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Abstract— Currently, the banking sector is undergoing
significant changes due to the development of digital technologies
and changes in consumer behavior. In the context of increased
competition, banks are looking for new ways to attract and retain
customers, focusing on omnichannel service strategies and the
development of a digital ecosystem. Thus, there is a need for
additional research on customer experience and identification of
the most promising areas of interaction with customers in the
banking sector. The authors conducted a qualitative study, which
included 4 focus groups and 6 in-depth interviews with
participants of different ages, as well as a pilot quantitative study
of the users most involved in using digital services. The results of
the study made it possible to design a customer journey map for
different categories of clients, to identify the most significant
digital services and potential requests regarding existing and
promising platforms and marketplaces.
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I. INTRODUCTION

Dynamic of innovation process has become a key feature
of the banking sector that ensures the competitiveness of
market participants. Moreover, it affects the operational
processes in the banking sector, the services provided and the
mechanisms used to interact with customers under the
conditions of their digital transformation.

The main trends of the Russian banking sector in 2018-
2019:

o digitalization of business processes of banks and
customer interaction channels,

e a strong impact on the banking services market has a
change in consumer behavior and competition from
large companies that are actively introducing
innovations;

e the use of Big Data technology and artificial
intelligence, biometric technologies to collect customer
information, improving services and providing
personalized services;

e increased investment in cybersecurity.

In addition, among the innovations of the recent years in
the banking sector can be mentioned the use of remote
identification mechanisms, the National Payment Card System
(NSPK), the introduction of the Quick Payment System
(SBP), aimed at providing real-time payments and transfers
for goods and services, 24 / 7 / 365 using simple identifiers of
the payee between individuals, and then legal entities.

With the active participation of the Bank of Russia, a
system of introducing innovative solutions in the banking
sector is being formed, including the development of a citizen
digital profile, which should allow managing data and
operations online, the possibility of accounting for electronic
invoices, digital bank guarantees, digital letters of credit.

In addition, there is a change in consumer behavior and
their reaction to the implementation of digital technologies in
the bank’s activities. Consumers are actively using new
banking products and interaction channels that allow them to
improve their customer experience and meet their needs. A
modern consumer has access to the information about banking
products, the quality of service and experience of other
customers, in order to compare them and easily switch to
competing offers. Thus, banks actively seek ways to increase
consumer value. One of the relevant areas associated with the
study concern with customer experience, identifying
touchpoints, promising services in the development of the
bank digital ecosystem.

The article presents the results of a qualitative and
quantitative study of banking services consumers in St.
Petersburg market, as well as case analysis of Russian banks
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developing a digital ecosystem. Based on the study,
conclusions and recommendations are developed in the areas
of improving the work of banking structures to improve
customer experience.

Il. LITERATURE REVIEW AND RESEARCH METHODOLOGY

A. Literature Review

The studies were conducted at the enterprise Anzhero-
Works in bank marketing appeared in early-2000’s tended to
take a focus on relationship marketing with IT-services
implementation. Possibilities to apply relationship marketing
tools to the retail financial services have been studied by Dibb
and Meadows [1]. The same idea can be found in the research
done by Colgate [2] in Australia, New Zealand, UK and
Ireland, showing the trend to a greater emphasis on bank
marketing activities and the need of supporting it with IT-
services implementation.

Some authors focused on the bank marketing on specific
geographic markets. Flohr Nielsen and Kock [3] described the
barriers for transition from «listen to consumer» to
«controlling with customer focus» in Nordic financial
services. The question of customer switching behavior in the
New Zealand banking industry first raised by Clemes, Gan
and Zheng [4] started the range of the same researches on
other markets: South Africa [5], Asia [6], Jordan [7], etc.

In the study of B2B marketing in banking Theron,
Terblanche and Boshoff [8] found the possibility for
transformation through development of some well-established
individual intentions into broader attitude as drivers of long-
term relationship building in B2B sphere.

The research of Andreeva and Sviridov [9] covers tools
aimed at strengthening the global and national financial and
credit systems, including the marketing management methods
leading to the financial stability.

As part of the research on performance evaluation and
marketing strategy construction, Novenkova, Shakirzyanov
and Gilmanova [10] studied differences of Private banking
trend (or VIP servicing facility) comparing marketing strategy
with mass-market solutions.

Online and mobile banking became a main focus of a lot of
researches starting from 2005. According to Lassar and
Manolis [11] there’s positive relationship between internet
related innovativeness and online banking. Also, the authors
found that contrary general innovativeness is negatively
related to online banking. Based on an empirical study in the
field of e-banking, H. Bauer, M. Hammerschmidt and T. Falk
[12] suggested a measurement model to the bank web site
quality check using the following factors: security, trust, basic
services quality, cross-buying services quality, added value,
transaction support and responsiveness. Chemingui and
Lallouna [13] identified barriers and motivating factors
affecting the willingness and desire to use mobile financial
services. They reported that one resistance dimension can be
found (tradition) and four motivation factors, such as
compatibility, trialability, perceived enjoyment and system
quality. In addition, authors mentioned that system quality has
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a significant and positive impact on trust. Jiménez and Aguiar-
Diaz [14] reported that there is «a positive relationship
between a higher educational level, gender, level of income,
being self-employed, greater use of ATMs, greater frequency
in the use of banking operations and the use of Internet
banking. On the contrary, age exhibits a negative
relationship». According to Boateng et al. [15], the social
environment of the individual, knowledge and beliefs about
what it can provide to meet their personal goals are the factors
influencing adoption of the new technologies in internet
banking.

Recent works began to pay more attention to managing
bank reputation and customer satisfaction. Ruiz and Garcia
[16] explored the moderating role of culture in terms of
customer-based bank reputation in the countries with different
cultural patterns. Golovkova et al. [17] examined the
relationship between the financial performance of the banking
sector and Extended Performance Satisfaction Index (EPSI)
for seven European countries over the period 2004-2014.

B. Banking Sector Dinamics and Problem Decsription

Banking sector in Russian Federation shows positive
dynamics in the last few years. According to the Central Bank,
the growing importance of the banking sector has increased
significantly over the past two decades. Thus, at the end of
2018, the total assets of the banking sector increased by 10.6%
(from 85 to 94 trillion). The amount of capital of the banking
sector increased by 9.9% in 2018 up to 10.3 trillion rubles.
[18]

In the conditions of gradual transition of the population of
the country from the savings model of behavior to the
consumption, the size of deposits is slightly reduced (by
0.3%), while the growth of loans by 10.7%.

In 2018, the banking sector received a profit of 1.34
trillion rubles, 1.7 times higher than the result of 2017 (790
billion rubles).

The share of profitable credit institutions in comparison
with 2017 increased from 75 to 79%. Profit in the amount of
1.9 trillion rubles showed 384 credit organizations (in 2017-
1.6 trillion rubles and 421 credit organizations, respectively).
With losses in the amount of 575 billion rubles, 100 credit
institutions completed the year — 21% of the number operating
as of 01.01.2019, while in 2017 140 credit institutions (25% of
those operating as of 01.01.2018) suffered losses in the
amount of 772 billion rubles.

In 2018, the number of credit institutions changed by more
than 13% (from 561 to 484) both due to revocation of licenses
(almost 12%) and due to reorganization (about 1%). The
number of branches of credit institutions decreased from 890
to 709 (by 20%). The total number of divisions of large banks
decreased by almost 10.5% (by 3,503 units), while the number
of additional offices increased slightly (by 1.2% - from 20,263
to 20,499) and mobile cash points (by 2.9% - from 275 to
283).

All these changes are primarily related to the development
of digital remote services, which lead to the transformation of
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the banking sector, changing consumer behavior models based
on the development of digital banking services.

C. Research Methodology

To study consumer interaction with banking structures and
to identify promising projects in the banking sector, a
qualitative study of consumers aged 18 to 75 years (St
Petersburg), who represent the entire audience of Bank
customers, was conducted. The aim of the research is to
identify and analyze the main points of contact between the
audience and banking structures, to identify the most
important digital services for consumers and promising
marketing solutions that could improve the consumer
experience and contribute to the expansion of existing and
new banking products.

First of all, two focus groups were held with
representatives of the economically active population aged 23
to 60 (65) years (7-9 people), who are most actively involved
in interaction with banking structures when using banking
products, paying for goods and services. Two focus groups
were also held with full-time students with 7-9 participants
each. Younger consumers are not yet active participants in
economic relations due to legislation and lack of constant cash
flows, but much faster than the rest of the population switch to
innovative goods and services, are most involved in the use of
digital services and represent the future most demanding
customers.

In the study of the pensioners behavior as a method of the
research in-depth interview on a pre-prepared scenario was
chosen. This is due to significant differences in the behavior of
consumers in this category: they use traditional banking
products and are less involved in the use of new ones due to
conservatism. In total, 6 in-depth interviews were conducted
with the representatives of this category: 3 with those who use
Bank cards and 3 with those who do not use them.

The main information about the use of digital services of
banks was obtained from the first two groups. And, despite the
fact that the economically active population aged 23-60 (65)
years are most involved in economic turnover and most fully
use banking products, their approach is more conservative,
and they are mostly able to evaluate the existing service.
However, the future consumers are the young people who are
more able to provide the information about potential digital
banking products and services. Therefore, a pilot quantitative
study of young people aged 19 to 22 years was conducted to
assess the services used and potential requests for existing and
prospective platforms and marketplaces.

1. RESEARCH RESULTS

Active introduction of innovations becomes an important
characteristic of the banking sector and ensures the
competitiveness of market participants. All this affects the
operational processes in the banking sector, the services
provided and the mechanisms used to interact with customers,
which is mainly characterized by the transition to the digital
space.
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A. Cases of the Leading Russian Banks on Creation of the
Digital Ecosystems

Currently, the banking sector is actively developing digital
ecosystems, the examples of such development can be found
in such large banks as Sbherbank, Gazprombank, VTB and
Alfa-Bank. At the same time, only the ecosystem of Sberbank
and Tinkoff Bank really exist.

The cost of developing the ecosystem is still difficult to
estimate, as any innovative solution created over a fairly long
period of time (from 5 years). We can expect that it will cost
banks tens and hundreds of billion rubles. Thus, the cost of the
contract to develop a strategy for the development of partner
services (ecosystem) VTB according to the website of public
procurement amounted to 158 million rubles. The
development of banking ecosystems should contribute to the
adoption of the law marketplace, which is being actively
discussed in Russia.

The Central Bank is also engaged in the creation of an
ecosystem, which should be an online platform for working
with products using remote identification, which should allow
the following operations: opening deposits, buying bonds and
mutual Funds, issuing CTP policies and obtaining a mortgage.

The ecosystem of Tinkoff Bank includes, in particular, a
mobile operator, services for search and payment of fines,
storage of documents. Also, in the Bank's application is
possible to buy tickets to the theater and book a table in the
restaurant.

Of particular interest is the ecosystem of Sberbank, which
already includes a fairly large set of services, including
cellular communication ("Sberbank™), marketplace "Take!™,
data storage services, credit Bureau, online cinema "OKKQ",
portal about the city entertainment "Afisha", food delivery
service Delivery Club and others. [19]

The idea of developing the ecosystem by Sberbank has
been discussed since the end of 2016, which began with the
development of a partnership with digital services Yandex and
Mail.Ru. in Addition, already at the initial stage of ecosystem
development, Sberbank even started a pilot project "Button™
for ordering cleaning at home. In the development strategy,
Sberbank identified the need to go beyond the sphere of
financial services and the formation of an ecosystem based on
a broad database of habits, consumption patterns and customer
behavior with the development of channels for promoting
goods and services and the formation of a technology
company on the basis of Sherbank. As a basis for the
implementation of the strategy, Sberbank considers the need to
form an innovative infrastructure, which also involves the
formation of laboratories for the development of artificial
intelligence, cybersecurity, robotics, blockchain, the Internet
of things, virtual and augmented reality.

Until 2022-2023, it is planned to form the ecosystem of
PJSC "VTB", which involves the creation of an IT platform,
which will include a rental service, a mobile operator, digital
accounting, a marketplace of banking services. [20]

Four digital services are already operating in the pilot
mode: VTB mobile virtual operator, Unicom-24 banking
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services marketplace, housing ecosystem and fiscal data
operator. Next, it is planned to develop digital accounting and
B2B-connection, where small businesses will be able to
connect to foreign trading platforms and find suppliers.

The key platform of the developed ecosystem will be the
housing ecosystem, designed for the selection, financing,
purchasing and registration of real estate, as well as repair and
further development. The development of the platform, which
will be designed for 10 million users, will be facilitated by
digital public services, including electronic registration of real
estate.

B. Qualitative Research Results

Based on the analysis of the results of focus groups, the
main points of contact of clients from different categories with
banking structures were identified. The maximum number of
points of contact was found among the consumers aged from
23 to 60 (65) years, among them: Bank office, ATM, mobile
application, Internet banking, e-mail of the client, trade
enterprises (when using Bank cards). They use the maximum
number of Bank products: Bank cards, both debit and credit,
deposits and loans (both consumer and mortgage), deposit
insurance and life insurance (not a banking product, but often
involves obtaining more favorable conditions for obtaining
such banking products as deposits), payment of bills, in
addition, it is important for them to get advice on various
aspects of the banking offer and the number of examples of
interaction with electronic services and offices, it is possible to
draw a conclusion about equivalence of information from
these two channels. Modern terminology describing new
banking services (such as PayPass, NFC (Near Field
Communication).

Consumers over the age of 60 (65) mostly noted fewer
points of contact: a post office, a Bank office, sometimes an
ATM, and a mobile Bank. For them, the use of digital services
is more complicated, they choose the most traditional banking
products and services: deposits and payment for services.
Consulting is most important in the use of ATMs or Bank
Deposit terms. The use of new banking products and services
for them is problematic, they are not familiar with new
technologies and it cause rejection and resistance.

Consumers younger than 23, who mostly receive income
in the form of scholarships and transfers from parents, were
less likely to report interactions with staff in Bank offices. The
main part of the experience of this group of consumers,
described in the focus group process, concerned their
interaction through an ATM, mobile application and Internet
banking, Bank chats, features of using a Bank card, and more
often payments via the Internet, phone or watch. They are
familiar with the technology of contactless payments
(PayPass), but more preferably is use of NFC technology —
wireless data transmission of short range, they are familiar
with the RFID technology (radio frequency identification),
they are extremely interested in new banking services that
allow to receive various banking products and services
through digital channels of interaction and simplify it.

Advances in Economics, Business and Management Research, volume 131

C. Quantitative Research Results

Further, a pilot quantitative study was conducted of the
most involved in the use of digital services users aged 19, 20
and 21 years (37, 30 and 33%, respectively), with 69% female
and 31% male. The surveyed consumers are University
students, most of them are studying, while the distribution on
the budget and nonbudget form was 50/50. Some respondents
are already working and 11% of respondents also noted salary
among the sources of income (except scholarships and
transfers from parents). The majority of the respondents have
debit cards (82%), however, credit cards are not as common
and only 11% of respondents have them (these are those who
do not have a debit card). At the same time, the average
number of cards in the hands of respondents is 1.87 cards per
person, significantly lower than the level in Russia - 2.65
cards, which is determined by the lack of income in the form
of wages and the need for serious, often family spending in
this category, and, consequently, salary and credit cards on
hand. All respondents mainly use the mobile application,
which is the main point of contact of the user with the Bank.

Many respondents still pay in cash (in 50% of cases), but
20% of respondents noted that they pay only by the bank card.
38% of respondents use PayPass technology, 33% of
respondents use ApplePay and SamsungPay technologies.

Among the offered banking services for the respondents,
the most attractive are receiving points for purchases and
actions (63% of respondents), discounts when using cards and
other banking products (58% of respondents), cash back
(47%), miles accumulation (37%).

The respondents were asked what trading enterprises they
visit more often and would prefer to see as a partner of the
Bank to provide discounts (points accumulation, etc.). First of
all, food stores were assigned to this group (77% of
respondents), including Lenta, Okey, Perekrestok,
Pyaterochka, which were mainly listed. Also, the respondents
are interest in cosmetics and perfumery stores such as
Podruzhka, Rivgosh, L’etual, Scarlet (42% of respondents)
and sport goods stores such as Sportmaster and Adidas (25%
of respondents). In addition, respondents are interest in
bookstores (Bukvoed), gas stations (Gazpromneft), clothing
stores (LoveRepublic).

IV. DISCUSSION

In the research, there are a number of limitations, which
may be directions for further research. The authors focused on
a young audience under the age of 23 as the most active in
terms of the adoption and use of new technologies. However,
consumers belonging to the category of economically active
population and an older age group may have different
requirements for the development of digital services of banks
within their ecosystems.

In this regard, it becomes necessary to study the degree of
influence of various factors, including ecosystem services, on
customer satisfaction and their further loyalty.

In addition to this, individual studies require the survey of
risks and limitations on the use and implementation of
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technologies based on artificial intelligence by banks in terms
of perceived risks from customers.

V. CONCLUSION

The modern market of banking services is saturated and in
order to increase revenues, banking structures need to improve
the offer, adapting it to the needs of consumers developing
under the influence of digital transformation. Currently, banks
are focused on the formation of a comprehensive offer for
different categories of users: corporate clients, individual
entrepreneurs and individuals. In order to create an appropriate
offer for each category of users, it is important to understand
the characteristics of behavior and the real and potential needs
in the use of banking products. In addition, a comprehensive
proposal on the benefits of using a set of goods and services
by the consumer, which can be based only on active
interaction between banking structures, trade and services
enterprises, can contribute to improving the customer
experience. All this determines the need to create an
ecosystem that increases value for the client and allows the
banking structure to be at the center of customer experience
formation.

The most interested group of consumers who will take
advantage of the ecosystem and will quickly start to enjoy all
the benefits is young people. In addition, consumers aged 23
to 35 years and further from 35 to 45 will become followers
who will gradually begin to connect to the new banking
services.

The most interesting for the user enterprises to include in
the ecosystem are food stores, cosmetics and perfumery stores,
sports shops, gas stations.

The extent to which the ecosystem will meet the interests
of the user, be convenient and easy to use, will determine in
the future and the choice of the Bank by the consumer. Thus,
the formation of a digital ecosystem is a priority task to ensure
the competitiveness of the banking structure and one of the
key trends in banking marketing.
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