
GET MORE FROM YOUR CORE
 Through Digital Channel Integration and Decreased Vendor Management

Banking is all about channels. And since 
today’s customers are more tech savvy 
than ever, they expect financial institutions 
to offer multiple channels that allow them 
to bank in the manner of their choosing. 

But as the battle for customer acquisition 
and retention escalates, victory exceedingly 
hinges on a bank’s ability to provide an 
integrated channel experience that gives 
customers one place to logon, make 
transactions, transfer money, ask 
questions—and get the same real-time

answer no matter which channel they 
use. So when a bank can obtain all of 
those channels from a single core 
provider—resulting in one main 
relationship to manage—isn’t that the 
best situation for everyone involved?

This white paper examines the benefits 
and efficiencies financial institutions can 
gain by integrating their digital channels 
and ancillary products through their core 
processing partnership.
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WHO ARE YOUR CUSTOMERS, AND WHAT ARE YOU TO THEM?  
Financial institutions must decide what they want to be to their customers and how 
they want to interact with them. If they believe that offering every possible electronic 
technology, including Internet, mobile and phone banking, ATMs and debit cards, is the 
best way to serve customers and secure long-term growth, it’s in the bank’s best interest 
to integrate these channels from a single source.

In terms of customer retention, banks that offer an integrated channel experience are far 
more likely to fare well. Think about the 21-year-old college student who just opened his 
first savings account. Someday he could be one of your bank’s most important customers, 
because eventually, he’ll want to pay off his student loans, purchase a new car and buy 
a house—perhaps thousands of miles away from his hometown. And when he and his 
many contemporaries make these purchases, don’t you still want to be his bank? Channel 
integration makes it easy for that college student to work with the same bank president, 
cashier and loan officer for many years to come, no matter where life takes him.

According to a 2013 global consumer 
survey by Gartner,1 of the more than 9,000 
respondents aged 18-74, the breakdown 
of channels used at least once over a 
three-month period goes as follows:

• Branches: 88%
• Online Banking: 85%
• Smartphones: 33%
• Tablets: 15%

So, consumers clearly desire many channel 
options. And based on its survey findings, 
Gartner asserts that financial institutions 
must consolidate customer-facing channel 
technologies into a single system, because 
multiple, channel-specific processes and 
data silos that can’t communicate with 
each other are no longer acceptable to 
consumers—or employees, for that matter.

1http://www.gartner.com/document/2578917?ref=feed
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INTEGRATION VS. INTERFACE  
Years ago, most banks brought new products to market using the best-of-breed approach, 
which only required technologies to interface with their core. Core providers took care 
of such basics as demand deposit accounts and CDs, advising their bank customers to 
seek out their preferred channel products, and they’d interface to it. That yielded various 
providers exchanging information several times per day, with the different balances 
squared up once daily—at best.

Today, channel integration provides bankers a better alternative. With integration, your 
core provider supplies not only all your digital channels, but also such ancillary solutions 
as document imaging, government watch list screening and network management. 
Integration allows your customers real-time account visibility regardless of the channel 
they use, while the bank sees tremendous increases in efficiency.

IBM’s report, The Value of Transforming Core Banking Systems,2 shows that channel 
integration produces measurable efficiencies that are hard to ignore, broken into these 
main categories:

• Streamlined Operating Environment: This is achieved through reduced operating 
expenditures, increased productivity, and reduced IT costs and IT maintenance. The 
estimated operating profit improvement is .34 percent to .63 percent of revenue.

• Standardized Business Processes: Integrated technology helps with process 
standardization across functions and divisions. The estimated operating profit 
improvement comes in at .50 percent to .93 percent of revenue.

• Enhanced Agility: Through an integrated, multi-channel model and real-time customer 
information, agility—the power to adapt to changes in the marketplace and business 
landscape—is primarily focused on revenue acquisition and retention. The operating 
profit improvement is estimated at .34 percent to .62 percent of revenue.

2https://www.ibm.com/smarterplanet/global/files/BKE03007USEN.pdf
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Integrated technology implies that all 
applications use a common database, 
with common business rules, and do so 
in a real-time environment. The ongoing 
benefits include:

• Efficiency and productivity gains 
through improved workflow

• Error reduction due to lack of 
duplication of manual data input

• Simplified problem resolution by 
dealing with a single vendor

• Reduced employee training because of 
fewer products and systems to learn

• Less time spent on managing vendors
• More consistent data from real-time, 

integrated channels
• Reduced cost of electronic channels
• Improved employee satisfaction
• Increased customer satisfaction and 

retention due to ease-of-use, improved 
access

• Channel vendor stability
• Reduced IT costs and maintenance

While the impact of interfacing involves:

• Errors typically being found by 
customers, creating extra work, 
increased call  
levels and satisfaction issues

• Increased problem resolution times 
and decreased quality of problem 
solving

• Time and productivity impact on bank 
staff

• More time spent on managing vendors
• More time/effort/disruption when 

upgrading multiple vendor products
• Challenging, complex environment for 

bank management
• Customer confusion due to lack of 

real-time balances
• Dissatisfaction of customers because 

of inconsistent channel experience
• Increased possibility of vendor 

acquisitions

CHANNEL INTEGRATION:

In this approach, all channels are connected to each other 
and operate from a single source—your core. Transactions 
occur in real-time, so banking customers always know their 
account balances regardless of the channel used. Vendor 
management, when partnering with three or four vendors 
rather than 15, is greatly simplified. Issue responsiveness 
and resolution are streamlined, since one call to a single 
provider yields the same, accurate answer for all channels. 
Further results include workflow productivity improvements, 
reduced errors and cost savings communicated across all 
affected channels.

INTEGRATION OR INTERFACE

CORE

CHANNEL INTERFACE:

With an interface scenario, you obtain your digital channels 
from several different providers and they are hooked up to 
your core, with no communication occurring between them. 
The result? Customer account balances vary by channel, 
causing confusion on their end and increased calls to your 
employees. Vendor management grows more complex with 
each provider added, and compliance risks increase. In 
addition, it is extremely costly to take another provider’s 
solution and interface it to your core. And finally, software 
updates and new enhancements must be planned and 
communicated across all affected channels.

CORE
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VENDOR MANAGEMENT SIMPLIFICATION  
According to the FDIC Quarterly Report for First Quarter 2013,3 the average U.S. bank 
with under $200 million in assets uses 15.5 products from multiple vendors. Imagine 
if your core partnership could provide your institution with Internet banking, mobile 
banking, debit cards, accounts payable, network management, vendor management 
services, document imaging, a teller system, deposit platform and more. What would 
the costs saved and efficiencies gained amount to if you could integrate 10 to 12 of your 
most important products from a single provider?

Further, the costs and complexities of regulatory compliance continue to increase. In 
October 2013, the Office of the Comptroller of the Currency (OCC) issued risk management 
guidance for third-party relationships, promising compliance citations and fines to 
financial institutions that fail to effectively manage risk in all areas of operations, 
including those performed by third-party vendors.

In response, financial institutions regularly express the need to hire additional staff 
members just to keep pace. And according to the OCC guidance, “A bank’s failure to have 
an effective third-party risk management process that is commensurate with the level of 
risk, the complexity of the third-party relationship, and the organizational structure of the 
bank may be an unsafe and unsound banking practice.”4

By working with a reduced number of third parties as a result of channel integration, 
institutions can greatly simplify vendor management programs. Along with help from 
a proper vendor assessment and solid vendor management software, banks once 
performing vendor due diligence on 15 providers—including reviewing complex SSAE 16 
(SOC 1) and SOC 2 audit reports—can reduce that number significantly.

EFFICIENCY  
Integrating electronic channels also can improve a financial institution’s efficiency ratio. 
When your customers can use one of many self-service channels around the clock—doing 
so gladly because they know they’ll get accurate, up-to-date information regardless of 
the channel—your employees gain more time for such duties as making loans, providing 
individualized customer service and targeting profitable customer relationships. Using 
this approach, banks have been known to double their size, relatively quickly, without 
adding staff.

3http://www.fdic.gov/bank/analytical/quarterly/2013_vol7_2/FDIC_Quarterly_Vol7No2.pdf 
4http://www.occ.gov/news-issuances/bulletins/2013/bulletin-2013-29.html
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ABOUT CSI  
Personal, professional customer service is at the core of everything we do. CSI’s Core Bank 
Processing solutions create a high-performing infrastructure you can bank on. For more than 
four decades, CSI has specialized in fully integrated, flexible and secure core solutions that 
meet the diverse demands of today’s financial institutions, regardless of size or scale.
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MAKE SURE YOU GET MORE FROM YOUR CORE  
So as the financial services industry grows in complexity, more banks seek core 
processing partners that can provide all digital channels as well as most ancillary  
products—thereby substantially reducing their number of third-party vendors. Doing so  
also secures them the streamlined, efficient, consumer-friendly experience that increases 
profits, eases compliance concerns and attracts and retains customers. 

As you weigh your options, start by answering these questions:

• Does your core processor sell interfaces  
to generate revenue? If so, are they really  
listening to their core customers?

• How many vendors do you have?

• How much time does it take to manage  
your vendors?

• What is the cost to acquire and manage  
interfaces?

• Are your processes automated or do they  
require employee/manual input?

• Is your bank able to access and integrate  
customer and product information to  
fulfill the needs of your customers?

• How quickly do your systems, business  
processes and workflows adapt to a  
changing marketplace and business landscape? 

• Are the ancillary products from your core “best of breed”?

And, here’s a good rule of thumb to consider: if your core  
provider has to apologize for your customer-facing channels,  
it might be time for a change.


