMEHTa.
+~OMHMKaHanHaTa nepcoHanmsauua ce
nedunHnpa Kato AEMHOCT Mo aganTupaHe
CMpPSMO HYXAMTE Ha KIMEHTa Ha WU3XUBSA-
BaHETO W/ KOMYHMKALMATA B eAMH KaHas
Bb3 OCHOBa Ha MHMOpMaums, KOATO KoMNa-
HMATaA € nojy4yuMna 3a [ageHo avue oT
MHO>XeCTBO KaHann"(Sweet, 2019). 3aToBa
KpeanTHUTE MHCTUTYTU cneaBa da nputexa-
BaT WHCTPyMEHTapuMyM 3@ aHalM3 Ha
B3aMMOJENCTBMSATa Ha  KIMEeHTUTe B
pas/IMYHNTE KOHTAKTHU TOYKMU.

BasvpaHo BbpXy TEeXHOI0TMsATa Ha ronemiTe
AaHHu (Big Data), oMHMKaHanHOTO 6aHKn-
paHe u3nckBa OT HaHKOBWUTE OpraHu3aumm
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platforms - central hubs from which, and to
which data flows. Platforms provide a
holistic view of the customer and allow the
centralized orchestration of customer
interactions across multiple touch points,
following the principle of ‘create once -
distribute anywhere’ (Meshkova, 2019).

With the help of the technology platform,
the data received on customer preferences,
used products and services, and actively
used distribution channels is merged and
integrated into the credit institutions
databases.

Advanced analysis technologies are used
for the subsequent processing of the in-
formation. In order to provide a complete
omnichannel experience to their custom-
ers, banks are introducing tools to im-
prove analytics that complement and de-
velop classic analysis approaches. Tradi-
tional techniques of descriptive and diag-
nostic analyzes, are based on historical
information stored in company data-bases.

They describe and look for the causes of
an event or process within a banking
organization using Data Aggregation and
Data Mining. Common examples of
descriptive analytics are management
reports providing information regarding
sales, customers, operations, finance and
to find correlations between the various
variables (Rijmenam, 2013). On the other
hand, diagnostic analyzes take a deeper
look at the researched phenomenon or
object. The functions of diagnostic
analytics fall broadly into three categories:
identify anomalies, drill into the analytics
(discovery) and determine causal
relationships (Vesset, 2018).

Today, in addition to traditional analysis
techniques, financial institutions are also
focusing on using the innovative tools of
predictive and prescriptive analysis. Con-
trary to descriptive and diagnostic ana-
lyzes, they focus on the possibility of re-
alization of an event or action in the future
and the measures that credit institutions
should take. Predictive analytics determine
the likelihood of a particular event to occur,
both in the short and long term. Different
statistical modeling techniques and
machine learning capabilities are used for
this purpose.?

Aa ynpasnsBaT aKTMBHO MHMOpMaumaTa 3a
KJIMEHTCKOTO ob6cnyxBaHe. Ta e K/IO40B
dakTop 3a POpPMMPAHETO Ha MbJIHOLEHHO
OMHWKaHa/lHO U3XxuBsaBaHe. , B ocHoBaTa Ha
K/IMEHTCKO OpWEeHTMpaHuTe QUHaAHCOBK
YCNYrn CTOAT OMHWKAHalHUTE AUrUTalHU
nnatopmMm — LEeHTpanHM Xxbb0oBe, OT KOUTO
N KbM KOMTO MPOTMYaT AaHHU. Nnatdopmmre
ocurypsieaT USNOCTEH nornes Bbpxy
KMeHTa M NO03BONISBAT LeHTpanu3MpaHara
,OpKecTpauma" Ha B3aumMoOAeNCTBUSATA C
KIMEHTUTE B MHOXECTBO AOMMUPHM TOUKM,
cnepBarikym NpUHUMNA Cb3dall BeAHbX -

pasnpocTpaHun HaBcskbae." (Meshkova,
2019) C nomMowTa TeXHONOru4yHara
nnatdopmMa  NOCTbNUAUTE  AaHHW  3a

NpeanoYNTaHUSTA HA KIIMEHTUTE, U3MON3-
BaHMUTE MPOAYKTU W YC/IYrn, KaKTo MU
aKTMBHO W3MN0JI3BaHUTE ANCTPUGYLIMOHHM
KaHanu ce o6eauHsABAT U WHTerpuparT B
6a3nTe AaHHU Ha KpeaUTHUTE UHCTUTYTU.

HanpepgHanuTe TeXHONOMMKM 3@ aHanus ce
M3non3BaT 3a nocreasawo ob6paboTBaHe Ha
MHdopmMaumnsTa. 3a ga NpeaoCcTaBsaT MbJIHO-
LEHHO OMHUKaHaNHO U3)XNBSBAHE Ha CBOUTE
KIMeHTHn, 6aHKnTe BHeapsBaT UHCTPYMEH-
TapuyM 3a npeumsmpaHe Ha aHanmsuTe,
KOMTO Aa AOMbJjBa M Haarpaxaa Kiacuyec-
KMUTE€ MoAxoAu 3a aHanui. TpaaMumOHHUTE
TEXHWUKM 338 AECKPUMTUBHU U ANArHOCTUYHU
aHanusu, ce 6a3npart BbpXy UCTopuyeckara
nHbopMaums, cbxpaHeHa B 6asnTte AaHHMU
Ha KoMnaHuuTe. Te onucBaT U TbpCAT
NPpUYNHUTE 3a JaAEHO ABleHWe Uam npouec
B paMkuTe Ha 6aHKoBaTa opraHm3aums C
nomouwta Ha o6o6wasBaHe Ha gaHHUTe (Data
Aggregation) n UHCTPyMEHTM 3@ N3BANYaHE
Ha 3HaHMS OT CbxpaHeHaTa MHMOopMauus
(Data Mining). ,Hal-yecTto cpellaHuTe
npMMepwn 3a [EeCKPUNTUMBHM aHanu3n ca
ynpasfieHCKUTE AOKNaauM, KOWTO npenoc-
TaBAT WH@OpMaUMsa OTHOCHO nMpoaaxbure,
KIMeHTUTEe, onepauuuTte, QUHaHCUTE w
HaMuMpaHeTO Ha Kopernauus Mexay pas-
nmyHuTe npomeHnmsu” (Rijmenam, 2013).
OT gpyra cTpaHa, AMarHoCTUYHUTE aHamsu
ocblecTBaBaT No-3agbnboyeH norneq
BbpPXYy WM3CNeABaHOTO sBNeHUe nam obexT.
TexHuTte GYHKUMM Cce pasgensat B Tpwu
KaTteropuu: MAeHTUdnumpaHe Ha
aHoManuu, nNoO-AeTaWsiHO aHaaM3npaHe W
onpepensHe Ha MPUYUHHO-CNEACTBEHUTE
Bpb3KkM" Vesset, 2018).

[Hec, oCBeH TPaAMUMOHHUTE TEXHWUKW 3a
aHanus, (GpMHAHCOBWUTE MHCTUTYLUMU CbCpe-
[OTOYaBaT BHMMAHMETO CUM U BbPXY U3-
Nnon3BaHe Ha WHOBATUBHUSA WUHCTPYMEHTa-
PUYM Ha MPOTrHO3HUTE U MPECKPUNTUBHUTE

! According to Zion Market Research the global predictive analytics market was valued at approximately $3.49
billion in 2016 and is expected to reach approximately $10.95 billion by 2022 (Zion Market Research, 2018).
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Prescriptive analysis is a method that is
used to generate measures and re-
commendations and assist decision making
by bank specialists. Prescriptive Analytics
applies computational sciences, typically
through math programming models, to
optimize a set of decisions for directing a
given business situation (Gurobi Optimi-
zation, n.d.). In addition to helping banks
prepare for coming economic and cus-
tomer trends, prescriptive analytics can
provide management teams with insights
that could help them actually alter the
expected outcomes through changes in
strategy, programs, policies, and practices
(Sifter, 2017).

Applying of analytical tools enables bank-
ing professionals to build a 360-degree
holistic vision of customer behavior, needs
and preferences. Thus, financial or-
ganizations can offer to their clients
tailored products and services. Omni-
channel service personalization with each
interaction across the various distribution
channels enhances the customer
experience and increases the customer

attachment to the banking institution.

The option of a smooth transition between
channels in omnichannel distribution turns
banking into a modern symbiosis between
traditional and digital experiences. Today,
banks are starting to realize that a true
omnichannel approach to banking means
more than just providing multiple ways for
customers to transact. It is about a
thoughtfully designed, seamless and
consistent interaction between customers
and their financial institutions across
multiple channels, with each channel
complementing the others (Labuschagne,
2019). As a result, the financial institution
can provide a consistent, effective and
seamless customer experience. It depends
on the outcome of the bank transaction and
the emotions generated by the single use
of a certain type of service in the touch
points. On the other hand, personalization
of service and flexible distribution of
products and services are significant
factors forincreasing customer satisfaction
and loyalty.

Omnichannel is a prerequisite for building
an innovative bank of the future. The ex-
perts from Backbase company conclude

aHanusu. NpoTUBOMNOIOXHO Ha e CKPUMNTUB-
HUTE W AMArHOCTUYHUTE aHanuM3n, Te ce
doKkycmnpaTt BbpXy Bb3MOXXHOCTTa 3a peanu-
3npaHe Ha JajeHo CbbuTue nnun gencreme B
6baelwe N MepkuTe, KOUTO cneaga fda ce
npeanpueMaTt OT CTpaHa Ha KpeauTHuTe
WHCTUTYTW. NIPOrHO3HMUTE aHanu3u onpege-
NAT BEpOATHOCTTA 3a Bb3HUKBaHe Ha onpe-
JeneHo cbbuTne, KakTo B KPATKOCPOUEH,
Taka M B Ab/IFOCPOYeH BpeMeBU nepuog. 3a
uesTa ce M3nosseaT pasIMyHN TEXHUKM 3a
CTaTUCTMYECKO MOAeSMpaHe, KakTo WU
Bb3MOXXHOCTUTE Ha MalMHHOTO 06y4yeHue.?

MpecKpUNTUBHUTE aHanM3n ca METO A, KOMTO
Ce M3Mnon3Ba 3a FreHepupaHe Ha MEPKU ¢
NpenopbkM KU nognomara B3eMaHeTO Ha
peweHuns oT 6aHKoBUTE cneunanncTu. ,lMpe-
CKPUNTUBHUTE aHaNM3u WM3MONA3BaT U34YUC-
ANTeNHU Hayuu, O06MKHOBEHO MaTeMaTu-
YeCKM Mopgenn Ha nporpamMmpaHe, 3a Aa
onTuMnanpa Habop OT peLLeHns 3a Hanpas-
nsiBaHe Ha AageHa 6usHec cutyaums™ (Gu-
robi Optimization, n.d.). OceBeH 4ye noga-
roTBatT @(UHAHCOBMTE OpraHM3auuMm 3a
NpeacToAWMTE UKOHOMUYECKN U KITMEHTCKU
TeHAeHUUN, ,NpPecKPUNTUBHUTE aHamsm
MoraT Aa NpenocTaBsAT HAa MEeHWUIKbpCKUTe
ekunun nHdopmaums, koato 6u Mmorna aa UM
NMOMOrHE AENCTBUTEIHO A MPOMEHST OYaK-
BaHMUTe pe3yaTaTu 4ype3 NMpoMeHu B CTpa-
Ternsara, NnporpamMmTe, NOJIMTUKNTE U NMpaK-
TnkunTte" (Sifter, 2017).

MpunnaraHeTo Ha aHaAUTU4YEeH WHCTPYMEH-
TapuyM no3sossiBa Ha 6aHKoBUTE creuma-
mcTtu ga mnarpagat 360-rpagycoBa Xonmc-
TMYHA BU3MSA 3a MNOBEAEHMETO, NOTpedb-
HOCTUTE M NpeAnOYNTAHNATA Ha KIMeHTUTE.
Taka, pnHaAHCOBUTE OpraHunsaunm Morart aa
npeanoxXart Ha CBOUTE K/IMEHTU CbobpaseHn
C TexXHUTe HyXAM NpPOAYKTU W YCAyru.
OMHMKaHanHaTta nepcoHanmM3auus Ha 06-
CNy>XBaHeTO Npu BCSKO B3aMMoOAeWCTBME B
pasiMyHmuTEe ANCTPUOYLUOHHN KaHanM no-
nobpsaBaT KIMEHTCKOTO WU3XUBSIBAHE WU
noBuLwaBaT ,NPUKpeNBaHETO" Ha KJIMeHTUTe
KbM 6aHKOBaTa MHCTUTYLMUS.

Bb3MOXHOCTTa@ 3a NjaBeH Npexon Mexay
OTAENHUTE KaHanu Mnpu OMHUKAHASIHOTO
npeanaraHe npeppbllia 6aHKOBOTO 06 CNyX-
BaHe B MOAEPHUCTMYHA CMMBMO3a Mexay
TPAANLUMOHHOTO W AUIUTANHOTO  U3XMU-
BsiBaHe. [JHec 6aHKMTe 3anoyBaT fJa OCb3-
HaBaT, Ye UCTUHCKUAT OMHUKaHAeH noaxon
kbM 6aHKMpaHeTo 03Ha4vaBa NoBeYye OT Mnpe-
AOCTaBsIHE Ha MHOXECTBO HAa4YMHW 3a CKIIH0Y -
BaHe Ha caesnku. Ton npeanosara 6e3npob-
NEMHO M MnocsiefoBaTeNHO B3anMo AeNCTBme

! Crnopen npoyuBaHe Ha Zion Market Research, uHBECTUUMWTE B WHCTPYMEHTM 3@ MPOrHO3HWM aHanuM3un Le
pocturHaT 10,95 mnpa. gonapa. (Zion Market Research, 2018).
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that the traditional approach with separate
service through different channels (mobile,
online banking, affiliates) is not convenient
for customers and employees.

DanbinA~n O2ND K
Banking 2025

Value Drivers

SUPERIOR CUSTOMER VALUE

02.
Modular
Banking

DIGITAL-FIRST PLATFORM

BUSINESS
TRANSFORMATION

Figure 1. The pillars in banking by 2025.
Source: Banking 2025 Four pillars of the
digital-first bank, 2018

An alternative approach to omnichannel
banking is the optichannel distribution of
products and services. It develops the
omnichannel concept and builds on it to
improve customer satisfaction. In the
omnichannel approach, customers choose
their preferred channel of interaction with
the banking organization at each step
during the journey. With an optichannel
engagement strategy, you determine the
optimal channel for each customer at each
touch point, based on:

- Goals for the specific journey;

- Customer information, interaction
history, and contextual data (Astute
Solutions, 2019).

Optichannel concept is becoming popular
after 2015 and implies that the customeris
engaged with the organization through the
distribution channel most appropriate for
his needs and preferences in real-time. In
other words, rather than offering all
channels for a specific solution, big data
will enable an organization to point the
consumer to the channel that will provide
the best, personalized, experience

MeXay KIMEeHTU W TexHuTe ¢UHaHCoBN
WHCTUTYLMN B MHOXECTBO KaHaau, KaTo
BCEKW KaHan gonbjsiBa ocTaHanuTte (Labu-
schagne, Fr., 2019). B pe3ynrat Ha TOBa,
drHaHCcoBaTa MHCTUTYLIUS MOXXE Aa OCUIypU
nocneposareneH, edbekTneeH n ,6e3weseH"
KJIMEHTCKM ONUT. TOM 3aBMCKU OT pe3yaTaTa
oT 6aHkoBaTa caenka U emMoumMuTe, Nopo-
AEeHW OT e ANHUYHOTO U3MNOoN3BaHe Ha JAajeH
BUA ycC/lyra B T.Hap. KOHTaKTHM To4dku. OT
CBOSI CTpaHa, MNepcoHanM3auusata Ha
o6cnyxBaHeTO U MbBKaBUSAT MJACMEHT Ha
NPOAYKTU N yCIyru ca 3Ha4YMMmn pakTopu 3a
noBulIaBaHe Ha KAMEHTCKaTa YyAoBneT-
BOPEHOCT M JIOANHOCT.

OMHMKaHanHOCTTa e nNpeanocTaBKka 3a U3-
rpaxkgaHe Ha MHoBaTMBHa baHka Ha 6bae-
weTo. EkcnepTute oT Backbase cuwuTat, 4de
TPaAMUMOHHUAT moaxoh C OTAeNHO 06-
CNyXXBaHe 4pe3 pasaMyHuTe ancTpuby-
LUMOHHWM KaHann (MO6WHO, OHMAH 6aHKN -
paHe, dunmanm) He e ypobeH HUTO 3a
KJIMEHTUTE, HATO CIIyXUTeNnTe nHe e edek-
TMBEH 3a QWHaHCOBUTE WHCTUTYyumn. OT
KOMMaHusaTa coyaTt OMHUKaHanHOTO 6aHKu-
paHe KaTo eanH oTyeTupuTe cTbsibaHa 6aH-
KupaHeTo npe3 2025 r. 3aegHo C Moay-
M3npaHoTo 6baHKkMpaHe, ,0TBOPEHOTO" 6aH-
KnpaHe n ,yMHOTO" 6aHkupaHe (dbur. 1).

EnemeHTH
Ha CTOMHOCTTa B
baHkunpaHeTo npes 2025 .
'vc'ba‘bpujeﬂmhﬁ'a CTOMHOCT
‘38 KNIMEHTUTE

busHec
TpaHchopMauus

our. 1. CrbnboBe Ha baHkMpaHeTo kbM 2025 T

n3touHuk: Banking 2025 Four pillars of the
digital-first bank, 2018.

AnTepHaTUBEH NOAX04 Ha OMHWKaAHa/HOTO
npeanaraHe B 6aHKOBOTO Aefio € T.Hap.
ONMTUKAHaNHO npepajiaraHe Ha MpPoOAYKTU U
ycnyru. To pasBmMBa KOHLENUMSATA HAa OMHU-
KaHanHoCTTa U s Hagrpaxaa c uenoue no-
NbJHO YAOBMETBOPSIBAaHE Ha KJ/MEHTCKUTE
notpebHoc™. MpM OMHWKaAHaNHWUSA NoAXoA
KNMEeHTUTE n3bunpart npeanouymMTaHms oT TaxX
KaHan 3a B3aumMoaeincTtBume c 6HaHKoBaTa
opraHusaums Ha BCEKM eTarn no BpeMe Ha
KJIMEHTCKOTO NbTyBaHe. C onTuKaHanHara
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(Marous, 2015). Thus, the financial or-
ganization should offer the products and
services appropriate for the customer at
the right time and through the most
convenient distribution channel.

Optichannel banking strives for optimum
utilization of channels and resources as per
the requirements of the customer. The
approach is precise and cost effective as it
matches the requirements with the
appropriate channel and assists in cost
control (Bobs Guide, 2017). Like the omni-
channel banking, this approach for bank
distribution requires the implementation of
specialized software (optichannel platform)
to merge the data flows from the different
credit institution distribution channels.

It should integrate information from all
channels, enable synchronization of the
experience to customer's preferences, and
personalize distribution, providing financial
services tailored to the customer's profie
and opportunities for timely commu-
nication.

A modern service approach also requires
active use of customer behavior data, their
habits and preferred channels of
engagement. The aim is to support a
smooth transition between digital and
physical delivery channels, as well as
between digital and mass media
communication channels for the best
possible experience (Disha Experts, 2017).
The choice of the optimal channel to
interact with the customer for the specific
activity is made through the capabilities of
artificial intelligence and machine learning.
Their functionalities enable making
predictive analyzes of banking customers'
behavior and provide personalized offers
for the use of financial services according
to their needs.

Despite the relatively recent appearance of
the concept, a modern distribution has
already been implemented in some
banking institutions around the world. Nine
months after implementing opti-channel
model banks report the following results:

- More than a 200% increase in multi-
channel digital sales;

- 17% of customers added a second
product to their shopping carts;

cTpaterus 3a aHraxupaHe 6aHkaTa onpe-

Aena onTUMasHUS KaHan 3@ BCEeKW KIMEHT

BbB BCSKA KOHTaKTHa TOYKa, Bb3 OCHOBa Ha:

- Lenute Ha KOHKPETHOTO ,NbTyBaHe";

- WHdopmauumsaTa 3a kAnMeHTa, Uctopusta
Ha B3aMMOAENCTBMSATa U KOHTEKCTyal-
HUTe aaHHu (Astute, 2019).

OnTukaHanHata KoHUenuua cTaBa nony-

napHacnepn 2015r. n npegnonara KNMEHTLT

Aa 6bae aHraxupaH KbM OpraHusauyusra

ype3 Hah-noaAxoAsaWns CNpsIMO Herosurte

HYXXAW W NpeanoyYnTaHus niacMeHTeH

kaHan B peanHo Bpeme. C pgpyrm aymu,

BMECTO Aa ce npejanaraT BCUYKM KaHaM 3a

KOHKPETHO pelleHne, TexHOnorusatTa Ha

ronemuTe aaHHu (Big Data) we no3Boau Ha

opraHusauusta ga Hacoum noTpebutens

KbM KaHana, KOWTO LWe OCUrypu Han-

Ao6bpoTO, NepCcoHanM3npaHo npexuesiBaHe

(Marous, 2015). Taka, 6aHkoBara

opraHusauuss crnegBa  [Aa npeanara

noaxoAswmTe 3a KIMEeHTa MpOoAYyKTU W

ycnyrm B TOYHOTO BpeMe W 4pe3 Hau-

YyOOOHMS 3@ KAMeHTa AMcTpubyumoHeH

KaHan.

OnTunkaHanHoTO 6aHKMpaHe ce CTpeMu KbM

ONTUMANHO W3MOJN3BaHE Ha KaHamTe WU

pecypcuTe CrpsiMo N3MCKBaHUsATa Ha KNIMEH -

Ta. ONTUKaHaNHWAT NOAX0A € MPeunseH n

edeKTUBEH, Tbi KaTo OTroBaps Ha M3UCK-

BaHMATa 3a u3bop Ha noaxoAsuw, KaHan u

noanomara KOHTposa Ha pa3xoauTte (Bobs

Guide, 2017). KakTo 1 npy OMHUKaHaIHOTO

npeanaraHe, M nNpu TO3M BapWaHT Ha

opraHusaumsi Ha nJacMeHTa € Heo6xoaMMo

BHeApsIBAHETO Ha cneunanmanpaH codryep

(onTukaHanHa nnatdopma), KOWUTO Ja

obeamHsBa noTounTe OT AAHHM OT OTAeS-

HUTE ANCTPUOYUMOHHM pelleHus Ha Kpe-

ONTHUS MHCTUTYT. TS cnepga Aa nHTerpupa

MHpOpMaunsaTa OT BCUYKM KaHanu, Ja

No3B0JIIBA CUMHXPOHM3MPaHE Ha KINEHT-

CKOTO U3XUBsIBAHEe CbO6pa3HO Hariacurte Ha

KJMEeHTa W gJa nepcoHanusvpa AucTpu-

byuunsara, ocurypsBankm odepupaHe Ha

cbobpaseHn C npoduna Ha KIMEHTa
dU1HaAHCOBW YCYr 1 Bb3MOXHOCTM 3a CBOE-

BpeMeHHa KOMYHUKaLUS.

MoaepHuaT noaxon 3a ob6cCnyxBaHe CbLIO

M3NCKBA aKTMBHO M3MON3BaHe Ha AaHHWTe

3a MoBeAeHWeTO Ha KIMEeHTUTE, HaBuuute

UM 1M NpeanoyYnTaHuTe KaHann 3a aHraxwu-

paHe. Uenta Ha onTuMkaHanHocTTa e ,Aa

NoAKPENWU MJAaBHOTO MpeMMHaBaHe MeXAay

anruTanHuTe n GuU3nYeCcKnTe NAacMeHTHU

KaHanM, KakKTo W Mexay KaHanuTe 3a

AnrvTanHa M MacoBa KOMyHWKauus, 3a Aa

OCUTYpU BbBb3MOXHO Hal-406po U3XMBSA-

BaHe" (Disha Experts, 2017). N360pbT Ha

onTMManeH KaHan 3a B3auMoAewncTeve

CrpsiMO KOHKpeTHaTa AeMHOCT Ce M3BbpLUBa
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- More than 18% increase in sales
through real time smart lead mana-

gement;

A 20% reduction in call volume to call
centers (Hasan, 2015).

The data prove the benefits of optichannel,
which have a positive impact not only on
the financial position of the institution,
raising revenues, but also on the overall
organization of the business activities. The
significant increase of banking products
sales indicates the approval of the
innovative solution by the customers, who
have the opportunity to use the most
appropriate channel for banking.

Therefore, the optichannel distribution
helps to provide a fulfilling, beneficial and
an appropriate experience, which is the key
to ensuring the continuous smooth and
improved banking journey for customers.
Furthermore, the solution for innovative
distribution is a prerequisite for successful
market differentiation and institutional
brand positioning in customers’ mind.

Optichannel functionality is the key ele-
ment of an innovative bank of the future.
Kony includes an innovative approach to
distribution among the five leading trends
driving digital transformation in banking.
Other trends identified by the organization
are: removing friction from the customer
journey, the “platformification” of banking,
expansion of digital payment and executing
on innovation (Kony, 2016).

Today, in a dynamic financial services en-
vironment, the introduction of flexible
distribution models and the creation of
stable ecosystems between different
companies is essential for creating an agile
bank business processes. A digital, opti-
channel ecosystem model and archi-
tecture has the following advantages:
leading customer experience, simplified
and agile architecture and reduced opera-
tional costs (Donnary, M., et. al., 2018).

The modern, interactive, personalized and
innovative customer experience can be
achieved through optichannel capabilities
combined with adaptive and tailored

C nomowTa Ha Bb3MOXHOCTUTE Ha
N3KYCTBEHMUS MHTENEKT, MalWMHHOTO 06yye-
HMe. OYHKUMOHANHOCTMTE UM MNO3BOSBAT
M3roTBSIHE Ha MPOFHO3HWM aHanM3nM Ha
noeBeAeHNETO0 Ha O6aHKOBUTE KIAMEHTU U
npeaocTaBsiHe Ha NepCcoHannanpaHu ogep-

TW 3@ M3nos3BaHe Ha (PUHAHCOBWU YCyrU

CMpsiMO TEXHUTE NoTpebHOCTW.

Bbnpeku cpaBHUTENHO CKOpOLWHaTa NosiBa

Ha KOoHUenuwusaTa, oNTMKaHaNHOTO Npeana-

raHe Beye e BHeApPEHO B HAKOW OT baH-

KOBMTE MHCTUTYUMM NO cBeTa. [leBeT Meceua

cnel BbBeXAaHe Ha  ONTMKaHAaIHOTO

npeanaraHe, 6aHKMTe OTuYMTaT CrepHuTe
pe3synratu:

- Hag 200% yBenvuyeHWe Ha MHOrO-
KaHanHWTe AMrnTanHu npoaaxonu;

- 17% oT kIMeHTUTE ca gob6asmnm BTOpPU

NPOAYKT B TEXHUTE BUPTYaNHWN KONNYKM 3a

nasapyBsaHe;

- Hap 18% yBennueHne Ha npoaaxbute
ypes UHTeJIMITeHTHO ynpasieHne B peas-
HO BpeMme;

- HamaneHwne Ha 6pos Ha obaxaaHusiTa B
KOHTaKTHUTE ueHTpoBe ¢ 20% (Hasan,
2015).

[JaHHWnTe gokasBaT nos3uMTe OT OnTUKaHan-

HOCTTa, KOUTO BAUAAT TOJIOXUTESTHO He

caMoO BbpXy (PUHAHCOBOTO CbCTOSAHME Ha

WHCTUTYLMATA, KaToO NOBMLIABaT NpuxoamTe,

HO W BBbPXY USAIOCTHaTa opraHusauus Ha

AeHOCTTa. 3HauMTeIHOTO HapacTBaHe Ha

Aena Ha HanpaseHuTe npojdaxbu Ha

6aHKOBM NpoOAyKTM CBuAeTesicTBa 3a

0p06peHMeTo Ha MHOBATUBHOTO peLLeHne OT

CTpaHa Ha K/IMEeHTUTe, KOMTO nosydasar

Bb3MOXXHOCT 3a M3MOJI3BaHe Ha Hal-

nogxoasauwms kaHan Ha 6aHkupaHe. Taka

ONTUKANAHUAT nNJacMeHT crnomara 3a

NnpeaoCTaBsHETO Ha €AHO MbJIHOLEHHO,

NON30TBOPHO U LENeCbobpasHO WUIKUBS-

BaHe, KOeTO € K/IYbT 338 OCUrypsiBaHe Ha

MO-HATaTbWHOTO MNJAaBHO W MoA06peHo

nbTyBaHe Ha 6aHKOBUTe KIMeHTH. OT gpyra

CTpaHa, MWHOBATUBHOTO PpelWeHne 3a

anctpnbyuma e npeanocTaBka 3a ycnewHo

nasapHo andepeHuUMpaHe N NO3MLNOHUPaHe

B Cb3HAHMETO Ha KJAMEHTa Ha WHCTUTY-

LMOHanHus 6paHa.

OnTukaHanHaTa PyHKLUMOHANHOCT € KJ1H04OB

efleMeHT 3a u3rpaxaaHe Ha T.Hap. 6aHka Ha

6bvpeweTo. KoMmnaHusta Kony BK/O4YBa

WHOBATMBHUAT NOAXOA 3@ OpraHm3auns Ha

nJacMeHTa cpej neTTe BOAELM TEHAEHUMN,

obycnaesawmM gurutanHarta TpaHcdopmMaums

B 6aHkupaHeTo. OcTaHanuTe TeHAEHUMN,

MOCOYEHN OT OpraHmM3aumnsaTa, ca: npemax-

BaHeTO Ha dpukuMnTe MO BpeMe Ha

K/IMEHTCKOTO NbTyBaHe, BHeApPSBAHETO Ha

nnatdopmm 3a baHKMpaHe, eKcnaH3nsaTa Ha
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product offerings. To provide this, banks
should develop open banking through
active participation and cooperation with
third-party organizations within financial
ecosystems.

The innovative approaches for bank
distribution suggest active use of Big Data
technology potential. Through the omni-
channel and optichannel platforms, which
integrate customer information, banks
form large sets of customer behaviour
data, preferred channels of interaction,
used products and services. After
systematizing and analyzing this data, fi-
nancial institutions can gain holistic vision
for banking customers.

This is a prerequisite for achieving
personalization of the distribution and
subsequent offering customer-tailored
promotions, and for optichannel banking -
selecting the most appropriate channel for
contact and engagement. Thus, both
approaches actively contribute to improve
customer experience and allow companies
to increase customer value. Innovative
distribution and communication, combined
with interactive functionalities in all
channels, support customer loyalty.

However, managing big data is a challenge
for credit institutions that face serious
difficulties. The lack of strategic vision,
skilled employees, implemented technolo.
gies for management and analysis and
their relatively high cost are among the
main factors for the inability to harness the
potential of datasets. As a result, over 80%
of data in banks remains unstructured and
cannot be a source of management
decision-making.

Banks evaluate the benefits of efficient use
of large data sets. According to a study by
Digital Banking Report Research among the
leading financial institutions in Asia, Africa,
North America, South and Central America,
Europe, the Middle East and Australia, over
43% of credit institutions place the use of
Big Data, artificial intelligence, predictive
analytics and cognitive technologies among
the top three trends in banking for 2020
(Marous, 2020). For nearly half of the
respondents (49%), improving customer

AUrnTanHUTE pasniawaHus U U3BbpLU-
BaHeTO Ha MHoBauuu (Kony, 2016).

[OHec B ycnosusaAta Ha AMHaMM4YHO pasBu-
BalllaTa ce cpepa Ha hUHaHCOBUTE YCIYTK,
BHeApsBaHETO Ha [IbBKaBM MoZenn 3a
ANCTpMbyuUnS U nsrpaxaaHeTo Ha CTabunHu
€KOCUCTEMU MeXAY PpasMYHUTE KOMMNaHum
Ca OT CblWEeCTBEHO 3HayeHue 3a Cb3jha-
BAaHETO Ha rbBKkaBn 6HaHKOBUM 6GU3Hec
npouecu. ANrnTanHmaT, onTUKaHaneH Mo -
Jesl Ha eKocucrtemMa mMma cregHuTe npe-
aMMmcTBa:  nopobpeH  KAMEHTCKUM  OMuT,
OMpoCTeHa W TIbBKaBa apXUTeKTypa W
HaManeHu onepaTtmeHU pasxoam (Donnary,
M., at. al, 2018). MoaepHUCTUYHUST,
WHTEepaKTMBEH, NepCcoHann3npaH n UHoBa-
TUBEH K/IMEHTCKM OMNUT MOXE Aa Ce MOCTUrHe
ypes onTUKaHaJHMUTE Bb3MOXHOCTU, KOMbM-
HWpPaHW CONPOCTEHM M adanTUpaHu NpPoayK-
TOBM odepTu. 3a Aa NOCTMUrHaT ToBa, 6baH-
KUTe cnegea pAa pasBuSaT ,0TBOpPEHOTO"
6aHkMpaHe 4pe3 aKTMBHO y4yacTue MU
CbTPYOHWYECTBO C APYrun opraHusauum B
pamkuTe Ha GUHAHCOBUTE EKOCUCTEMN.
[JBaTta noaxopa 3a opraHusaums Ha 6HaH-
KOBMSA MNJAcMeHT npegnonaraTt u3non3saHe
Ha noTeHUuMana Ha TexHosormsaTa Ha
ronemuTe gaHHu — Big Data. bnarogapeHve
Ha OMHMWKaHanHaTa v onTUKaHanHaTa nnaT-
dopMu, KOUTO UHTErpupat nHbopmMaLusTa
oT obcnyxBaHeTo Ha KIMeHTuTe, HaHkuTe
dopmMmnpart ronemm MacmBemn OT AaHHU 3a KNn-
€HTCKOTO MNoBeAeHWe, U3MNOM3BaHW KaHau
3a B3auMoAelnCcTBUE, N3MNON3BAHU MPOAYKTU
n ycnyrn. Cnep cuctematusmpaHe u
aHanM3MpaHe Ha Te3n JaHHU pUHaHCOoBUTE
opraHusaumu ™Morat JgobumaT  usIoCTHa,
XONIMCTUYHA BM3USA 3a BaHKOBUTE KIIMEHTW.
ToBa e npeanocTaBka 3a MNOCTUraHe Ha
nepcoHanusaums Ha naacMeHTa U nocnen-
BalLlO rMpeanaraHe Ha cbobpaseHu C KIn-
eHTCckusa npodun odeptn, a npm onTu-
KaHanHoTo 6aHkMpaHe u 3a us3bop Ha Hal-
NoAXOAAMA KaHan 3@ KOHTaKT M aHra-
XupaHe. Taka, pABaTa noAxoAa aKTUBHO
cbaencTeat 3a nopgobpsiBaHe Ha KMEHT-
CKOTO U3XKWBSBAHE U NO3BONISBAT HA KOMMa-
HUUTE Aa NOBULIAT KJMEHTCKaTa CTOMHOCT.
NHOoBaTMBHMUTE NAACMEHT U KOMyHMUKauus,
CbYeTaHW C MHTEPaKTUBHU (QYHKUMOHAT
HOCTW 3a 06CcnyXXBaHe B OTAE/THUTE KaHam,
noanomarar KNneHTcKaTa JIoAHOCT.
YnpaBneHneTo HaronemmTe gaHHu obade ce
OKa3Ba NpeaM3BMKATEICTBO 3a KpeauTHUTE
WHCTUTYTU, KOUTO CpeLLaT CEPUO3HM 3aTpya-
HeHMs B TOBa OTHOLWeEHWe. JlnncaTta Ha
cTpatervyecka Bu3us, KBanMduumpaHu
Kaapw, BHeApeHM TEXHOOMMM 3a ynpasrne -
HMEe M aHaiM3 W TAXHaTa OTHOCUTESHO
BMCOKa LileHa Ce oKa3BaT cpej OCHOBHUTE
dhakTopn HEBB3MOXXHOCTTA 3@ W3MON3BaHe
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data analytics capabilities is among the
three strategic priorities for this year.

Conclusions

Modern approaches for bank distribution
imply synchronization of the channel
orchestration through a technological
plat-form which provides real-time data
actualization.

Omnichannel and optichannel banking
have a potential to streamline a
consistent customer experience with the
opportunity of smooth transition between

channels.

They require rethinking of actions at all
touch points and active customer
engagement through tailor-made product
offerings. To provide superior omni- or
optichannel journey banks need to follow
a customer-centric focus and to use
different techniques to explore and
analyze customer preferences and to pre-
dict their behavior and needs.

Implementing these contemporary con-
cepts drives digital transformation within
the organization, accelerates the busi-
ness in an agile way and helps to build an
innovative bank of the future.
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