
DRIVING CUSTOMER EXPERIENCE
FROM THE FRONTLINE OF FINANCIAL SERVICES



Once the bastion of stability, the financial services industry 
is now facing new challenges from every vantage point. 
Disruptive competitors, regulatory reform, fickle customer 
loyalties, changing employee expectations and reputational 
damage are stalling growth as well as increasing churn for 
traditional operators. In addition, customers are less reliant 
on salespeople, choosing to educate themselves on problems 
and solutions before engaging potential providers.

It’s now time for organizations to defend their ground and 
prepare for battle. However, traditional weapons will no longer 
be sufficient to maintain topline revenue or bottom line profits. 
Financial service organizations need to proactively arm their 
people with tools that can help them fight in a new world, all 
while continuing to be compliant. 

Traditional financial service organizations must create a 
customer experience that can be delivered confidently and 
compliantly by their frontline in order to be successful. 

INTRODUCTION

In this paper we will:

• Look at the challenges that are facing financial
institutions today

• Highlight why your advisors, wholesalers and
agents are the key to delivering a superior
customer experience

• Outline the readiness drivers that they need to
deliver a world-class customer experience

• Explain the steps that your organization must take
to implement these customer readiness drivers



Chapter 1
The future is here and it’s changed everything

The market has changed:1

Globally, the financial services industry is undergoing a period of significant change. A 
number of factors are challenging traditional models and incumbents are losing the battle 
for customers because they’re neglecting their most valuable asset - their customer-facing 
people. If they don’t change how they serve customers, many risk significant disruption to 
their bottom line. 

Non-traditional competitors are breaking open a market that stood stable for decades based 
on life-long relationships. While this has been more visible in the retail banking and insurance 
space, technology competitors are now quickly moving into the profitable wealth, corporate 
and institutional sectors as well. 

Fuelled by tech that focuses on personalization and self-service at the most granular level, 
modern service platforms display speed to market much quicker than incumbents. Pure-
play fintech companies are being joined by technology stalwarts like Amazon, Apple, Google, 
and Facebook in the battle for mind share and spend. In fact, a recent study by McKinsey 
found that 73% of millennials would be more excited by a new financial service from these 
companies than their current financial institution.

By focusing on specific products that are aligned to their core business, like payments, many 
don’t need to apply for a banking license and are therefore more agile in their speed to 
market. 

Tech-fueled competitors are disrupting loyalty-based sales strategies

73% of millennials would be more excited by a new financial service 
from these companies than their current financial institution.

https://qz.com/1112460/banks-are-under-threat-from-big-tech-firms-like-apple-amazon-and-facebook-according-to-mckinsey/
https://www.cbinsights.com/reports/CB-Insights_Amazon-In-Financial-Services.pdf?utm_campaign=napping-users_convert_fintech_content&utm_source=hs_automation&utm_medium=email&utm_content=66079651&_hsenc=p2ANqtz--LvKGscUITLri8Gsq5d9Zfqp64cZJPyFK7P_aDdFy1sZhA9sFZ-3JP38BQxa0C7qUmwEsPVAoB1pHCYV9fC-t9KQgD_TXmcIVbaBsfT7u5zDSuoug&_hsmi=66079651


Coupled with their unique understanding of the digital demands of younger generations of 
buyers, experience managing rapid consumer purchasing cycles, and an ability to deliver 
a superior, often digital-only customer experience, these stealthy fintech companies are 
formidable competitors. In addition, many technology companies have deep pockets, 
allowing them to compete on price and rewards while leveraging analytical tools to optimize 
their customer data.

While usability appeals to consumers, by leveraging data to truly understand their customer, 
technology companies are the vendor of choice for younger generations that are expected 
to outnumber baby boomers this year in overall purchasing power. This data also gives them 
the ability to finetune how they prepare their sales teams by understanding customer pain 
points and identifying the skills the team needs to deliver an effortless sales experience. 

For traditional institutions to compete, they need to make a dramatic change in the way 
they engage customers. For example, Vanguard is introducing an online platform for asset 
management in the UK. By harnessing the power of AI, they’re able to tap into customers’ needs 
by offering better returns to wealth investors at a lower cost, while empowering advisors to 
engage with upsell opportunities more effectively. PayPal has even entered the B2B lending 
space by offering tailored short-term loans to small businesses online - a strategic move that 
will open the floodgates for other institutional transactions. 

While technology can facilitate the sale, even in disruptive models customer-facing people still 
play an important role, whether it’s in sales, customer service or support. Research has found 
that many customers still need some human guidance, even when purchasing a product that 
is offered digitally. This is why it’s critical for organizations to ensure their customer-facing 
staff can adapt to customer needs and are ready to address a plethora of new scenarios that 
stand before them.

http://www.pewresearch.org/fact-tank/2018/03/01/millennials-overtake-baby-boomers/
https://www.cnbc.com/2017/05/16/tech-to-the-fore-in-vanguards-new-uk-online-investment-platform.html
https://www.paypal.com/us/webapps/mpp/paypal-business-loan
http://corporateinsight.com/merrill-lynch-pilots-new-hybrid-robo/


The customer has changed:

Almost a third of small businesses applied for credit from online 
lenders even though most were aware rates may be more favorable 

at a traditional lending institution.

2
Service excellence and seamless sales experiences are the benchmark

Technology companies are not only competitors in the financial services industry; they’re 
also setting new standards of service and helping customers redefine what they expect 
from providers. For example, subscription models like Netflix have replaced Blockbuster-
like stores, while seamless experiences across devices have trained customers to expect 
all of their services are delivered in ways that are simple, convenient, and effortless. For 
example, consumers can invest in diversified portfolios with just a few dollars using tools like 
Acorns. On top of this, month-to-month subscription models have reshaped brand loyalty - if 
a service isn’t performing to a customer’s standards, they’ll find another one without penalty.  

With new options available to them, customers are expressing a willingness to move towards 
services that offer value and focus on their experience.

Their rationale was that online lenders would provide access to funds quicker and ask for less 
collateral.

Simply pushing products or offering complex solutions without communicating value will no 
longer win business, but offering a completely online experience is not the answer either. 
This is why companies like Merrill-Lynch have introduced a hybrid robo-adviser model. 
Customers complete Merrill’s Online Profiling Process and receive a portfolio of ETFs and 
mutual funds that are based on their responses. While customers don’t have a dedicated 
advisor or comprehensive financial plan, they do have access to a team of Program Advisors 
who conduct periodic account reviews and answer customer questions. In this model, 
customers get the best of both worlds by benefiting from a cost-effective digital experience 
while maintaining access to human advisors. 

https://www.acorns.com/
https://www.wsj.com/articles/some-small-businesses-see-big-benefits-in-online-financing-11557662401
http://corporateinsight.com/merrill-lynch-pilots-new-hybrid-robo/


Trust is at an all-time low: 3
Reputational damage has affected consumer confidence

The financial services industry has experienced several setbacks over the past decade that has 
left customers disappointed and frustrated. According to the 2018 Edelman Trust Barometer, 
the informed public’s trust in financial institutions dropped 23 points in one year. This reflects 
lingering consumer sentiment from events like the Wells-Fargo scandal that involved over 
5,000 employees opening false bank and credit card accounts. This scandal was particularly 
damaging considering the level of deceit and fraud involved. It also compounded negative 
consumer sentiment that was left over from the subprime mortgage crisis that contributed 
to the global financial crisis and the collapse of Lehman Brothers in 2008. 

Even though risk processes and requirements have now been tightened, and regulators have 
actively penalized those organizations that broke the law, some signs indicate the damage to 
the industry’s reputation will take a lot longer to recover fully. 

That’s why it’s more important than ever for these organizations to show their customers and 
employees just how far they’ve come. To achieve this requires a cultural change in the way all 
customer-facing staff communicate with and help customers. 

A study by PwC found that 21% of millennials currently working 
in financial services would rather not work in the industry due 

to the perceived negative reputation. 

https://www.edelman.com/sites/g/files/aatuss191/files/2018-10/Edelman_Trust_Barometer_Financial_Services_2018.pdf
https://money.cnn.com/2016/09/08/investing/wells-fargo-created-phony-accounts-bank-fees/index.html
https://www.pwc.com/gx/en/financial-services/publications/assets/pwc-millenials-at-work.pdf


Compliance is dynamically evolving: 4
Every move is under the microscope

The financial services industry has always been highly regulated, but it’s now under a 
microscope following the banking scandal and financial crisis. Laws surrounding risk 
management and compliance are constantly being reviewed and changed, and the cost of 
compliance is increasing. According to Duff & Phelps 2018 Global Regulatory Outlook, 

Customers are now more wary of sales tactics and non-compliant behaviors than ever before. 
This means it’s not good enough for sales staff to just comply. Customers want to feel that 
sales staff are authentic in their interactions and know they’re getting the best solution for 
them. 

To address this, organizations also need to adjust how they set sales targets and measure 
the performance of their customer-facing staff. For example, KPIs that focus on selling a 
specific product has driven non-compliant behaviors and are now a thing of the past. Driving 
the right behaviors and being able to measure these effectively are crucial to organizational 
success moving forward. 

Organizations must also continue to be vigilant in ensuring they have the appropriate risk 
frameworks and controls in place and that their staff understand and can complete their 
regulatory compliance obligations. For salespeople, the challenges continue on a day-to-day 
basis. Faced with continually changing regulations, customer-facing staff are often hesitant 
when having customer conversations because they fear they don’t have the most current 
knowledge of regulatory changes.

This focus on compliance also places additional pressure on the frontline.

Customer-facing staff need to take extra care when dealing with customers to ensure they’ve 
met their compliance obligations and fiduciary duties.

This requires them to truly understand their customer’s needs and objectives so they can 
recommend solutions that are in their best interests, even if it doesn’t help them meet sales 
targets. 

95% of organizations expect their compliance costs to increase 
next year and 11% anticipate spending over 10% of their 
annual revenue meeting their regulatory obligations by 2023. 

https://www.duffandphelps.com/-/media/assets/pdfs/publications/compliance-and-regulatory-consulting/global-regulatory-outlook-2018.ashx?la=en


The workforce got younger while we were at work:5
They need the flexibility to be successful

The composition of the workforce has changed considerably in the past decade. As baby 
boomers move into retirement, by 2025 it’s estimated that 75% of the global workforce will 
be millennials between 29 and 43 years of age. 

As regular users of social media, they understand the importance of collaboration. While 
their influence will shrink in coming years, Generation Xers will still be a part of the workforce 
for the next 30 years and should not be overlooked. 

According to the Crowe Horwath LLP Financial Institutions Compensation and Benefits 
Survey, attrition in banking is at an all-time high because organizations are not currently 
meeting the expectations of their employees. 

Financial organizations need to take these preferences into account when designing how 
their employees will work. This includes bringing in new technology, re-engineering processes, 
creating new roles and finding new ways to attract and retain employees long-term. 

Millennials have distinctive working preferences shaped by their experiences 
growing up in a digital world. This includes:

• Attention spans that favor short bursts of information

• Preferring tailored experiences

• Wanting to make a real and positive impact through their work

• A need for feedback and validation 

• A preference to communicate electronically 

• The need for access to technology 

51% of Generation X business 
leaders are digital savvy. %51

https://www.pwc.com/gx/en/financial-services/publications/assets/pwc-millenials-at-work.pdf
https://www.cnbc.com/2018/04/11/generation-x--not-millennials--is-changing-the-nature-of-work.html
https://www.crowehorwath.com/compsurvey/


Adapting to the change

While financial organizations can’t directly 
control the market or regulatory responses, 
they can control how they deal with these 
challenges. 

By focusing on the skills and aligned 
behavior of their employees and the 
experience that they deliver to customers, 
organizations can also have some control 
over how customers respond to them. 

This is why both customer and employee 
experience is crucial to ensuring your long-
term success.

Over the rest of this paper, we outline 
how organizations can approach this 
opportunity.



Chapter 2
Focus on customer experience and outcomes

With the financial ecosystem evolving so rapidly, customer experience is increasing in 
importance, but it’s also changing and organizations aren’t necessarily keeping up.

That’s because customer experience is no longer just about providing good service. It’s about 
fostering lifelong partnerships that start from the moment a customer comes in contact with 
your brand or solution. By creating an experience that focuses on your customer’s success, 
financial service organizations can increase their overall lifetime value. 

An ideal customer experience takes into consideration what the customer is thinking, feeling, 
saying and doing at any given moment in their journey. This then allows you, as a solution 
provider, to apply the right set of customer understanding, problem solving and engagement 
skills. 

The challenge today is that the customer journey can be markedly different for each and every 
customer. Retail customers can come across your brand through a multitude of channels. 
While corporate or institutional customers rarely have just one point of contact, which means 
there may be multiple customer journeys happening within your organization at the same 
time. 

The customer experience is not something you can set and forget. It is an evolving process 
that needs to be continuously reviewed, trained, and reaffirmed. This is no easy feat. 

While 80% of companies believe they 
deliver a superior customer experience, 

only 8% of their customers agree.

For customer-facing staff, this means they need to always be 
ready to stand and deliver at their best, the first time, every time. 

8%

80%

https://www.forbes.com/sites/shephyken/2018/07/15/customer-experience-is-the-new-brand/#97dbac57f528


Be ready to engage customers

At every point in their journey, from onboarding 
through to customer meetings, frontline 
staff need to understand what the customer 
experience involves and be updated on any 
changes to it. 

Managers also need to test and certify staff to 
ensure the process remains consistent.

To achieve this, organizations need to focus 
on customer readiness drivers that ensure 
their people are well-placed to execute a best 
practice experience.



Chapter 3
Customer readiness drives customer experience

Customer readiness requires salespeople to be ready to address your customer’s needs at 
any time. This is becoming increasingly important as customers become more educated and 
knowledgeable. Most customers now come across information about your solutions through 
digital channels, often long before they’ve seen a salesperson. In complex organizations, 
this means multiple people in the process may have different levels of knowledge and 
understanding. 

At each moment, salespeople need to exhibit a combination of 
knowledge, skills, and behaviors to maximize revenue and customer 
outcomes. Identifying, distributing and measuring these capabilities 
is critical to organizational success and should be a top priority. 
We’ve identified the five capabilities where financial services should 
double down their readiness efforts to empower their customer-
facing people to consistently win. We call these customer readiness 
drivers, and they are:
 
• Align culture with customer-focused value

• Adopt a solutioning approach to customer engagement 

• Facilitate compelling compliance behaviors

• Implement agile transformation methodologies

• Distribute campaign playbooks to the field 
 
For a financial service organization to be successful, its salespeople 
need to be ready to consistently deliver across each of these drivers. 

https://www.mckinsey.com/business-functions/marketing-and-sales/our-insights/digitizing-the-consumer-decision-journey
https://www.mckinsey.com/business-functions/marketing-and-sales/our-insights/digitizing-the-consumer-decision-journey


Align culture with customer focused value
1. Culture

Culture plays a crucial role in driving sales behavior. In the words of Marvin Bower, former 
Managing Director of McKinsey & Co, “culture is the way we do things around here”, and can 
often be very different from the written values, mission and vision that an organization has. 
At its core, culture is about the habitual decisions and actions taken daily. 

Some companies have found out too late that the culture of their sales organization is 
inconsistently executed or worse, bears no resemblance to their corporate vision.

Culture permeates each level of the organization, from how salespeople are rewarded, how 
they’re led, to how they approach a customer’s problem. At each level of the sales organization, 
the desired culture needs to be defined and implemented. 

The larger the sales organization, the more challenging this becomes. When layered with 
multiple decision makers and influencers within customer organizations, the importance of 
brand and culture consistency becomes clearer. If your sales organization isn’t prepared 
to approach customers in a cohesive way, confusion will ensue leaving your organization 
looking disorganized or disjointed.

For culture to be an effective customer-readiness driver, organizations need to systematically 
test that the behaviors they desire are executed consistently throughout their sales 
organization. This involves communicating and coaching behaviors that drive the desired 
customer experience at each stage in the sales process. 

Research by Deloitte found that 87% of organizations cite culture 
and engagement as being their biggest challenge, and very few 

can measure whether it’s consistent across their organization. 87%

https://www.mckinsey.com/featured-insights/leadership/company-philosophy-the-way-we-do-things-around-here
https://www.mckinsey.com/featured-insights/leadership/company-philosophy-the-way-we-do-things-around-here
https://www2.deloitte.com/insights/us/en/focus/human-capital-trends/2015/employee-engagement-culture-human-capital-trends-2015.html


Fostering a best-in-class culture

The challenge

One of the largest North American insurance companies was 
experiencing high customer attrition coupled with poor agent 
and franchise partner engagement. Their staff and partner 
development programs were outdated and being delivered 
inconsistently across their network. 

The solution

To improve customer, staff and partner engagement, the 
company realized that they needed to transform how they 
trained and developed their sales organization. Taking their 
existing insurance university, they transformed it into a best-in-
class, development-focused career center by:

• Creating a modern onboarding program that leverages 
gamification for engagement and certifies agents and partners 
at each milestone

• Developing a cadence for ongoing development by building 
on the onboarding program and incorporating peer-to-peer 
sharing

• Delivering learning every day by consistently communicating to 
everyone in the field with bite-sized updates and information 
that keeps them connected 



Adopt a solutions-focused approach to customer engagement 
2. Solutions
Over the last two decades, the internet has given customers an unprecedented amount 
of information on solutions and competitors. This means that customers have increasingly 
armed themselves with information before purchasing financial products and services. 

By the time a customer comes into contact with your salesperson, they already know what 
type of solution they think they need. This can create friction in the customer experience 
- especially if the customer knows more about your products and services, or that of your 
competitors, than your salespeople do.

In addition, customers now expect solutions for their financial products to be personalized to 
their circumstances. A recent study by Boston Consulting Group found that

Personalizing solutions also deepens ties with customers and improves their experience. 

This means to be ready, financial service organizations need to double down on helping their 
salespeople understand how to provide personalized solutions, in the form of investments, 
funds, products or policies, to their customers with:

• A systematic way of understanding their customer’s needs across all solutions

• Immediate access to the right information about both your products and services and that 
of your competitors

• The capability to apply this knowledge to different customer personas and personalize a 
solution that is the right fit

This is no easy task given how saturated and noisy the market for financial services is today. 
To create a frictionless customer experience, it’s essential for salespeople to be ready for 
a diverse range of customer interactions. In a world where solutions and benefits look the 
same, customer experience may be the differentiating factor that encourages a buyer to 
purchase from you. 

54% of banking customers believed delivering 
a personalized solution was one of the most 

important factors in their purchasing decision. 54%

http://image-src.bcg.com/Images/BCG-The-Power-of-Personalization-May-2018_tcm20-193016.pdf


Mastering investment solutions

The challenge

An asset management firm was missing opportunities because 
wholesalers did not always have the most up to date or 
correct knowledge about their funds. Legacy training and 
communication models meant that information was provided 
to wholesalers reactively and they were not updated on the 
best ways to engage with their advisors. 

The solution

To ensure wholesalers understood the solutions they could 
offer their advisors and how to pitch them, the organization 
needed to find a way to communicate more effectively. 
They conducted a complete overhaul of their training and 
communication processes and introduced:  

• A single source of truth for all client solutions training that is 
contextual for the seller’s profile

• Training that is delivered within existing workflows and can be 
accessed in the field on mobile devices

• Access to sales enablement practitioners in real time, so 
salespeople in the field could be coached consistently and 
proactively on objection-handling strategies 



Facilitate compelling compliance behaviors
3. Compliance
Compliance is an essential part of financial services. Every back office process and customer 
interaction is guided by a constantly evolving framework of regulations, processes, and 
behaviors that must be met. 

Regulators are now demanding that boards and the C-Suite are held accountable for 
compliance training, activities, and the behaviors of middle management and the frontline. 
While financial organizations scramble to keep up with the level of regulation to avoid 
reputational damage and heavy penalties, you now also have the opportunity to reevaluate 
how compliance is addressed within your sales processes. 

Compliance doesn’t need to be just about meeting regulatory obligations. Rather than being 
a burden or another process that needs to be completed, it can be woven into the fabric of 
your operations.

For example, in B2C insurance, it’s common for agents to tick off compliance by reading directly 
from a script or playing a recording of compliance clauses. From a customer perspective, this 
can make them feel like their security is not a priority. By switching the process to ‘robot 
mode’, salespeople also change the tone of the customer experience. Customers are no 
longer having a conversation about their individual needs, they’re part of a rote-learned or 
recited process. 

In larger enterprise transactions, compliance can also become a roadblock. Overcomplicating 
deals and elongating timelines, compliance can quickly become a significant cost to customer. 
For financial organizations, the risk of non-compliance is also high. If an institutional asset 
manager gives investors a non-compliant pitch, they may face severe penalties or risk 
suspension. In 2018, the Financial Industry Regulatory Authority expelled 16 firms and 
suspended a further 23, while over 850 individuals were also expelled or suspended for non-
compliant behavior. 

When moving towards a customer-centric experience, the traditional models of compliance 
are no longer sustainable. Compliance must now become an integral part of the customer 
experience rather than an afterthought. This involves incorporating it into the behaviors 
and skills that your salespeople use every day. Facilitating compliant conversations can 
create rapport and credibility with customers while certifying capabilities can give senior 
management comfort. 

Instead of being an exercise in ‘ticking the box’, compliance 
becomes an integral part of the customer experience and an 
opportunity to reaffirm to customers that they’re in safe hands with 
your organization because you have their best interests at heart.

https://www.finra.org/newsroom/statistics


Making compliance compelling

The challenge

In many financial service organizations, training is conducted 
periodically once or twice a year. While this approach may ‘tick 
the box’ when it comes to meeting compliance objectives, it fails 
to keep compliance top of mind and doesn’t provide sufficient 
cadence to instill new behaviors for customer-facing staff. 

The solution

Banks, insurers and investment institutions need to move 
away from traditional training models and embrace blended 
approaches that ensure compliance is integrated into sales 
and fiduciary processes. This could include:

• Introducing regular compliance touch points that have been 
personalized to the learner’s specific development needs or 
address their knowledge gaps

• Equipping staff so they can record themselves practicing 
or demonstrating compelling and compliant customer 
engagement processes



Implement agile transformation methodologies
4. Transformation

We live in a constant state of change. Most financial organizations have embarked on a process 
of transformation that has led them to continuously improve and change how their business 
operates. From moving from brick and mortar branch networks to online marketplaces 
and robo-advisor models, each change is not an endpoint, it’s just a stepping stone to the 
next transformation. The speed of this change continues to accelerate as technology and 
competitors disrupt the market and customer expectations evolve. 

Salespeople need to be able to guide customers through change and be agile as the world 
around them continuously transforms. Not only will they be selling new products and services, 
salespeople will be working within new business models that may involve significantly fewer 
people. Some estimate that within three years machines may be capable of performing up to 
30% of the work currently done in banks. Automation has the potential to drastically change 
not only how work is completed in financial institutions, but also the capabilities and skills 
that are required of the people working within them.  

To embrace accelerated change, organizations need to empower employees with the 
capabilities and skills they need to pivot into a new role within their organization. Skills gaps 
are being created or not being addressed because traditional training models that focus on 
instruction are not agile enough to achieve this and the learning preferences of the millennial 
workforce are changing. 

Addressing these gaps quickly are crucial to ensure that the customer experience is not 
negatively impacted. To create a best practice customer experience, organizations need to 
enable their salespeople to be agile. They achieve this by:

• Enabling salespeople with the training and coaching they need to keep their skills and 
capabilities up to date

• Ensuring salespeople understand what customers need to be managed through change

A confused and uncertain employee means a confused and uncertain customer. Ensuring 
your salespeople have the agility to keep up with change will engender confidence in them 
and in their customers at the time they need it the most - when they’re helping a customer.

https://www.ey.com/Publication/vwLUAssets/ey-the-future-of-talent-in-banking/$FILE/ey-the-future-of-talent-in-banking.pdf


Transforming the future of work

The challenge

Two global insurers were introducing new product lines and 
implementing industry standards. One did not have a systematic 
way to ensure their agents were quoting and underwriting small 
business insurance consistently. While the other had a tenured 
salesforce that needed to be trained on a new ‘software as a 
service’ benefits portal, with a heavy focus on compliance. 

The solution

Both insurers needed to build new capabilities within their 
sales, quoting and underwriting teams. They knew that on-
the job training would be insufficient to address the level of 
transformation and continual change within the organization. 
They implemented: 

• Immersive, 360-degree virtual reality video technology to 
train small business insurance consultants consistently on 
the process to undertake when quoting and underwriting 
business 

• Structured, milestone-based assessment and pitch 
demonstration certifications that confirmed agents’ readiness 
and compliance to sell new product lines 



5. Campaign
Distribute campaign playbooks to the field

Financial organizations often run multiple campaigns or new solution launches at any one 
time. These are designed to add value and build on customer relationships. While product 
marketing teams often do a great job creating campaign calendars and supporting customer-
facing content across a wide range of solutions, getting this information to the frontline can 
be challenging. The best campaigns are ineffective if the people who are charged with selling 
them don’t adopt them. 

Ineffective campaign or new solution launch execution can negatively impact your business 
by:

• Creating a disconnect between marketing and customer-facing teams

• Leaving salespeople feeling embarrassed and out of touch if they can’t articulate value or 
understand which campaign or new solution is best suited to their customer

• Wasting marketing resources 

While campaigns can be an excellent way to add value to customers, they’re only an effective 
customer readiness driver if they add value. For example, a campaign that offers customers 
special discounts or exclusive benefits will only create a good customer experience if 
executed well. If customers feel like they’re being sold something to meet a target rather than 
an opportunity that is in their best interests, it will create a sub-optimal experience - even if 
the customer ends up saving money or reducing their costs. 

To adopt and execute a campaign that enhances the customer experience salespeople need:

• Detailed knowledge of the actual campaign or new solution and its benefits to customers

• An understanding of the pain points their customers are experiencing

• Knowledge of how the campaign or new solution can alleviate these pain points and add 
value to customers 

• Seamless processes from a customer perspective

Campaigns and new solutions allow salespeople to delight their customers proactively. 
According to a recent Boston Consulting Group study, there is significant power in showing 
customers that you understand and can recommend the best solutions for them when they 
need it, not just when they recognize a need for it. Things like identifying ways customers can 
reduce their costs can add significant value to your ongoing relationship. 

http://image-src.bcg.com/Images/BCG-The-Power-of-Personalization-May-2018_tcm20-193016.pdf


Executing effective campaigns

The challenge

Retail marketing campaigns often involve highly targeted 
distribution strategies which means customers have a high 
degree of knowledge about the offering before they speak to 
a salesperson. Yet sales staff are often not given campaign 
information in ways that are easy to digest or identify amongst 
a wide range of frontline communications. This leaves many 
customer-facing representatives in a vulnerable position when 
dealing with inbound customer conversations about specific 
campaigns. 

The solution

• Customer-facing staff need to have ready access to campaign 
information in a format that is quick and easy to understand. 
They also need to be able to decipher what campaign 
information is most relevant to their specific customers. This 
can be achieved by:

• Providing contextual playbooks that are available on-demand, 
on desktop or mobile, and tailored to the individual’s role or 
customer profile 

• Giving marketing and sales leaders access to data about 
who has and hasn’t looked at the playbook or other training 
resources - especially in areas where local customers have 
actively engaged with the marketing campaign - so they can 
proactively identify which salespeople need to be engaged 
and coached



Chapter 4
Preparing your salespeople to leverage the customer 
readiness drivers

As the financial industry and its customers change, so does the need for sales organizations. 
Sales targets are no longer the benchmark from which success can be measured. Compliance 
and customer expectations now demand that customer experience is the number one 
priority for financial organizations.

By delivering a customer experience that leverages best practices, you can win and retain 
customers for longer, directly impacting your bottom line in a customer-centric way.

To succeed, salespeople need to be able to deliver on the five customer readiness drivers. 
This requires sales organizations to be consistent, measurable and focused on achieving 
customer outcomes. Traditional methods of training and upskilling salespeople have not 
been designed to address the needs of the modern organization, workforce or customer. 
To build salesforce capability and meet customer needs your sales organization needs to be 
able to:

Customer lifetime value is now based on how many 
problems your organization can solve for your 
customers, not how much you can sell them. 

1. Build confidence with knowledge 
2. Test the ability to execute
3. Coach for improvement
4. Certify and measure

Step-by-step approach



Build confidence with knowledge

Test the ability to execute

Step
1

Step
2

The more knowledgeable your salespeople are, the more confident they’ll be when speaking 
to customers - confidence engenders credibility. While experience is an important factor 
in building confidence, in a digital world salespeople need to build more knowledge in a 
shorter amount of time than ever before. Their customers potentially have access to the 
same information, which means salespeople need to find new ways to be one step ahead.

For example, wealth managers often have a wide-ranging customer base, all with different 
financial goals and tolerance for risk. How salespeople engage their customers - from needs 
analysis to pitching, objection handling and fulfillment - will be different from interaction 
to interaction. Best practice customer readiness requires salespeople to have the right 
knowledge to facilitate a great conversation with their customers, no matter how different 
their needs might be.

As the workforce and their preferences for how to learn are also changing, there is a demand 
for new ways to package and deliver this knowledge to salespeople. Both millennials and 
Generation X are comfortable using mobile technology, particularly when out in the field. 
Coupled with shorter attention spans and a preference for tailored experiences, knowledge 
delivered in bite-sized pieces is quickly becoming an imperative for effective training.

As Bruce Lee famously said – “Knowing is not enough, we must apply. Willing is not enough, we 
must do.”  While it’s important that salespeople have the right information at their fingertips, 
the knowledge is of no value if they don’t have the ability or willingness to apply it to a specific 
scenario.

Knowing how to use information and apply it effectively takes practice. Even if a salesperson 
understands their customer and knows what they need to pitch, this doesn’t mean they 
can execute it properly. According to Albert Mehrabian’s 55-38-7 theory of communication, 
spoken words only influence about 7% in a specific situation, while 38% is attributed to how 
you say it, and 55% to the facial expressions and body language used.

Salespeople must be able to personalize their acquired 
knowledge and apply it appropriately and effectively for a 
variety of buyer personas.

https://www.bl.uk/people/albert-mehrabian


This is particularly challenging for people selling financial services because of the importance 
of compliance. Some things need to be said, but how they’re said can have a much bigger 
impact on customers. If delivered well, the message can be both compelling and compliant. 

There are many ways that salespeople can practice what they say without traditional face 
to face learning situations. Gamified testing and video practice can create safe spaces for 
salespeople to practice when it suits them. Blended learning models, like spaced learning 
and peer-to-peer coaching are also effective ways to hone skills. 

Coach for improvement
Step
3

Effective sales coaching can increase the performance of salespeople by up to 20%. It can be 
a significant driver of performance - but only if the coaching is targeted and consistent.

Consistent coaching requires a framework and cadence that motivates salespeople to develop 
and perform their best. There’s a fine line between a best practice coaching conversation and 
a critique of someone’s behavior. 

Classic methods of coaching - where you give a compliment, then feedback followed by 
another compliment - are not necessarily productive. 

For example, a salesperson and their manager may agree to focus on objection handling 
in a customer presentation. Following the presentation, the manager can then have a rich 
coaching conversation that focuses in on three to five parameters related to objection 
handling (for example, confidence, knowledge and delivery).
 
Implementing an agreed-upon framework also makes the role of the coach easier. A framework 
may incorporate relevant data from previous coaching sessions or observations, which can 
help identify areas of development and benchmark improvement. Smart technology solutions 
can help organizations create a consistent cadence for coaching by providing the tools to 
facilitate methodical coaching and improvement. 

Best practice coaching focuses in on building skills 
incrementally using a specific and agreed-upon framework.

https://www.mindtickle.com/blog/6-steps-to-coaching-the-sales-manager/


Certify and measure
Step
4

To determine if the training and coaching has been successful requires certification and 
measurement. This gives valuable data that can be used to make smarter choices at an 
individual, team and organizational level. 
This is where traditional capability models have fallen down. Generally, they have not:

• Looked at data across the organization (from teams to products)

• Correlated knowledge, execution, and coaching data with leading and lagging business 
indicators

• Proactively looked at capability gaps and tailored their sales enablement programs to 
address those gaps

Modern tools enable businesses to now capture, correlate and apply data in a powerful way. 
This data has the potential to take sales organizations from being reactive and shooting from 
the hip to implementing a proactive and targeted approach to skill development. 



Arm your salespeople to deliver a superior customer 
experience

As the financial services industry seeks to address the challenges it faces in the digital age, 
sales organizations don’t have a minute to lose. They need to arm their people with knowledge, 
capabilities, and processes that allow them to put their customers at the center of everything 
they do before their competitors do.

Sales is rapidly becoming less about targets and more about solving their customer’s problems 
in a way that is both compliant and genuine. To achieve this salespeople need to delight their 
customers and be able to address each of their needs the first time, every time. 

To create a best practice customer experience your salespeople need to be armed with 
the tools, platforms, and services that can help them achieve this. Traditional approaches 
to capability development and knowledge transfer don’t address the needs of either your 
salesforce or your customers. Your salespeople need solutions that:

• Provide bite-sized information in real time
• Build their confidence through regular practice
• Can test their ability to execute in the field
• Provide them with a framework to receive effective and targeted coaching 
• Give management confidence that capability gaps are being addressed

Chapter 5
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mindtickle.com | US: +1 (800) 231-5578 | sales@mindtickle.com

MindTickle provides a comprehensive, data-driven solution for sales readiness 
and enablement that fuels revenue growth and brand affinity. Its purpose-built 
applications, proven methodologies, and best practices are designed to drive 
effective sales onboarding and ongoing readiness. With MindTickle, company 
leaders and sellers can continually assess, diagnose and develop the knowledge, 
skills, and behaviors required to effectively engage customers and drive growth.
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for on-demand, online training, bite-sized mobile updates, gamification-based 
learning, coaching and role-play to ensure world-class sales performance. 
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