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Increasingly, customers have begun to expect products and advice tailored to their needs. Couple this 
with the restrictions on personal interactions resulting from COVID-19, which have pushed customers 
toward digital channels for service and sales, and the result is a sudden acceleration of a 25-year trend 
towards digital interaction. 

This, however, is not a one off. A number of shifts in 
consumer preferences are expected to emerge from 
the crisis. Meeting the challenge of ensuring your 
business adapts to embrace the “new normal” while 
addressing your customers’ emerging behaviours, 
comes down to five simple principles.

1. Personalisation and advice in 
exchange for data

Customers place a premium on their data and 
expect providers to use this to offer individualised 
and relevant user experiences. They require this 
experience consistently across all the channels 
they use. Something which is not economical under 
traditional human-based sales and service models.

As new customer behaviour shifts play out, an 
organisation’s ability to respond to its customer 
quickly and appropriately will become business-
critical. Large global tech companies place data at 
the cornerstone of product- and service-enrichment 
strategies. This allows them to deliver highly 
personalised services to customers at scale using 
technologies, such as artificial intelligence and cloud 
processing to create defensible offerings with high 
switching costs.

The technology to unlock the value of personalisation 
at scale is readily available. However, implementing 
the right technologies and integrating the right 
data to deliver actionable insights into the business 
requires increased partnership between Data, 
Business and IT leaders.

2. Unify customer data for cross-
channel insights

Committing to the continuous process of monitoring 
and responding to customer behaviour changes has 
become a core business requirement, as customers 
are no longer able to visit physical sites to fulfil 
their needs. Business will need to incorporate data 
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Figure 1: The virtuous cycle of data – a conceptual framework proposed by 
Stanford academic and former Baidu chief scientist Andrew Ng and others 

which describes how institutions can set up continuously improving services 
using AI
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into their transformation planning. Becoming good 
at listening to both implicit and explicit customer 
data and adept at quickly pivoting to new customer 
expectations with integrated cross-functional effort.

Most organisations find their customer data trapped 
in silos across systems. Delivering personalised service 
and advice consistently across channels requires the 
delivery of insight-driven use cases, built on unified 
customer data, and a single addressable customer 
identity.

To support engagements from one channel to another, 
the most valuable data must be made available in a 
connected, flexible, unified platform. Depending on 
the volume and speed at which this data is required, 
this could be in real-time, as data is brought into the 
data warehouse, which would require hosting in the 
public or private cloud.

3. Use AI to automate and enhance

Artificial Intelligence (AI) covers a wide range of 
technologies, which can be used to automate and 
enhance interactions by injecting valuable insight 
across the customer journey. 

This ensures the relevance of business practices and 
keeps businesses connected to customers. Among 
others, this includes:
1.	 Efficiently analysing and integrating customer 

data across digital and physical touch points to 
understand customer context and sentiment

2.	 Predicting outcomes for customer targeting

3.	 Generating and delivering highly specific or event-
driven actions and recommendations into agent 
guidance applications

As customer experiences across industries become 
digitised and largely automated, the remaining 
interaction points will become increasingly advice-
centric, and important to deepen relationships and the 
competitive basis of organisations. AI and advanced 
automation capabilities will become increasing 
important pre- and post-purchase to:
1.	 Deliver high-quality, automated and personalised 

self-service experiences in real-time through 
digital channels 

2.	 Enhance the abilities of sales and service agents 
to offer relevant advice around complex decisions, 
and customise products and offerings to meet 
customer needs

Many financial services organisations are already 
using AI and advanced automation to accomplish the 
latter by:
1.	 Automating the generation of very specific insights 

to support private wealth advisers 
2.	 Supporting complex decision-making in 

commercial sales capabilities 
3.	 Using advanced recommendation engines to 

customise the features and pricing of products in 
banking and insurance

4.	 Tailoring rewards programmes to individual 
customer behaviour in real-time in the payments 
sector

5.	 Delivering personalised event-driven behavioural 
recommendations to relationship bankers and 
customers

The difference is that as the adoption of these 
technologies proliferates, these private bank-like 
experiences will increasingly become the expectation 
of mass market consumers.

4. Partnering to develop and apply 
insight is as a team

There are a number of ways these technologies can be 
integrated into software applications and processes 
today. These include AI modules made available 
in existing sales and service applications, such as 
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ServiceNOW and Salesforce, and free standing or 
bolt-on niche solutions that solve specific industry 
problems.

It is important to note that for emerging technologies 
such as these, capabilities continuously evolve and 
are often at different stages of maturity. To leverage 
the power of these, determine the business’s strategic 
intent and let it guide the experimentation, selection 
and combination of these:
1.	 Pinpoint goals for personalised sales and service 

and define the gains desired when adopting these 
solutions

2.	 Maintain a programme of active experimentation 
with constantly emerging and improving tools 

3.	 Break down barriers between digital, and sales 
and service teams to gain a deeper understanding 
of the agent’s role in better supporting customer 
goals

Start by establishing cross-functional insight 
teams accountable for outcomes. These teams will 
purposefully measure the impact and optimise applied 
insight and technology use cases through active 
experimentation and learning. These teams will include 
business, data, IT, agents and specialist functions, 
such as compliance for data privacy considerations, 
to coordinate role-players and translate the business 
or customer need into viable solutions. Starting by:
1.	 Detailing specific instances along the customer 

journey as these emerge
2.	 Determining the data needed to enable them
3.	 Defining how and where data will be combined 
4.	 Identifying the technology systems that will use 

the data 
5.	 Developing a cross-functional data-governance 

council

5. You don’t need to tackle everything 
at once

As businesses embrace the “new normal”, they will 
learn from their customers, their own capabilities, and 
the market as a whole. It takes investment and effort 
to build a business that can use this to create specific 

insight and deliver competitive advantage. What is 
important, is that you don’t need to tackle everything 
at once.

In our experience, implementing practical pieces 
of each of the strategic data components iteratively 
allows you to deliver against your strategy, accelerate 
time to value, and mature your use of data and 
technology through shared learnings. 

We help our clients transform to become insight-led 
organisations. To get started, we can help business 
and IT to:
1.	 Develop a shared vision on what data will be used 

and how
2.	 Develop a sustainable, scalable solution 

architecture
3.	 Decide what to build and what to buy off the shelf

About BSG

As a homegrown South African Consulting and 
Technology company, BSG is uniquely positioned to 
deliver solutions tailored to the South African context. 

We have more than 20 years’ experience across the 
banking, specialised financial services, insurance, 
healthcare, telecommunications, and oil and gas 
sectors. By employing a multi-skilled approach, BSG 
effectively leverages our clients’ data to create solutions 
that improve the experiences of their customers and 
solve enterprise-scale challenges. 

We understand the dynamics of Business and 
Technology, which allows us to create flow between 
supply and demand, bridging the gap between 
business and IT. We work with our clients to drive out 
success, transforming their operational platforms and 
creating the customer experiences they need.
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