
Accelerating 
Digital Maturity in 
the FiServ Industry



Financial services institutions no longer hold the power to define 
innovation. It’s now in the hands of customers who know what they 
want from their banks, investment firms and insurance providers. 

Meeting this demand is paramount to building and maintaining market 
share. It all comes down to what financial institutions know about their 
audiences and how best to serve their needs. The industry thus faces a 
major challenge: 

Execute digital transformation initiatives to innovate 
customer services and to drive marketing strategies that 
connect with prospects in the retail, commercial and 
institutional markets.

Solving this challenge is crucial. Traditional financial services firms 
compete not only with each other, but also technology companies like 
Amazon and Google—who can launch financial offerings in no time if 
they want to disrupt the market.

Large tech companies like these have already leveraged digital 
transformation to establish strong trust with their customers. And many 
of those customers (particularly millennials) believe these technology 
companies have the tools to provide the same level of service as banks, 
investment firms and insurance companies. And because technology 
companies have so much data on customers, they understand how 
customers behave and can thus market to them more effectively than 
the typical legacy financial services firm.

The sense of urgency in taking on this challenge took a quantum leap 
in 2020 as the COVID-19 pandemic hit. Bank personnel were forced 
to work from home and customers are now looking for ways to avoid 
touchpoints. That means innovation needs to automate more internal 
processes as well as those that deliver services to customers. Reducing 
physical contact as much as possible is now a high priority.

To help financial services firms find new ways to innovate their internal 
processes and customer services so that more transactions can take 
place virtually, this white paper examines the components of Digital 
Maturity and how to assess the current maturity of your business. 
Completing a Digital Maturity assessment will give you a baseline 
understanding of where your company currently stands, and what it will 
take to get to the point where you can deploy innovative services that 
sync with the demands of your customers.



When taking on the challenge of Digital Maturity to respond to the innovation demands of 
customers, financial services firms need to consider four components:

The 4 Components of 
Digital Maturity
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VISION AND STRATEGY PLANNING — How will you tailor 
marketing communications to create personalized messages 
that appeal to specific target segments and to individuals?

BRAND DIFFERENTIATION — Are you able to establish trust with 
prospects and customers while going up against heritage brands 
and new entrants into the market?

This component involves defining your global experience strategy, including 
regional and cultural considerations. You will also need to create a support and 
resource plan for each key market and then build international personas and 
customer journeys. From there, align your global market expansion plan to your 
account-based marketing and multi-channel strategies. 

This will include defining your global SEO strategy and embedding it throughout 
all phases of your marketing campaigns. Also, plan for data privacy considerations 
according to the regulations that pertain to each of your target markets. And 
lastly, define the key metrics to determine if your strategy is a success.

This requires maintaining one corporate brand identity. It starts with developing 
guidelines for your global brand and style, and then designing campaign concepts 
to support multi-channel assets. 

You will also need to create a global content framework aligned with personas 
and journeys. Follow that by defining your global content processes for key 
markets, including taxonomy and production process. You can then produce 
content for a global audience and use global resources to monitor for jargon 
pertaining to specific market cultures.
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CHANNEL ORGANIZATION AND GOVERNANCE — Have you 
deployed the right systems to gain access to the right data?

DATA AND TECHNOLOGY — Do your processes enable you to 
find prospects, understand customers, and communicate in a 
way that suits their collective needs?

For this component, develop a phased approach for your key markets to provide 

seamless and automatic translation, localization and regionalization. This involves 

ensuring site designs based on the English language that can support additional 

languages while also conforming to sizing, spacing and layout requirements. You 

will also need to develop complementary global marketing campaigns to support 

key market expansions.

To achieve this objective, establish a framework for omnichannel campaign 

reporting across regions and markets. Also identify all of your data sources and 

attributes, and align them with KPIs and other success indicators. By building 

campaign dashboards for holistic reporting and key insights, your marketing team 

can consistently review and analyze multi-channel metrics to drive optimizations 

and marketing ROI.



The next step is to assess your current Digital Maturity so you know how much work you have ahead of you 
in each of the above components. The quest for Digital Maturity will be easier to achieve with buy-in from 
the company leadership team—where executives champion the value of digital transformation as a way to 
drive innovation to meet customer needs.

The table below shows the attributes for each phase of the Digital Maturity spectrum so you can determine 
where your business currently stands:

Assessing Your Digital Maturity 

CUSTOMER  
AWARE

CUSTOMER  
COMMITTED

CUSTOMER  
OBSESSED

VISION & STRATEGY 
PLANNING

• Invest in a customer 
experience brand approach

• Create customer segments

• Align the company culture to a 
common vision of the customer 
experiences

• Create actionable, data-driven 
customer journeys aligned to 
customer segmentation

• Deploy customer experience 
metrics across all solutions

• Implement a customer journey-
driven model

BRAND 
DIFFERENTIATION

• Define a clear brand identity

• Develop products based 
on current trends and 
technologies

• Market solutions instead of 
individual products

• Bring the brand to life for 
segments and products

• Demonstrate how products 
work together as a family for a 
complete solution 

• Align metrics to measure 
the relationship of customer 
experiences to business goals

• Refine customer experiences 
continuously

• Develop solutions based on product 
data and customer insights

CHANNEL 
ORGANIZATION &  
GOVERNANCE

• Create one centralized 
marketing team

• Enable access to tools  across 
the organization

• Align data sources to strategy

• Deploy a data governance model

• Orchestrate full lifecycle customer-
centric planning across the 
enterprise

DATA & 
TECHNOLOGY

• Invest in technology tools to 
drive data centralization

• Leverage the technology stack 
to deliver customer preference-
driven education-to-action

• Leverage available data 
to evolve products and to 
customize communications and 
personalization

As you conduct your assessment, also evaluate your marketing technology ecosystem, including the 
documentation of all the tools you have already deployed and whether they are integrated so data flows 
automatically among all the tools—rather than manual intervention to move data from one system to 
another. 

For your data resources, determine the extent of the data you currently collect on customers and prospects. 
Also note if you have the necessary tools to analyze the data rather than relying on spreadsheets.

Finally, consider the competitive landscape: Which digital capabilities have your competitors deployed? How 
recently have they changed their digital services? Do you have a lot of catch-up work to do? By examining 



For financial services that hold off on digital transformation  

and responding to innovative demands from customers, the  

clock is ticking. The digital world has made it possible for non- 

financial companies to enter the financial services market. They  

have the data and the technology to build solutions that cater to  

customer needs. Companies that have never been in the space are taking market share with 

new product and solution innovations.

Additionally, the COVID-19 pandemic’s arrival in the winter of 2020 has further accelerated 

the need for those in the traditional financial services industry to ensure that addressing 

this challenge is a top priority. As the pandemic and its aftermath progress, consumer needs 

will continue to evolve; enabling digital transformation and focusing on achieving Digital 

Maturity will not only be key steps for financial services firms to maintain and enhance their 

operations today, but also to set them up for success in the future.

Thus, it’s vital to evaluate your organizational readiness—from a process and technology 

perspective—to make your brand contextually-relevant across the spectrum of your services. 

You also need to identify the digital transformation solutions that you need to consider 

deploying in order to connect effectively with your various audiences and provide the 

innovations they want. 

Understanding that every customer journey is unique and evolving, you can forge deeper 

relationships by coordinating meaningful interactions with customers across your ecosystem. 

Wherever you operate in the financial services sector, R2i is here to help you innovate by 

taking an outside-in approach—from the perspective of your customers and prospects. 

We can help you conduct a Digital Maturity assessment and show you how to collect and 

analyze data. We can also help you tailor your messaging on who you are and your value, so 

you can connect with your audiences across each of your different services.

Leveraging innovation, you can protect yourself from new-market entrants and compete 

with legacy financial services firms at the same time. Contact us to take your R2i Digital 

Maturity Assessment to find out where your company stands today.

THE CLOCK IS TICKING 

A PARTNER TO HELP YOU TAKE AN  
OUTSIDE-IN APPROACH

https://www.r2integrated.com/contact
https://www.r2integrated.com/contact

