
Evolve decision-making to sustain 
profitability and differentiation in Banking.

Enjoy certainty. SAS® Intelligent Decisioning.

FEARLESS 
DECISION?

REAL-TIME 
DECISIONS 

IN BANKING



Banking is in the midst of a digital revolution.

RACE TO THE FUTURE
Agile start-ups and larger market disruptors are shaking the foundations of the financial sector, and traditional  
banks need to run at full throttle to stay ahead. In addition to increased market volatility, banks also face new 
demands from regulators to provide Open Banking—which means giving both collaborators and competitors 
access to valuable data and services.

Financial services providers old and new are jostling for the same prize: the high lifetime value that results 
from loyal, satisfied customers. The most successful banks of the future will be those who can see their 
customers as individuals, appreciate their unique journeys and make decisions accordingly—across all 
associated business functions. However, while most banks have a clear vision of the end goal, many 
are held back by the same old barriers to innovation—inefficient manual processes, data and 
organisational silos, a lack of insight and an inability to act fast when opportunities arise.

This eBook will outline how banks can harness AI-driven intelligent decisioning to overcome 
these limitations and create a deep understanding of customers that drives mutual value, 
strengthens loyalty and secures organisational resilience.

RACE TO  
THE FUTURE1

Now is the time for banks to harness the untapped potential of 
intelligent decisioning in order to win the race to future success.  
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1 https://www.mckinsey.com/industries/financial-services/our-insights/rewriting-the-rules-in-retail-banking

WHAT DO CUSTOMERS WANT? 
Digital technology permeates every aspect of consumers’ lives, and they have come to expect fast, reliable, 
convenient service as standard. Their relationship with their bank is no exception.

With expectations at an all-time high, how you serve your 
customers is just as important as what you are offering them. 
The key to competitive differentiation is to prioritise 
providing an outstanding customer experience—and if 
necessary, restructuring the rest of your operations to meet 
that goal. 

Unfortunately, many traditional banks have not established 
meaningful relationships with their customers. In reality, 
customers have the same kind of transactional relationship 
with their bank as they do with their gas or electricity 
provider: neither bank nor electricity board adds value to 
their lives aside from the fundamental services they deliver. 
If banks maintain the status quo, they risk becoming the 
utility companies of the financial services sector. 

In today’s connected world, banks have huge opportunities 
to do much more to prove their relevance to their customers. 
Whether it’s leveraging data to proactively target customers 
with relevant offers and communications or responding to 
customer and SME loan applications in the best possible way, 

decisions need to come together quickly and correctly 
to deliver the best customer outcomes. 

Research by Forrester found that companies which 
focused on improving customer experience 
delivered compound annual revenue growth 
rates of 17%, compared to just 3% for 
companies behind the curve on customer 
experience. Equally, Forbes notes that very 
satisfied customers are 2.5 times more 
likely to open new accounts or buy new 
products than customers who are 
simply ‘satisfied’.1

These stats make it very clear that 
only banks that really make a 
difference to their customers 
are sure to survive the 
banking revolution. 

2.5x
VERY SATISFIED CUSTOMERS ARE

MORE LIKELY TO 
OPEN NEW ACCOUNTS

https://www.mckinsey.com/industries/financial-services/our-insights/rewriting-the-rules-in-retail-banking


WHAT DO 
BANKS NEED?3

To thrive in ever-changing market conditions, it’s clear that banks need to provide new levels of customer service, while reducing risk and optimising revenue.  

Banks need to receive, integrate, store, process and analyse 
massive quantities of diverse customer data so that they can 
understand customers better than a competitor and give 
them the kind of services they really need. 

However, enabling this is easier said than done. Disparate 
systems, fragmented data sources and constrained 
production environments create unnecessary friction points 

along the customer journey. By the time many banks 
have got their data together, it can be days or weeks old 
– so any insights derived from it lack relevance and yield 
limited impact.

Therefore, the successful bank of the future will transform 
for its customers, using AI & machine-learning to unlock the 
power of data, drive insights and join up the way decisions 

are made across products, teams and departments. 
By embracing intelligent decisioning, banks can make the 
best decision, each and every time. This means enriched 
customer experience, real-time next best actions (NBA) 
and increased lending to a more varied range of customers, 
resulting in reduced credit losses and optimum allocation 
of resources.

MARKETING

  How can we ensure that our 
customers receive the perfect mix 

of communications and offers 
at the right time, every time?   

RISK

  How can we implement 
optimised Risk:Reward 

decisioning to deliver the best 
possible outcome for customers 

and company alike?   

FRAUD

  How can we keep the bank 
and customers safe from 

transactional and complex fraud, 
while delivering a smooth, fast 

customer experience?   

CUSTOMERS

  Can I trust my bank to have 
all the information it needs 

to make decisions and to treat 
me fairly and transparently 

along the way?  

PRODUCT

  How can we get our new 
products to market quicker 
and fine tune our upsell and 

retention strategies in flight?  

WHAT DO BANKS NEED?

The tough questions AI-driven decisioning can help banks answer



FROM OPPORTUNITY 
TO ACTION4

Once banks recognise the value of AI & machine learning to unlock their data, they must find a way 
to bring their operational structure in line with their vision of a customer-centric future. Intelligent 
decisioning is by far the most effective way of evolving into a truly data-driven organisation.

Intelligent decisioning will become the brain of a successful organisation – bringing together 
structured data from a bank’s systems of record, such as customer transactions and product 
information, with unstructured data on customer behaviour and interactions, whether they 
occur on the website or mobile app, by e-mail, on social media or in branch. 

This information can then be analysed to spot patterns that can help banks to improve 
every aspect of the organisation, from risk analysis and fraud prevention to market 
segmentation and customer engagement.  

One of the major benefits of intelligent decisioning is that it enables banks to integrate 
real-time insights into their systems of action – for example, their web and mobile apps 
and their customer service systems. This helps to reduce the delay between identifying 
an opportunity and acting on it – enabling more responsive services that put 
customer experience at the heart of operations. 

Intelligent decisioning in banking.

FROM OPPORTUNITY   
 TO ACTION

  AI and machine learning technologies have the potential to help traditional 
banks transform – but analytics on its own is not enough. Banks need to harness 

the insights generated by analytics to automate decisions at scale.  

Tiffany Jayne Carpenter, Head of Customer Intelligence – SAS UK & Ireland
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Eager to secure its position as one of the leading banks in Germany, Commerzbank set out to enhance the way 
it markets products and services to customers by creating a centralised solution that enables the bank to make 
more relevant product promotions and tailor the customer experience.

Using SAS, Commerzbank aggregated and analysed customer data to gain fresh insights that would help the 
bank better understand customer behaviour. Unlike typical big data analysis projects, Commerzbank decided 
to bring qualitative and ethnographic data into the mix to provide greater context to customer transactional 
information, helping the bank understand the personal and emotional factors that influence its customers’ 
behaviour.

Now, customers who opt into Commerzbank’s personalised marketing programme will receive 
recommendations for products and services via the bank’s online portal, instead of being bombarded 
with generic advertising. As the bank continues to roll out this project to different divisions, it 
expects to see an improvement in customer satisfaction as well as a boost in the uptake of 
personalised offers.

COMMERZBANK BUILDS DEEPER 
CUSTOMER RELATIONSHIPS 

  We design all our products, processes and services 
with our customers in mind. In the future, we will be 

able to offer our customers targeted recommendations 
for products that they actually need.  

Michael Mandel, Member of the Board 
for Private and Business Clients – Commerzbank

  Big data analytics is certainly one of the key 
technologies of the digital age. Ultimately, the data 

collected helps us understand how customers behave 
and what an optimal customer experience looks like.  

Anja Stolz, Chief Marketing Officer – Commerzbank



MAKING BETTER 
DECISIONS6

WHAT WOULD MAKING BETTER 
DECISIONS MEAN FOR YOU?
As we’ve seen, banks face an urgent need to reinvent their traditional business models for the digital world. 
Fortunately, they also possess huge volumes of customer data that they can analyse to find valuable insights about 
how to enhance existing services and develop new products.

AI and machine learning technologies offer the potential to 
help traditional banks transform – but analytics on its own is 
not enough. Banks need to harness the insights generated 
to automate decisions at scale.

This means basing analysis not just on departmental data 
sets, but on all the information the bank possesses. It needs 
to include both historical transactional records and live data 
streams that provide immediate context on customers’ 
behaviour and actions. Furthermore, the analytics needs 
to take place in real time and drive automated actions to 
respond to immediate customer needs in order to truly 
impact the customer journey.

Intelligent decisioning encompasses these AI-driven 
capabilities, meaning that it can help banks adapt 
rapidly to changing market conditions and provide 
personalised, fast and high-quality services that 
customers expect as standard. In so doing, it can 
transform them, into the successful digital 
banks of the future.
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TRANSFORMATIONAL OUTCOMES 
Intelligent decisioning will drive significant benefits across all departments within the bank. Here are some of the most compelling and value generating.

IMPROVE THE RELEVANCY  
– of both offers and customer 

communications. Make intelligent, 
real-time decisions regarding 

customer applications.

SPEED UP TIME-TO-CASH 
– by enabling risk models to 

become more predictive through 
AI and machine learning. 

This streamlines processes, 
meaning the right customers get 

approved for loans faster.

MAXIMISE ECONOMIC 
OUTCOMES AND MINIMISE 

DEFAULTS 
– by assessing credit 

more accurately and reducing 
exposure to high-risk customers.

IMPROVE TARGETING 
– lend more efficiently and 
profitably to a wider range 
of customers by replacing 

crude targeting and 
re-examining previously poorly 

identified customers.

REDUCE CREDIT LOSSES 
SIGNIFICANTLY 

– by using machine learning 
and AI to make risk models 

more predictive.

GAIN AN EARLY 
INDICATION OF RISK 

– by identifying borrower stress 
or inability to repay through ongoing 

automation of credit profiles.

GIVE CUSTOMERS 
THE RIGHT CREDIT OFFER 

– by combining decision logic 
with intelligent analytics.

CUT COST 
 – by automating 

time-consuming, manual credit 
decisioning tasks.

BOOST EMPLOYEE 
SATISFACTION 

– by reassigning staff to more 
creative, rewarding roles which add 

greater value to the business.
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