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Abstract

The customer interaction is currently a primary success driver in the contemporary financial service environment, where the increased use
of digitalism and changing customer demands are continued to transform how the industry functions. With the shift of financial institutions
towards data-driven digital, ecosystems based on the traditional, branch-oriented model, artificial intelligence (Al), machine learning (ML),
mobile banking, blockchain, and loT are having transformational impacts on increasing customer satisfaction, loyalty, and operational
efficiency. Digital transformation makes it possible to have seamless, personalized, and omnichannel customer experiences and predictive
models and Al tools like chatbots, robo-advisors, and predictive models can assist institutions in providing real-time, custom-designed
financial solutions. In spite of these developments, the obstacles to complete full-scale engagement remain in the form of issues related to
data privacy, limitations of the legacy system, regulatory barriers and customer trust. New technologies, such as AR/VR, systems of digital
identity, and platforms enabled by IoT, also increase the range of engagement opportunities, as these technologies are immersive, provide
secure verification, and are intelligent enough to be automated. The paper discusses the development of customer engagement in the
financial services, compares the conventional and digital models, evaluates the influence of digital tools, and discusses the emergent
technology that would lead the next generation of engagement. In order to create safe, inclusive, and customer-focused financial
ecosystems, it concludes by highlighting the primary obstacles and suggesting future study avenues.
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I. INTRODUCTION

In the financial sector, customer involvement has become a crucial factor in determining success. The need for
individualized, frictionless, and value-driven experiences is highlighted by the move towards customer-centric financial
services. Financial institutions are expected by customers to comprehend their individual preferences and provide customized
solutions through various digital channels. By increasing cross-selling possibilities and reducing customer attrition, effective
customer engagement not only fosters happiness and loyalty but also supports long-term business success [1]. Cloud-based
CRM systems are radically changing how financial institutions interact with their clients as they more deeply incorporate Al
capabilities to satisfy the growing demand for customer-centric services. This allows businesses to successfully negotiate the
intricacies of contemporary financial services while cultivating enduring and meaningful relationships with their clients.

Digital transformation is defined as "the process that aims to improve a unit by bringing about essential changes in its
structure through the combination of information, connectivity, communications, and information technology [2][3].” The
digital transformation encompasses a wide range of banking concepts, including e-learning, teleconferencing, online trading
platforms, digital storefronts, e-statements, m-payments, electronic signatures for transactions, and document digitalization.
Consumers are utilizing digital disruptions more frequently, and new kinds of solutions are appearing in this market. In order
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to highlight all important banking procedures, new business models are thus crucial for the banking sector [4]. Other equally
significant factors, however, are responsible for the shift to e-banking. These include the necessity for banks to adjust to the
new technological data of the time, provide an extra service channel, de-regulate the banking industry, and permit the entry of
other businesses (like Alipay and Paypal) to increase competition. the phrase "open point of banking"” to refer to any non-
banking businesses providing banking-like goods and services.

In this regard, a key component of success in the financial services sector is client happiness. It affects client retention,
loyalty, and overall profitability in addition to reflecting the calibre of services rendered. The degree to which consumers'
expectations are fulfilled or surpassed in relation to the goods, services, and interactions provided by financial institutions is
known as customer satisfaction in the financial services industry [5]. It includes a number of factors, such as how simple
transactions are, how well customer service is provided, how competitive interest rates and fees are, and how dependable
financial goods are. Importantly, one of the most important metrics for assessing the general performance and market
competitiveness of financial institutions is customer satisfaction. It is impossible to overestimate the importance of client
happiness in financial services [6]. Customer satisfaction increases the likelihood that a financial institution's clients stick with
it, use its goods and services more frequently, and refer others to it. Customer satisfaction also boosts brand advocacy, good
word-of-mouth advertising, and reputation—all of which are critical advantages in a sector that is highly competitive and
subject to regulatory oversight.

A. Structured of the Paper

The paper explores the Digital technologies within the financial services sector including the basics of customer
engagement in Section Il, major digital tools in Section IlI, their effect on experience and retention in Section 1V, new
technologies in Section V, literature review in Section VI, and finally, provides insights and future research directions in
Section VII.

Il. UNDERSTANDING CUSTOMER ENGAGEMENT IN FINANCIAL SERVICES

Customer engagement (CE) is now a key strategy on the list of financial institutions seeking to deepen relationships,
improve service experiences, and remain competitive in an increasingly digital marketplace. In contrast to the conventional
transactional strategies, CE is aimed at establishing long-term value-based relationships with the customers on various
touchpoints [7]. In the financial services where trust, security and personalization are fundamental customer engagement assists
institutions to enhance loyalty, decrease churn and gain in-depth customer behavior knowledge. This part addresses the
theoretical background of CE, compares between classic and digital engagement models and lists the key engagement issues of
financial institutions.

A. Customer Engagement: Definition and Dimensions.

Customer engagement has become a broadly understood condition of a multidimensional psychological character which
occurs as a consequence of the interactive customer experience around a brand or service provider [8]. CE in financial services
extends beyond product usage and is a measure of emotional, cognitive and behavioral engagement of a customer with the
institution.

1) Key Dimensions of Customer Engagement
a) Cognitive Engagement

Measures the amount of mental interest and awareness that customers give to a financial brand. This involves their
participation in decision making; appraisal of financial products, as well as processing information actively.

b) Emotional Engagement

Demonstrates the emotional tie that customers have with it as a result of trust, satisfaction, confidence and perceptions [9].
In the case of banks, reliability, transparency and secure service experience are tightly connected with emotional engagement.

c) Behavioral Engagement
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Includes the overt behavior of the customers like the number of times they use the services, the level of interaction with the
digital platforms, the engagement with the loyalty programs, the referrals, the feedback and the grievances.

d) Social Engagement

Participation of the community, online reviews, social media interaction and peer review. In the fintech and open banking
era, social interaction is crucial for building brand reputation.

These dimensions are applied by financial services organizations to create digital experiences and personalize services and
enhance customer retention. Due to the changing customer demands, engagement is gauged by not only the transaction but also
proactive, sustained, and technology-enabled engagements.

B. Old vs. New Customer Engagement Model

1) Traditional Customer Engagement Models

The conventional interaction within the financial services was greatly dependent on a branch experience interaction. These
models focused on human relationships, personalized service provided by employees and long-term building of trust by
personal communication. The interaction was in physical visits, paper, or phone calls [10]. These models were good, as far as
relationship-building was concerned, but they had geographical limitations, latent response times, and could not provide
customized services at scale.

2) Digital Customer Engagement Models
Fintech, mobile banking, Al, and data analytics have created an automated, omnichannel, and real-time experience when
interacting with customers [11]. Customers engage with each other in digital models via:

e Mobile banking apps

e Chatbots and virtual assistants

e Online banking portals

¢ Digital advisory tools (robo-advisors)
e Personalized dashboards and alerts

e Social media platforms

The channels enable customers to access services at any time, get instant support, and have a seamless experience in
conducting transactions [12]. Personalization using data allows providing banks with the opportunity to make personal product
suggestions, personalized messages, and individual financial advice. Table I below lists the major differences:

TABLE I. KEY DIFFERENCES
Traditional Engagement Digital Engagement
Face-to-face branch | Virtual, omnichannel interactions
interactions
Limited personalization Al-based hyper-personalization
Time-consuming, manual | Instant, automated support
service
Paper-based processes Digital, paperless workflows
Relationship-driven Experience-driven

3) Impact of Digital Models

Financial institutions can use digital tools to engage more customers at lower operational costs, enhance customer
satisfaction, and address the needs of customers quickly [13][14]. Nevertheless, they need robust data management, computer
security, and technology infrastructure.

C. Major Engagement issues in Financial Services

Financial institutions despite the progress have various challenges when it comes to providing effective and consistent
customer engagement.
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1) Concerns related to Data Privacy and security

Customer data is a very important part of personalization of the financial services. Nevertheless, strict regulatory systems
(e.g., GDPR, RBI regulations, PCI-DSS), and increased customer distrust regarding data misuse restrict the scope of the data-
driven interaction. Customers distrust is further undermined by cyber security attacks like phishing, identity theft, data
breaches, etc.

2) Legacy System Limitations
In most cases, traditional banks use old core banking systems. These legacy systems make digital adoption difficult,
integration of APIs and analytics tools, and make the provision of digital channel fragmented customer experience [15].

3) Regulatory and Compliance Barriers

The banks have to follow the KYC/AML rules, the rules of monitoring transactions, and the rules of checking the digital
identity. Regulatory restrictions usually slow the implementation of new interaction tools such as Al-based advisors or
onboarding automatization.

4) Failure to provide Personalization at Scale

Customers need individualized financial experiences, but most institutions have issues with experience datasils, low
analytics maturity, and inconsistent customer journey mapping, leading to generic communication and low quality of
engagement.

5) Relationship Management and Trust

Customers also tend to lack the personal touch of customers in the traditional branch scenario, which is not available in the
digital setting. It is difficult to establish emotional trust, particularly when robotized systems deal with complaints or financial
advice

6) User Adoption Resistance

Certain groups of customers especially older or rural populations have challenges in the use of mobile apps or online
banking devices [16]. Low levels of digital literacy decrease the level of engagement and increase the inequality in service
provision.

I11. DIGITAL TOOLS TRANSFORMING CUSTOMER ENGAGEMENT

The nature of communication, serving, and retention of customers in financial institutions has been transformed by digital
innovations. The tools that are mentioned below are significant in the context of improving convenience, personalization, and
the efficiency of service.

A. Mobile and Web-Based Applications
1) Mobile Banking Apps
Banking services are also available at all times and on mobile applications, allowing users to transfer money, pay bills,

check balances, and get instant notifications [17]. Biometrics, digital onboarding, and customized dashboards are some of the
features that make it more convenient and customer-centric.

2) Web Portals & Self-Service Platforms

Web portals enable customers to control accounts, deal with transactions, request loans and receive support online. Self-
service solutions minimize the number of visits to the branch, provide users with the ability to address their problem on their
own, and give them the same services on all devices.

B. Artificial Intelligence and Automation

1) Virtual Assistant and Al Chatbots
Al chatbots are able to respond immediately to queries and provide simple transactions, as well as 24/7 customer service.
They minimize the waiting time and enhance the efficiency of the customer service operations.

2) Robo-Advisors
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Robo-advisors are automated investment recommendations that are based on customer risk profile and objectives [18].
They simplify wealth management and reduce the cost of the same.

3) Customer Support Systems automation
Automated systems reduce the duration of work in management of tickets, directing customer queries to the appropriate
agent as well as accelerating the solution. This improves the availability of service and lessens the burden of operations.

C. Data Analytics and Personalization Tools

1) Customer Data Platforms (CDP)
CDPs are the aggregation of various data to create customer-centric profiles. This assists financial institutions to know the
needs of the customers and make communication personalized.

2) Personalized Recommendation Predictive Analytics
Predictive models review the customer behaviours in order to prescribe the appropriate products, anticipate their needs
[19][20], and provide informed notifications, enhancing the engagement and retention.

3) Behavioral Analytics
Behavioural analytics is the study of customer interactions with applications and websites. Insights can be used to minimize
drop-offs, maximize user experience and improve digital journeys.

D. Blockchain and Digital Identity Solutions

1) KYC Automation Tools
Verified customer data on blockchain-based KYC tools are stored safely, accelerating the onboarding process and
minimizing the number of institutions that may need the same data.

2) Secure ldentity Verification
The decentralized identity solutions enhance security of the logins, avoid fraud and establish customer trust in online
transactions.

3) Mechanisms of Transparency and Trust
Blockchain offers a hand of transparent [21], tamper-proof records that enhance customers trust in payment and
investments as well as claims.

E. Social Media and Omni-Channel Engagement Tools

1) Social Sentiment Analysis and Listening
Social listening tools are used to monitor customer statements and have a positive or negative response on social sites, and
it allows institutions to react fast and enhance services.

2) Automation of Digital Marketing
Emails, messages, and campaigns are personalized using automation tools, and therefore they are delivered in time and
with specificity.

3) Platforms of Omni-Channel Integration
These platforms are also a unification of mobile, web, call centre, and social interaction [22], which allow easy customer
channel transitions.

F. Cloud Computing and API Ecosystems
1) Banking-as-a-Service (BaaS)

Baa$ enables financial services to be integrated into third-party applications, increasing the reach of the service and making
it more accessible to the customers.

2) Open Banking APIs
The APIs allow sharing of safe data between banks and fintech’s and provide consumers with the opportunity to utilize
individualized budgeting applications and comparison applications.
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3) Cloud-Based CRM Solutions
Cloud CRMs consolidate the data about customers, facilitate the interaction in real time and assist the banks in providing
the customers with personalized and efficient serovice.

IV. IMPACT F DIGITAL TOOLS ON CUSTOMER ENGAGEMENT

The use of digital tools, particularly Al applications such , have dramatically changed the way of interaction between the
brand and the consumer. These tools make communication less hustle, enhance creativity, and enhance brand identity through
more personalized and meaningful communication. Using natural language processing (NLP), Al able to recreate human
interactions, answer questions in real time, and give personalized suggestions that enhance customer relationships [23].
Machine learning also improves the engagement by studying consumer behavior and providing extremely relevant content to
various sections of the audience. A combination of these digital capabilities forms real time, seamless, and responsive
experiences that raise customer satisfaction and thus increase engagement.

AITOOLS FOR
CUstouen
'ONGOING ENGAGEMENT 9 ENGAGEMENT

AND
INNOVATION

Fig. 1. Al Solutions that Allow Improving Customer Interaction and Innovation

Figure 1 is an illustration of twelve important Al tools that are useful in increasing customer engagement and innovation to
business. The customer interaction and data collection are the initial stages of the framework, and the next critical phases are
segmentation, personalization, and predictive analytics. It eventually results in adaptive strategies and reiterative optimization.
All the elements are seen as a part of a data-driven cycle where Al, through constant learning, refining, and improving
engagement results. This end-to-end process illustrates how Al can enable organizations to provide smarter, more relevant and
innovative experiences to customers.

A. Improved Customer Satisfaction and Loyalty
A post-purchase assessment when the product or service either meets or above the customer's expectations is referred to as

customer satisfaction. If the result is inadequate, it causes discontent [24]. As a key factor in influencing consumer behavior
and loyalty, customer satisfaction is now a central focus for the financial services industry.

e Post-Purchase Evaluation: Customer satisfaction is based on how well a product or service fulfils or surpasses their
expectations.

o Dissatisfaction Trigger: If results fall below expectations, customers experience dissatisfaction.

e Strategic Focus: Enhancing customer satisfaction is crucial for influencing behavior and fostering loyalty.

A company's long-term emotional connection with its clients is demonstrated by their continued involvement and repeat
business. It plays a vital role in a company’s growth and is often driven by effective marketing strategies that deliver consistent
value. Studies show that strong customer loyalty is closely linked to sustainable and profitable business expansion.

e Emotional Connection: Customer loyalty is built on a lasting emotional relationship, leading to repeat purchases and
continued interaction.

e Driven by Value: Loyalty is fostered through marketing strategies that ensure consistent value to customers.

e Business Growth: Strong customer loyalty is directly linked to long-term profitability and business development.
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B. Increased Operational Efficiency

The significant changes brought about by Jordan's banking reform have broad managerial and practical ramifications for
academics, decision makers, and Central Bank of Jordan authorities [25]. Understanding the operational effectiveness of
Jordanian banks is therefore of great relevance. In addition to being essential for preserving Jordan's financial stability,
analyzing how important financial factors affect banks' operational effectiveness also fits with the Central Bank of Jordan's
(CBJ) goal of monetary stability. In this sense, operating efficiency refers to a bank's skilful cost control.

C. Enhanced personalization and targeted services

Enhanced personalization allows brands to deliver targeted services by analyzing consumer behavior on social media
platforms [26]. By tracking browsing patterns and preferences, marketers craft individualized advertisements that resonate with
specific user interests. This approach not only increases ad relevance but also improves consumer engagement and brand
loyalty.

o Data-Driven Personalization: Brands use online behavior and preferences to tailor content for individual users.

o Improved Engagement: Personalized services capture consumer attention and foster stronger brand connections.

e Strategic Targeting: User data helps deliver relevant ads to specific audience segments, improving marketing
effectiveness.

V. EMERGING AND ADVANCED ENGAGEMENT TECHNOLOGIES

Emerging technologies are playing a transformative role in enhancing citizen engagement within urban and environmental
planning. Virtual reality (VR), building information modelling (BIM), geographic information systems (GIS), digital twins
(DTs), and artificial intelligence (Al) are examples of tools that provide citizens with accessible and interactive platforms to
view complex data, take part in simulations, and make significant contributions to planning processes [27]. These technologies
not only improve transparency through real-time information sharing but also support participatory methodologies like
crowdsourcing and community monitoring, fostering inclusive collaboration. By aligning urban planning with community
needs, emerging technologies help build resilient and citizen-centered governance models.

A. Al and Machine Learning

Many businesses and sectors, including telephony, construction, transportation, healthcare, manufacturing, advertising, and
education, view artificial intelligence (Al), especially machine learning (ML) and deep learning (DL), as revolutionary. Al is
becoming more and more significant in higher education because it enables students to tackle learning problems in a way that
is tailored to their individual experiences and interests [28]. To help students get the most out of their education, Al-based
digital learning systems may adjust to each student's knowledge level, learning rate, and intended outcomes. Additionally, it
may be able to examine students' past learning experiences to pinpoint areas of weakness and recommend the courses that best
support a more individualized learning environment. Teachers in higher education can concentrate more on teaching and
research by using Al to cut down on the time required for repetitive administrative duties.

B. Internet of Things (lot) Enabled Engagement Tools

Recent research has examined 10T applications. A comprehensive taxonomy of 10T in the key application domains is
shown in Figure 2 [29]. The primary application domains are the commercial, industrial, infrastructure, smart city, health care,
and environmental sectors.
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Fig. 2. Taxonomy of loT Applications.

The emergence of this new trend, which led to the new world's acceptance of 10T, is driven and explained by the
applications and usage of 10T in many disciplines. Studying loT applications advances knowledge of and ability to use 10T
technology, which in turn helps us create new systems for emerging scenarios. The creation of everyday information from one
thing and its transfer to another is the essence of the Internet of Things idea. Consequently, the spectrum of 10T applications is
vast, flexible, and limitless when communication between items is made possible.

C. Augmented & Virtual Reality in financial Services

A mixed reality is situated in the midst of a spectrum that contains a totally virtual world at one end and a real, physical one
at the other, according to the "reality—virtuality continuum." As a result, a mixed reality environment can be somewhere in
between the two extremes and is defined as a space where virtual and real-world things coexist, communicate, and are shown
together in a single representation. Virtual reality is more like the virtual world, whereas augmented reality is more like the
actual one [30]. Augmented reality enhances users' perceptions of their actual surroundings with interactive virtual items and
real-time information using computer unit technology applications. Augmented reality may be used successfully in
educational situations of many levels and subjects since it blends the virtual and the actual world and is interactive and
immersive

VI. LITERATURE REVIEW

Table Il provides a summary of the key studies connected with customer engagement and digital transformation, outlining
the key contributions, findings, and implications of the reviewed literature.

Hanamanth B (2019) Additionally, the study looks at how artificial intelligence and edge computing can process massive
amounts of financial data to speed up decision-making and cut down on fraud. Even with its advantages, loT adoption in
banking has drawbacks, such as integration difficulties, cybersecurity risks, data protection issues, and regulatory compliance.
For 10T solutions in financial services to be deployed securely and effectively, these issues must be resolved. In order to
optimize the advantages of loT while reducing related dangers, this paper highlights the necessity of strong security
frameworks and regulatory rules. It also offers insights into existing trends, possible opportunities, and future directions for
loT-driven banking systems [31].

Ngo, Nguyen and Kang (2019) The goal of this research is to provide a new higher order model of CE that explains its
nature. As a result, the impact of CE is examined in relation to Vietnamese restaurant service. Data for evaluating the model
came from a poll of 517 patrons who had a positive experience at eateries. Structural Equation Modeling (SEM) was used to
analyze the data using SPSS 21 and AMOS 21. The results indicate that, after perceived value, service quality is the second
most significant component of CE. However, the results also indicate that CE is not much impacted by consumer engagement.
The relationship between CE and customer loyalty is weakened by brand image, which is regarded as a moderating element.
Furthermore, the relationship between CE and related structures is also influenced differently by the customer's financial level
[32].

Grewal et al. (2017) suggests that businesses can produce a more interesting and significant consumer experience by using
consciousness as their guiding principle. In order to maximize advantages for all of its stakeholders—investors, workers,
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consumers, suppliers, the environment, and the community—consciousness-based merchants and service providers have a
higher purpose and values that are supported and achieved throughout the whole firm. By expanding on these pillars,
businesses may create a shared identity based on a clear set of principles and goals, engage consumers more thoroughly, offer
outstanding customer experiences, and emotionally connect with them [33].

Muppayyanamath (2016) The significance of outstanding customer service in the very competitive financial sector is
shown by this study, which examines how it affects banking customers' loyalty and retention. All interactions between a bank
and its customers, from answering simple questions to addressing complicated problems, are included in customer service.
Positive experiences created by high-quality service can greatly increase customer satisfaction, which in turn encourages
increased loyalty. Banks gain the trust and confidence that are necessary for keeping clients when they offer prompt,
individualized, and proactive service. One important aspect of customer service that affects retention is efficient problem
solving [34].

Fernandes and Esteves (2016) shows inclination to participate as an attitudinal antecedent of loyalty behaviours and talks
about how circumstance affects consumer engagement. contend that depending on the particular service situation, customers
may have varying propensities to engage, which ultimately impact more or less favourable behaviours. A convenience sample
of 516 customers in two environments—high and low contact services—were used to gather data. The findings showed that
loyalty behaviours and engagement propensities differed greatly among the environments examined. They also come to the
conclusion that most loyalty practices are associated with customers' inclination to interact in both situations [35]

TABLE II. COMPARATIVE SUMMARY OF KEY LITERATURE ON CUSTOMER ENGAGEMENT AND DIGITAL TECHNOLOGIES
Author & Year | Study Focus Key Findings Implications Future Directions
Hanamanth B. | loT, edge | 10T and Al enhance fraud detection, | Emphasizes need for secure | Explore advanced threat-detection
(2019) computing, and | real-time data processing, and | frameworks and  strong | models, strengthened data privacy
Al in financial | decision-making; major challenges | compliance measures for loT | mechanisms, and scalable loT
services include cybersecurity, privacy, and | adoption in banking. infrastructures.
regulatory constraints.
Ngo, Nguyen & | Determinants of | Perceived value and service quality | Prioritize improving | Study CE in digital environments;
Kang (2019) customer are key CE drivers; brand image | customer value delivery and | evaluate cross-cultural differences;
engagement in | moderates the CE-loyalty link; | service quality while | integrate Al-based personalization in
service industries customer  involvement  shows | managing brand perception. CE models.
minimal direct impact.
Grewal et al. | Consciousness- Value-driven firms with a higher | Encourages adoption of | Examine how digital tools can support
(2017) driven purpose build stronger emotional | purpose-centric strategies to | value-based engagement; explore
organizational bonds and deliver enriched | deepen emotional | scalable models of conscious business
values and CE customer experiences. engagement and long-term | approaches.
loyalty.
Influence et al. | Effect of customer | Superior and proactive service | Banks  must  strengthen | Investigate  Al-enabled  customer
(2016) service on loyalty | enhances satisfaction, trust, and | personalized service, | service tools; assess omni-channel
in banking retention; effective issue resolution | responsiveness, and proactive | service consistency; develop
prevents customer switching. support to compete | predictive retention models.
effectively.
Fernandes & | Impact of service | Engagement and loyalty vary by | Engagement strategies | Explore digital engagement across
Esteves (2016) context on CE and | service context; strong relationship | should be tailored to high- | diverse service contexts; study the
loyalty between engagement tendency and | and  low-contact  service | impact of hybrid service models;
loyalty behaviors. settings. evaluate  technology-driven CE
behaviors.

VI1l. CONCLUSION AND FUTURE WORK

The financial services sector is experiencing a fundamental change in the customer engagement strategy due to the
blistering digitalization and technological advancement. The conventional paradigms of interaction are being altered by
emerging technologies such as Al, machine learning, 10T, blockchain, and AR/VR, and allow organizations to provide highly
personalized and real-time engagement, and omnichannel experiences. These technologies help to improve customer
satisfaction, loyalty, and operational efficiency (with the ability to predict insights, automated support, and personalization
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based on data). Nevertheless, there are still ongoing obstacles including the risks of cybersecurity, compliance with regulations,
the limitations of the legacy systems, and the inequalities in digital literacy that prevent its wholesale adoption. The next step of
conducting research should be the creation of safe and ethical systems of new technologies, the investigation of the synthesis of
automated systems and human-centered service, and the analysis of the effects of immersive solutions on customer behavior.
Also, one can conduct research on scaling personalization, integrating and integrating through the multi-channel, and building
trust in online communication. By covering the areas, this will assist financial institutions to build resilient and customer-
focused ecosystems that cannot just satisfy the changing demands but sustainable growth, competitive edge, and prolonged
involvement in an ever more digital market
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