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Introduction 
 

Digital Transformation or setting up a completely separate Digital Strategic Business Unit within a brick 

and Mortar organization is no longer a pipe dream of CIOs and marketing heads. The changing market and 

business scenarios including a paradigm shift in customer expectations have forced many large global 

corporates to adopt to digital business as one of the key business growth potential for them.  

Digital business & transformation towards digital is a critical work. However, most of the organizations 

struggle to identify what to do and how to do it. At the heart of digital transformation is more of consumer 

behavior and business opportunity and less of technology. The major change is how customer uses the 

various services offered using technology and how the back end processes are changed or customized to 

address that need. Technologies that use Cloud, Social Media, Analytics and Smart Devices are obvious 

choices for embarking a digital business journey. The most important thing for the CIO is to have full clarity 

on ‘Digital humanism’ which implies human desires and preference for aesthetics is playing a central role 

in selecting technology platform.  

With increased penetration of smart phones and tablets and availability of key customer information in 

digital formats have opened up new channels and avenues to do business directly with the end customers. 

Customers today are mostly preferring to do business at ‘Any Place, Any Time, Any Channel & Any 

Device’. This has opened up opportunities as well as risks for both the customers and the organizations.  

In the recent past large global banking entities launched their own version of digital entities and in banking 

& financial services they are often defined as the ‘Direct Banks’ (Zuno Bank was launched by Raiffeisen 

Bank Austria in Slovakia in 2010 to address internet savvy and generation X and Y customer segments. ING 

Direct is another example of end to end digital banking operations).   

Digital business transformation is happening in faster space all across verticals and Banking & Financial 

Services sector is seeing maximum traction. With business convergence increasing by the day, wherein 

non-financial services organizations are expanding into traditional banking and financial services 

businesses, digital business models are seeing focused attention and higher visibility across management 

boards. This is also helping the traditional players to revamp their whole brand presence and bring in 

excitement into their market position. However, like all large scale business transformation, this also 

requires a focused and phased approach to manage the external customer and internal employee 

journeys. The overall analysis of all stakeholders and expectation management is extremely critical in this 

transformation journey.  

Banks are deciding to set up a Strategic Business Unit for digital business which is expected to help them 

creating newer market segments, offer financial products and services through a completely digitized 

environment and help in creating a strong brand recall amongst digitally aware customer segment. This is 

also expected to bring in optimality in resource utilization and thereby provide required top and bottom 

line growth.   

This Point of view document signifies Microsoft’s understanding of the digital business in financial 

services, the framework to define and create the target operating model and service delivery framework 



 
 

for the digital business and the suggested business solution architecture and application footprint.  With 

Microsoft consulting and enterprise strategy services, platforms and partner solutions, we are in a strong 

position to support Indian bank’s proposed journey towards setting up of the Digital Business operations.    

Microsoft Vision 
 

Microsoft’s vision is to ‘Reinvent Productivity to empower every person and every organization on the 

planet to do more and achieve more’. As a platform and productivity company, we bring in latest banking 

technology and platforms to provide business solutions using the power of Mobile and Cloud.  

Banks in India today have embarked upon a new journey. On one hand Indian banks are trying to provide 

more ‘digital experience’ to their customers and on the other trying to manage the balance sheet using 

advanced analytics for assessing credit risks and defaults. We are working with all major banks in India 

with solutions enabling them to provide best in class Customer Experience, Managing Business, IT and 

Cyber Risks and also helping them to increase Productivity to improve upon key financial parameters. 

‘Convergence’ across industries is the biggest change agent and catalyst for bringing in agility, mass 

outreach and better customer insight into banking. With players form telecom, retail and industrial 

sectors coming into banking in the form of Payment Banks, the whole banking service delivery framework 

is bound to change. This will bring in digitization across back, middle and front office to support the 

changed business model and service delivery framework. Banking customers are keen to get same levels 

of interaction and experience what they receive from their exposure to other service organizations. 

Commoditization of banking products have opened up the whole eco system in such a way where cross 

sector dependencies and inter-operability is going to change the whole banking space. Mobile Wallets 

were the first to bring in this convergence play and more and more similar products will be brought in to 

fill the gaps in offerings. Long ago, ‘Relationship Based Dynamic Pricing’ for banking products and services 

were brought in from telecom players. That will continue to grow and more individual attention will be 

required not only to provide a unified pricing strategy but also a seamless experience across customer 

touch points and channels.  

We at Microsoft are at the forefront of the digital revolution in banking and financial services. Over last 

few decades Microsoft has mastered the art of user level interfaces and interaction capabilities. With 

robust data and information platforms and a focused approach towards integrated view across various 

form factors, we are providing banks globally a completely changed and improved experience to manage 

this transition.  If earlier decades were to digitize banking back end operations, we see the differentiator 

in banking services now coming from this customer level interactions where each bank needs to have their 

own USP and a strong customer loyalty towards using their services throughout various life cycle stages.  

  



 
 

 

Emerging Digital Trends 
People all over the world are living digitally – at work, at home and everywhere in between. The division 

between the digital and physical worlds is also becoming increasingly blurry. Technology fuels this 

duality by smartly using more and more signals as consumers fill their lives with new devices and 

services.  

Microsoft’s “Digital Trends” study focused on technology trends from the point of view of consumers 

and their relationships with technology. By focusing on how digital enables needs and drives 

motivations, we offer a prescriptive view of how to activate against each trend and spark ideas on how 

marketers and technologists can align the right content and experiences to resonate with shifting 

consumer expectations. 

Microsoft’s digital needs model quantifies motivations that drive digital behavior. The model provides a 

map for marketers and technologists as they develop tools, content and experiences for consumers 

across digital devices and platforms. 

The model establishes two dimensions in which digital experiences orient. On one axis, people move 

between exploring their external world versus controlling their internal emotions. However, they also 

move between a focus on themselves as individuals versus a need to connect with others and share 

experiences. 

 

 

 



 
 

These two axes result in four dimensions –  

- Digital as external exploration 

- Digital as internal control 

- Digital as individual performance 

- Digital as shared connection 

These four dimensions result in eight need-states: 

Dimension Dimension Description Need States 

External Exploration 
Digital helps me to explore the 
world around me 

Discovery:  

- Search of new products & 

experiences 

Fun: 

- Looking for pure entertainment 

Internal Control 
Digital helps me manage my 
internal needs 

Balance: 

- Seeking equilibrium 

Order: 

- Manage Uncertainty 

Individual 
Performance 

Digital lets me focus on myself 
as an individual 

Status: 

- Cultivating External Image 

Achievement: 

- Aiming for personal best 

Shared Connection 
Digital enables me to have 
shared experiences 

Togetherness: 

- Feeling part of bigger whole 

Intimacy: 

- Deepening relationships 

 

These need states do not exist in isolation and these need states influence the customer behavior along 

the customer journey. Past one year say tremendous investments by banks in the space of mobility and 

payments. Banks also need to look beyond mobility and payments and understand the customer 

experience journey and map their digital strategy to the customer experience journey. 

  



 
 

 

Below is a sample customer journey for a customer looking for banking products –  

 

 

Dimension Need States Expectations in the customer 
journey in banking scenario 

External 
Exploration 

Discovery:  

- Search of new products & 

experiences 

Customers expect to be able to 
discover banking products 
whenever and on which ever the 
channel they prefer.  

Fun: 

- Looking for pure 

entertainment 

Customers are not looking for 
colorful and static “web brochures” 
of the products. They are looking for 
fun way (e.g. gaming) through which 
they can learn more about the 
products 

Internal Control 

Balance: 

- Seeking equilibrium 

Customers are looking for 
interactive smart digital planners 
and simulators through which they 
can balance their financial income 
and needs 

Order: 

- Manage Uncertainty 

Customers do not like being chased 
with mails and calls about products 
but they are expecting the banks to 
provide expert advice to be able to 
deal with uncertainty better. And 
the customers expect this advice 
through digital channels 

Individual 
Performance 

Status: 

- Cultivating External Image 

Customers are seeking to establish 
their relationship with the banks 
that reflect their external image. 
The banks’ image is reflected 
through the digital  



 
 

Achievement: 

- Aiming for personal best 

Customers are also expecting the 
banks to make the financial 
products available immediately 
rather than making them go 
through lengthy paper based 
processes 

Shared Connection 

Togetherness: 

- Feeling part of bigger whole 

Customers are expecting the banks 
to engage with them through social 
channels. Whether it is servicing 
through social channel or engaging 
with them with offers through social 
channel 

Intimacy: 

- Deepening relationships 

Customers expect the banks to 
provide face-to-face interactions 
with the trusted advisors.  

 

These needs states are driving the digital trends that offer both challenge and opportunity to the 

businesses. Microsoft is empowering businesses with the technologies that enable them to leverage the 

opportunity provided by the top digital trends. 

Top Digital Trends 

(1) Value Me (Quid pro Quo) 

Customers expect being valued. Offering an advertising message that the customer doesn’t like 

is SPAM and offering an advertising message that the customer can use is a service.  

Consumers are increasingly aware that their digital information has inherent value. The more 

consumers understand the utility of the value exchange and can see how they benefit (instead 

of only brands benefiting), the more open they are to sharing data. Brands have yet to prove the 

full value of data usage. About half of consumers see how data can benefit brands, but say they 

don’t know how they can trade and get value in return. Until brands can connect the dots for 

consumers, consumers will continue to question why they should be sharing information. 

 

There are opportunities for marketers to use personal, social and big data to enrich lives 

through enhanced suggestion and recommendation. The value comes from being not only about 

customer, but about customer’s community or those that share similar interests and behavior. 



 
 

There is an opportunity to focus not only on past behavior patterns, but to help shape 

spontaneous, inspiring experiences, both online and offline. 

 

(2) IntelligentlyON 

Consumers want digital experiences to allow them to be more productive, do more of the things 

they want to do, and make better decisions. And IntelligentlyON is where this consumer desire 

meets the marketer need to use data and technology in the right place, the right time, and on 

the right screen. 

Customers expect continuity in their interactions with the banks. This is where banks should 

build intelligence omni channel banking. Customer should be able to initiate a transaction or an 

interaction through one channel / one screen and complete it on another channel / another 

screen. 

 

 

While Value Me is about the conscious exchange with brands, IntelligentlyON is rooted in 

consumer expectations of automated services that helps facilitate the right experiences at the 

right time. Consumers expect brands to be mindful and use technology to surface up the right 

interactions. While brands may be tempted to adopt an “Always On” strategy, from the 

consumer point of view, it’s much more important to choose moments that matter. 

 

(3) Real: Redefined 

Now, consumers are shifting to embrace what we once referred to as “IRL” (in real life) 

experiences in purely digital environments; many of these purely online experiences have 

become just as real as anything one might touch and feel. Consequently, digital experiences are 

becoming just as important as offline experiences. 



 
 

 

When the customers have to track their physical experiences (e.g. movies, cars, restaurants etc) 

and have to track how their bank (or even which of their banks) is fulfilling their need through 

offers, it creates a friction. Banks can reduce this friction by making available an intelligent 

personal digital assistant that recommends the right banking choices and actions by knowing the 

customer’s needs. Banks should also consider integrating virtual reality in their interactions with 

the customers so that customers can experience the products or services through virtual reality 

and immediately sign up for financing with the banks. 

 

(4) Right to my Identity 

Today, we are starting to see a shift away from a privacy focus as consumers are growing 

increasingly aware that they cannot hide their footprint. With this shift comes a growing desire 

to control their digital narratives. Interest in more automated tools to manage digital identities 

has grown. This new trend is a threat to the digital advertising industry. The less information 

that consumers make available online, the more challenging it is to target them with relevant, 

contextual advertising experiences. However, it is also an opportunity. Through their digital 

footprint customers are leaving digital signals that the banks can connect to build social profile 

of their customers. Though this involves giving comfort to customers that their privacy is not 

being invaded, banks can leverage big data technologies to build a consolidated view of social 

profile presented by the customers through publicly available information. 

 

 



 
 

Banks could also leverage the social profile of customers to provide personalized and exclusive 

experiences through advanced digital branches. 

 

(5) The new age of discovery 

Consumers expect brands to drive discovery. They are looking for recommendations, not just 

based on things they like or activities they’ve done, they are also seeking experiences that give 

them the option to move outside their comfort zone. 

 

If brands can feed curiosity, ignite passions and get consumers thinking in a new way, they can 

forge more inspiring relationships with their customers. Invite consumers to keep coming back 

by seeding interesting content, ideas and products that consumers may not have thought of 

before. For this the banks needs to forge newer alliances outside banking domain and offer 

surprising and delighting experiences to the customers.  

 

Technology as Digital Banking Enabler 
 

Technology is driving the change in digital banking enablement. We at Microsoft, see the digital banking 

technology to drive through the following levers and bring in end to end digital enablement. 

1. Connected & Customized Products & Services enabled through Internet of 

Things 

2. Differentiated Customer Experiences using Digital Channels through CRM & 

Omni Channel delivery platform 

3. Automated Business Processes -Connecting People & systems enabled through 

workflow systems and robotic process automation 

4. Data driven Business Decisions through analytics and machine learning 

capabilities 

 

Each of these provide the customer and the bank to collaborate and seamlessly engage with each other. 



 
 

Microsoft Solution for Digital Financial Services 
 

The digital business is far more than a rethinking of individual business processes for digital efficiency. It 

is a ground-up reimagining of everything that defines a business, tapping into the possibilities represented 

by digital connections between the people, devices, and systems that make up our world. 

We enable the transformation of Digital Financial Services businesses across three key pillars –  

 

 

Digital Experiences 

Customers typically complete their product evaluation and approach financial services organizations for 

their financing needs. So the financial services organization becomes the fulfilment engine of financing 

needs. In a digitally transformed world the customer expects that their financing needs are met at any 

place, through any channel and at any time. 

If customer is purchasing through an ecommerce portal, customer expects that the financing happens 

instantly at the checkout. If the customer is purchasing through a physical store, customer expects that 

the financing happens instantly through less or no paperwork. 

While the remote channels like mobile and web play key role in digitally fulfilling the customers’ financing 

needs, in direct-to-customer strategy financial services companies should also engage the customers 

through advisory services. These advisory services on financing should be made available through digital 

channels like mobile, web and social and also through digitally enabled physical branches. The customer 

should be able to receive advice from the financial services organization on the selection process of the 

product as per financial status and life stage of the customer. 



 
 

The digital experiences expectations of the customers are not only limited to the pre-purchase and 

purchase stages, the customer satisfaction is hugely impacted by the post-purchase service available from 

the financial services organization. 

 

Digital Workplace 

Technology alone won’t drive digital transformation. It’s the backbone to another critical ingredient: 

employee enablement. To stay agile and competitive in today’s fast paced digital world, businesses need 

to breed innovative thinking and creativity into the culture of the business and make it part of every 

employee’s mandate. Today’s employees want to work from pretty much anywhere, anytime. 

Organizations that take advantage of emerging mobile and social capabilities to meet their changing 

expectations can help the workforce feel connected. Providing familiar, consistent devices and services to 

employees to help them stay productive on the go. Employee productivity and sales force effectiveness 

can be enhanced by delivering personalized information and training that puts the information employees 

need at their fingertips. 

 

Digital Business 

The compelling digital customer experiences and productive digital workplace are required to be 

supported by robust digital business operations. For instance the instant credit for a customer during an 

online purchase has to be supported by a robust credit rating and approval system that can provide 

seamless financing during the customer’s purchase process. The risk in the digital channels has to be 

mitigated by proactive cyber security management. 

  



 
 

Digital 
Transformation Pillar 

Solution Area Microsoft Solutions 

Digital Experiences Online & Mobile Digital 
Customer Experiences 

Omni Channel Customer Experience 
Solution 

 Physical Store Experiences Digital Branch Solutions 

 Customer Relationship 
Management 

Microsoft Dynamics CRM Online 

 Campaign Management Microsoft Dynamics Marketing 

 Social CRM Microsoft Social Engagement 

Digital Workplace Workforce Enablement, 
Collaboration, Productivity 

Office 365, Microsoft Sharepoint, 
Yammer, Power BI, Skype for Business, 
OneDrive for Business 

 Devices Microsoft Enterprise Mobility Suite 

Digital Business Analytics Cortana Analytics Suite 

 Risk, Governance & 
Compliance Management 

Cyber Security – ATA 
 

 IT Operations Microsoft Azure PaaS and IaaS 
 

 

Omni Channel Customer Experience Solution: 

Omni Channel experience provides financial services to customers anytime, anywhere, in the most 

customer-centric and convenient ways possible. Customers should be able to start a transaction on any 

channel and complete it on any other channel. For instance customer should be able to complete product 

research online, apply for loan and get it approved through mobile app and complete the product 

purchase online through the approved loan. This increases customer loyalty and satisfaction, and the 

organization will be seen as an innovative market leader who is sensitive to customer needs.  

Digital Branch Solutions: 

Customers are not only buying online but they still continue to fulfil their purchasing needs in the offline 

world. Here the customers need quick access to financial services. A digital financial services organization 

should make their services available through digital branches. These digital branches could be kiosk based 

self service branches where customers can apply for loan, submit documents and get loan approved 

instantly or the digital branches could be traditional branches empowered with digital tools where the 

branch staff become advisors to the customers in their purchasing process. 

Microsoft Dynamics CRM: 

Microsoft Dynamics CRM provides intuitive prospecting and customer relationship management tools 

that are natural extensions of Microsoft Office system applications. By giving your customer-facing 

advisors and representatives access to the right information at the right time, Microsoft Dynamics CRM 

provides greater client insight, improves customer service, and helps your firm attract and retain 

profitable clients.  

Microsoft Dynamics CRM offers the following benefits to financial services firms. 

 



 
 

Provide a comprehensive view of the client: 

 Gain real-time visibility into customer data from multiple databases. 

 Track all customer-facing interactions across multiple communication channels. 

 Monitor and analyze customer needs to maximize cross-sell/up-sell opportunities and 

quickly adapt for changing customer needs. 

Reduce the administrative burden on financial advisors: 

 Enable financial advisors to work more efficiently across information sources and 

distribution channels. 

 Integrate sales, marketing, and customer service. 

 Easily incorporate changes for regulations and compliance. 

Improve customer service: 

 Renew channels, such as call centres or in-branch advisor systems, with reusable business 

components. 

 Improve consistency of customer service across channels. 

Link disconnected processes and systems: 

 Integrate applications and workflow processes that span distribution networks, service 

providers, policy administrators, claims processing, and re-insurance. 

 Create a seamless link with the customer. 

Microsoft Dynamics Marketing: 

Microsoft Dynamics Marketing CRM is an integrated marketing management CRM solution for marketing 

operation, planning, execution, and analytics across all channels - digital, social, and traditional. Microsoft 

Dynamics Marketing CRM brings together sales and marketing for effective collaboration. Sales can have 

visibility into marketing activities specific to the account or contact and can provide feedback. With our 

CRM solution for Marketing, marketers can generate analytics on campaign performance and initiatives 

to determine return on marketing investment. 

Microsoft Social Engagement: 

In a socially connected world, engagement with customers can happen anywhere, anytime, and it is key 

to growing your business. Microsoft Social Engagement, powerful social CRM software, puts cutting-edge 

tools in the hands of your sales, marketing, and service teams—helping them to gain insight into how 

people feel about your business and to proactively connect on social media with customers, fans, and 

critics. 

Workforce Productivity & Collaboration: 

Office 365 and Windows 10: We have created a unified productivity platform enabling your people to 

connect and collaborate from virtually any device and get things done easily with fewer resources. 



 
 

Skype for Business: Develop deeper connections with customers which can lead to higher profits meet 

new customer expectations, improve transparency, and stay competitive against non-traditional industry 

entrants. 

Yammer: An engaged workforce means good things for business: higher productivity, higher profitability 

and lower turnover. Yammer is a private social network that helps employees connect to the right people, 

share information and manage projects so you can go farther – faster. Yammer increases employee 

engagement so that every team member has a voice – and the tools and information to do more. Improve 

company communication, make learning and onboarding social, and recognize top talent with Yammer. 

Enterprise Mobility Suite: 

Our enterprise mobility suite allows businesses to manage a number of different devices by segmenting 

businesses and personal information, and making decisions about how people use those tools and 

programs and data, whether they’re within your firewall or beyond. If they’re bringing in their own 

devices, it adds another layer of complexity. The enterprise mobility suite platform allows businesses to 

control how people can use their devices as they bring them into our firewalls. 

Microsoft Azure: 

Microsoft Azure is a public cloud platform that companies can use to build, deploy, and manage 

applications quickly across a global network of Microsoft-managed datacenters. Azure provides both 

lower level infrastructure services (also known as infrastructure as a service [IaaS]) as well as higher level 

platform services (platform as a service [PaaS]).   

IaaS provides the basic components needed to build a virtual IT infrastructure: the functions of a 

computer, storage, and network. With a focus on the virtual functions instead of the physical machines, 

IaaS facilitates automation with resilience, scale, and ease of management.   

With PaaS, Azures delivers the service, keeps it running, makes it scalable and resilient, and patches itself 

when broken, all without any downtime to running applications. Moreover, organizations can build 

applications using multiple languages and tools while integrating Azure services into their existing IT 

environment through a number of hybrid connectivity options. 

The following graphic depicts high level overview of workloads that can be deployed on Microsoft Azure   



 
 

 

Cortana Analytics Suite: 

A fully managed big data and advanced analytics suite that enables you to transform your data into 

intelligent action. Cortana Analytics Suite enhances your business applications with machine intelligence 

to evolve from simple descriptive analytics to prescriptive recommendations. 

Predict: Predict what will happen with state-of-the-art machine learning algorithms 

Prescribe: Augment and improve your decision making processes with proactive alerting and 

recommendations on actions to take 

Automate: Simplify and automate decision making when dealing with complex problems that involve 

multiple variables that may change in real time 

 


