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Why? Because the driving force has changed too.

Traditional outsourcing was based around delivering specific business 
operations at a lower cost. It is no secret that this model has been 
under threat from automation and the digital workforce.

The same need to keep costs low and efficiency high still remains, yet 
businesses must consider this within the context of a host of market drivers. 
 
 

Yet now, enterprises must be alert to newer obligations to engaging 
customers, offering great, personalised service; building loyalty; and 
responding to the ‘amazonification’ of the service experience.

Burgeoning technology, new competition and heightened customer 
expectations are all creating a need for businesses to adapt, in order to 
survive. That means adapting your approach to outsourcing too.

It’s time to give your operations the intelligence test.

The old days of traditional  
outsourcing are over
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Despite the demise of traditional outsourcing, in today’s disruptive and 
complex world, there’s still a need for smart transformative services to 
combat a raft of challenges. 

There must be a better way

The old benefits of reducing costs are still a 
key part of any outsource decision. However, 
it’s the way those savings are made that’s 
changing - with less reliance on the labour 
arbitrage of the outsource model to bring 
down costs. Enterprises now need effective 
solutions to deliver efficient growth, face off 
new competition, meet changing customer 
expectations, tackle regulation and embrace 
data analytics.

Delivering efficient growth
All organisations want to grow effectively 
- getting more from old customers, while 
gaining new ones. However, to grow requires 
investment, and in this technologically 
disruptive environment, deciding where to 
focus long-term investment is difficult. The 
speed and diversity of change can mean 
a complete overhaul of infrastructure and 
business model is needed to capitalise on 
growth.

What organisations crave is the ability to 
invest in an agile technology platform or 
upgrade your existing infrastructure in a 
way that allows you to integrate better and 
respond rapidly to changes in your market.

Facing new competition
In financial services it pays to keep a close 
eye on new entrants into the market. With no 
legacy systems to modernise or transform 
and often a sharper awareness of digital 
opportunities and how to engage customers, 
these new players can offer products 
and services that are customer-centric, 
intuitive and agile - putting pressure on the 
incumbents to adapt quickly in order to stay 
in the game.

Competition is coming from open banking, 
digital banking and FinTechs. There’s also 
threat from businesses that have built up 
a wealth of data and could move into the 
FS arena, such as Amazon, Facebook and 
Google. These brands have brand loyalty, as 
well as an understanding of how to interact 
with a much younger audience. 

Meeting customer expectations
Financial services firms are waking up to the 
reality that not only is customer expectation 
rapidly increasing, but that customers now 
expect the same great customer experience 
in their financial interactions as they get from 
other sectors.

70%  
of buying experiences are based on how the 

customer feels they are being treated* 

This increasingly demanding customer 
expectation is closely aligned to the 
rapidly evolving technological advances. 
Organisations that don’t have the customer 
journeys and systems in place to meet the 
rising customer demands will fall foul of 
expectations despite the goods and services 
on offer. And with customer loyalty as fickle 
as ever, it’s never been easier for customers 
to act on their dissatisfaction and take their 
business elsewhere.

89%  
of customers moved to a competitor  

following a poor experience** 

Regulatory pressure
Nowhere is regulatory pressure more keenly 
felt than in financial services. In fact, the FCA 
has just launched its FS Business Plan, which 
places a strong focus on cyber and data 
protection practices. The long-anticipated EU 
data protection regulation, GDPR, also came 
into effect in May this year.

The risk of damage to reputation, customer 
loyalty and regulatory fines from cyber-attacks 
and data leaks, or falling foul of the stringent 
regulation, makes it vital for businesses to keep 
pace with regulatory requirements.

However, to be able to meet these 
requirements, organisations need to have 
the systems and processes in place. This can 
mean making significant changes to complex, 
often disparate legacy systems.

The rise of the data centric 
enterprise 
Digital technology is the linchpin in allowing 
organisations to meet ever-increasing 
customer expectations of personalised and 
highly-relevant interactions, catered to their 
individual needs.

This personalisation and enhanced customer 
experience are dependent on having deep 
customer insight. And this comes from the 
analysis of solid customer data.

In order to get the clearest picture of your 
customers, organisations need to be able 
to collect their data at each and every 
touchpoint, using it effectively and in real time 
to drive business decisions and create value 
for customers.

Financial services institutions are also 
challenged with extracting the vast quantity 
of data that already exists within organisations 
but is typically siloed in legacy systems. This 
all requires businesses to have the correct 
data analytics capabilities to ensure customer 
journeys and experiences are up to speed 
with expectations.

With all the challenges that the financial 
services industry faces, businesses must find 
an alternative approach that understands the 
need to deliver transformational value.

This does not mean an end to outsourcing 
altogether. Rather an intelligent approach to 
operations, that adapts to this changing set of 
circumstances, while continuing to meet the 
needs of your business.

*McKinsey, The Moment of Truth in Customer Service. 
** 2011 Customer Experience Impact (CEI) Report.
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In short, how do you inject a bit more 
intelligence into your operations?

The role of automation
Automation should be at the core of your 
more intelligent operation. Specifically, robotic 
automation for mundane, repeatable processes. 
This not only delivers cost and efficiency 
benefits, but it can enable your workforce to 
concentrate on value-added activity. 

Analytics 
There’s an increasing need for real-time 
monitoring, insight and foresight into your data to 
help you make effective operational decisions.

This can involve service management and 
operational insight analytics, allowing you to 
both monitor and track service performance, 
improvement projects, goals and targets, as 
well as real-time data to deliver predictive 
insights and deliver operational improvements.

Near shore and on-shore 
strategies
There’s still a place for outsourcing as part of 
your journey to operational excellence, and 
in fact many are reinventing their services to 
implement technology such as robotics. 

This then allows you to choose near-shore 
and on-shore capabilities to deliver optimal 
value, not just cost savings. This means your 
business can deliver end-to-end service 
improvements.

Technology ecosystem
This requires an integrated approach that 
encompasses infrastructure, software, 
process management and people.

Delivering lean operational 
excellence
Lean operations used to be about taking 
internal waste out. However, it’s vital to see 
your lean operations from the perspective of 
the customer journey - the waste and energy 
that customers have to spend, and the ease 
in which they can do it. If you create waste for 
your customer, your operations are not lean.

A crucial factor in delivering operational 
excellence is introducing lean value streams, 
visible to employees. As they are the experts, if 
you give employees the right tools, you’ll enable 
them to fix problems as they arise, creating a 
continuous improvement culture. Employees 
are also a great source of CX data and 
experience, crucial to an effective CX journey.

It’s also important to consider redesigning 
and improving employee engagement and 
empowerment, reducing waste, creating 
appropriate organisational design and 
understanding the right behaviours needed 
to drive your outcomes.

Being an agile organisation
An essential consideration for change is to 
create more agility in your organisation - how 
quickly you can bring products and services 
to market, how quickly can you change, how 
agile your systems are. The more agile, the 
easier it is to meet your customers’ changing 
requirements. This allows you to evolve to 
meet their needs and get your services to 
market quickly. Putting customers at the 
centre of your operations is the essential 
ingredient in any outsourcing strategy.

It’s time to get a bit more intellectual

The operational challenges ahead for financial services are manifest. So, 
how do you manage your operations to implement the fast-paced digital 
transformation, optimised operations and customer experience excellence 
needed to make your organisation more profitable and fit for growth?

*McKinsey, The Moment of Truth in Customer Service. 
** 2011 Customer Experience Impact (CEI) Report.
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A customer-centric approach

The ever-increasing need for an alternative approach - built  
around business transformational services and intelligent operations -  
is alive and well.

In this data-driven world there’s a host of challenges around how 
best to analyse and use your data, manage your operations, meet 
burgeoning customer expectations, navigate regulations and achieve 
your business goals. 

To face these challenges, businesses need a new approach to 
transformation services that helps keeps you relevant, while 
consistently fulfilling customer experiences and meeting business 
objectives. This means being smart with your data, making it more 
accessible, clean and auditable than ever before - something that 
legacy systems can’t provide.

Those organisations that understand customer experience and 
customer engagement will thrive, compared to those who simply pay 
lip service to these ways of working. By taking an intelligent, customer-
centric, approach to operations, your organisation can see fast-paced 
transformation, optimised operations and customer experience 
excellence. In trun, this will radically transform, digitise and make your 
organisation more profitable and fit for growth.

That way, your business will be more innovative, flexible, agile and 
most importantly, closer to your customers’ hearts.
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Atos is a global leader in digital transformation 
with 120,000 employees in 73 countries 
and annual revenue of € 13 billion. European 
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High-Performance Computing, the Group 
provides end-to-end Orchestrated Hybrid 
Cloud, Big Data, Business Applications and 
Digital Workplace solutions through its 
Digital Transformation Factory, as well as 
transactional services through Worldline, the 
European leader in the payment industry. 
With its cutting-edge technologies and 
industry knowledge, Atos supports the 
digital transformation of its clients across all 
business sectors. The Group is the Worldwide 
Information Technology Partner for the 
Olympic & Paralympic Games and operates 
under the brands Atos, Atos Syntel, Unify and 
Worldline. Atos is listed on the CAC40 Paris 
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Find out more about us 
atos.net

Let’s start a discussion together


