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Creating exceptional 
customer experiences. 

 

Despite the almost limitless applications of these 

connected technologies, the key to successfully 

harnessing their potential lies in the optimisation of 

the customer experience. 

As everyday activities and payments are woven 

seamlessly together the customer experience will 

evolve into a larger and more engaging encounter. 

Payment technologies will become the lynchpin of 

a broader customer relationship management 

(CRM) architecture, securely holding and managing 

the personal data that organisations can use to 

drive compelling, highly tailored customer 

experiences.  

CommBank research shows personalisation has 

already become a key differentiator for successful 

retailers. Now other sectors are ready to follow 

suit.  

When payments meet lifestyle 

Social media platforms have evolved from purely 

networking platforms into integrated environments 

where members can live more of their lives online – 

including making purchases and using financial 

services.  

In-app payments for services on China’s WeChat, 

along with Buy Now buttons and pins on 

Facebook, Twitter and Pinterest, highlight the 

opportunity for contextual commerce to create a 

simpler, integrated and seamless purchasing 

experience. And their influence is growing. In a 

survey of 2,000 people across nine Asia/Pacific 

markets, 20% reported making an online 

transaction via a social media platform.1  

These enhanced platforms are powerful examples 

of the way payments can be integrated into a 

richer customer experience. And their power 

should not be underestimated. Facebook already 

has a larger user population than China (1.4 billion 

versus 1.36 billion), while WeChat (700 million) and 

Twitter users (646 million) outnumber US citizens 

(318 million).2  
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Platforms for personalisation 

What is also clear is that platform-based 

integration and secure information sharing will be 

critical to success. By combining technology with 

creativity, organisations can overcome pain points 

and deliver more meaningful interactions, based on 

a deeper understanding of individual customers 

and their needs. 

For example, imagine a health insurer who could 

offer real-time discounts and incentives to 

encourage customers to lead healthier lifestyles, 

based on data from a smartphone app or wearable 

fitness device.  

Similarly, an insurer might offer a discounted gym 

membership to members who had begun to let 

their health regime slip – as long as the dataflow 

from the electronically tagged gym door showed 

they were making the most of it. 

This example highlights an important feature of the 

emerging payments ecosystem: no single device 

or entity will own the customer in their entirety.  

To succeed, it needs to rely on an accessible but 

secure architecture that permits carefully graded 

and monitored data sharing.  

 

 

Industry impacts 2:  
Government services 

Created in 2015, the mission of the Australian Federal Government’s Digital Transformation Office (DTO) is to “lead the 

transformation of government services to deliver a better experience for Australians”. It’s one of a growing number of agencies 

around the world that are using new technologies to make government services simpler, clearer, faster and more cost-

effective. 

While the opportunities are significant, so are the challenges. According to the DTO, one in two Australians seeking 

government information and services online experience a problem. Siloed systems and processes mean customers must 

navigate complex structures and multiple agencies to contact the right team or agencies at the right time. Behind the scenes, 

these complexities lead to duplication and rework, while the need to update and maintain multiple systems with the same 

information impacts data quality and incurs avoidable costs.  

Similar initiatives around the world have achieved measurable gains in both efficiency and customer satisfaction. Accenture 

Consulting reviewed successful digital transformation initiatives in the US and found they shared four key strategic features.3 

1. Customer focus 

An overriding focus on 

creating a consistent and 

connected customer 

experience. 

2. Data sharing 

Using shared data to 

streamline processes, drive 

government efficiency and 

create an integrated view of 

the customer. 

3. Personalisation 

Using personalised services 

to help customers 

complete transactions and 

find relevant resources 

faster and more easily. 

4. Continuous 

improvement 

Regularly collecting 

customer feedback and 

using that information to 

drive further service 

enhancements. 
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Find out more 

For a confidential discussion about the impact of connected technology on your large corporate or institutional 

business, talk to your Relationship Banker today. 
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