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Be the bank your customer wants you to be 

No other industry faces the unique set of challenges that 
financial services organisations do.  

While almost every business today aims to attract and retain 
customers with new products and services, innovation in the financial 
sector is often thwarted because of risk management constraints. 

And while many businesses look at disruption as a way to shift the 
dynamics of a market, the financial sector is wary of such a move due 
to the weight and complexity of regulatory compliance.

To compound this dilemma, the traditional banking model is 
increasingly out of sync with the needs of today’s customer. Trust has 
diminished, consumer confidence has dropped, and the arrival of 
fintech challengers has awoken the public to new possibilities and 
better experiences.

The customer today wants more than a secure place to save money 
or take out a mortgage. They want products that serve them better. 
They want relevance. They want anytime, anywhere accessibility. 
They want services that empower their lives effortlessly and make a 
difference to society as a whole.

Complex as it is for traditional banks to adjust to the digital world, 
the need for innovation and disruption is vital. These are the drivers 
needed to spark fresh interest, awaken new demand, and establish 
brand values that are more aligned to the needs of today’s customer. 

They can also be the catalyst for a new kind of financial system, one 
that’s more accessible to everyone, regardless of standards of living, 
income or geographic location. 

Innovating, delivering better customer experiences, and doing the 
right thing are not just nice-to-haves for banks today. Good products, 
good service and good ethics are good business.

Good products, good service 
and good ethics are good 
business.



Be known for your customer experience 

The service you offer will be defined by the speed, security and quality of the customer 
experiences you provide. The better the experience that you create—be it a banking 
app or mortgage calculator—the more likely customers will want to return, share more 
data, and further enrich your services.

Be liked for the products and services you provide   

Today’s online consumer wants every app and every website to be effortless. In the 
battle for consumer wallet, banks that provide their developers with the opportunity to 
build better online experiences are those that come out on top. VMware helps your 
developers get there. We bring the digital foundation as well as the tools, knowledge 
and experience needed to help your team deliver great apps faster. We make it easy to 
modernise apps over any cloud, so you can focus on developing the experiences that 
attract customers and accelerate success.

How VMware can help you to reshape your bank
For over twenty years, VMware has partnered with banks worldwide to address today’s challenges while preparing them for whatever comes next.

Be free to embrace innovation 

Modernising banking apps requires a delicate balance. You need to be able to deliver 
innovative data-driven services and new products while also addressing privacy, risk 
management, compliance and new regulations. VMware ensures you get the balance 
right.

Learn from the experiences of others 

Over the years, VMware and financial services organisations across the globe have 
teamed to cut IT complexity while unleashing next-generation customer engagement. 
We’re ready to share these valuable learnings and help you break new ground.
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Why trust is not as important as it 
once was

The reputation of the financial industry was once built on 
trust. Go back 30 years and you’ll see banks describing 
themselves as honourable, secure and morally sound 
institutions that could be relied upon to keep their promises 
and do the right thing by the customer. 

Fast forward to 2021, and The Edelman Trust Barometer tells us that 
the financial services industry is now the least trusted sector of all. 
After the 2008 global financial crisis and a catalogue of cultural 
failures within financial institutions, consumer confidence still 
remains low. One leading consumer group recently declared that 
banks have lost their moral compass and must fundamentally change 
their practices.

The rise of technology has highlighted banks’ shortcomings even 
further. While there may have been significant investment in recent 
years, many consumers see banks as being slow to change and 
weighed down by heritage. Unlike new fintech innovators, banks 
are still following the tried and tested.
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Success story 
Digital banking reinvented at 
ANZ Banking Group

 
Headquartered in Melbourne, ANZ Banking Group is one of 
Australia’s largest companies with more than 50,000 people 
operating across Australia, New Zealand, the United States, the 
Asia-Pacific region, Europe, and the Middle East.

Today, ANZ Bank uses mobility and digital workspaces to 
rethink the entire banking experience. ANZ Banking Group 
needs to be able to meet its customers wherever they are—on 
the internet, on their smartphones, at their homes and 
businesses, or at digital-enabled spaces within a bank building. 
VMware solutions helped ANZ Banking Group consumerise its 
IT offering and provide greater support and better experiences 
for customers.

Leveraging solutions from VMware has helped ANZ Banking 
Group to meet customer expectations, realise efficiency gains, 
and reinvent its business.

Perhaps the real challenge for banks, however, is in the attitude of 
the modern banking customer. Digitally native, they consume 
information very quickly. They act on that information very quickly. 
They buy online. They share their experiences with each other. And if 
a product or service doesn’t do what it’s supposed to do, today’s 
banking customer will quickly find an alternative that does. Brand 
loyalty is no longer a consideration, and a long history in selling 
financial products or services is no longer a prerequisite.

Instead, the consumer wants to know: 

• How well does this service meet my needs? 

• How easy is the product for me to use?

• How secure have you made it when I log on? 

• How enjoyable was the experience?

• How useful to me is this?

 “ We’re in the business of 
delivering great customer 
experience. There’s two 
ways to do that. One 
through our people and the 
other through technology, 
but the intersection of 
those two is really where 
the gold is. That’s where 
the transformation is 
happening, and we’re 
seeing enormous benefits.” 
Claire Rogers,  
Head of Digital Banking, 
ANZ Banking Group  
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Welcome to a more sustainable, 
responsible and resilient bank

Can banking make a positive contribution toward society and 
the good of the planet? Many chief executives claim they take 
the challenge seriously, but whether they are taking it 
seriously enough remains to be seen. 

The energy that a bank puts into their environmental, social and 
corporate governance (ESG) efforts is important. ESG fosters a new 
kind of corporate culture—one that demonstrates to employees and 
customers how banking can make a positive impact on humanity. 
Some people may think of ESG as nothing more than a PR push, but 
corporate sustainability can influence business growth. 

The risks and rewards 
must be clearly 
understood. Only then can 
banks pave the way for an 
integrated sustainability 
strategy that results in 
long-term returns.
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Sustainability is also linked to resiliency.  The bank must be able to 
remain operational during times of disruption and ride the wave 
without any impact on business.

For the customer, this means that the ATM or the smartphone app is 
glitch-free. It means personal data is held securely. It means the bank 
has solutions in place to weather whatever storms might be around 
the corner.

Embracing all of these different components is challenging; however,  
they are also critical. Banks that put resilient and responsible banking 
at the top of their agenda are not only planning for their future: they 
are building a better and safer society for us all.

Success Story
South Korea’s NongHyup bank  
leaps forward  

Recognising the changing role of financial institutions today, 
NongHyup Bank established a cloud platform with VMware 
vSphere®, VMware vSAN™, and VMware vRealize® 
Automation™  to provide agile services for new business 
environments. 

The cloud native environment delivered by VMware not only 
improved productivity for applications running across cloud 
environments, it also gave the bank the ability to accelerate time 
to market by supporting the latest open source technologies, 
including Kubernetes.

Through the deployment of VMware solutions, NongHyup Bank 
now focuses on exploring new IT technologies, such as big data, 
AI and machine learning, to develop modern applications that 
will enable the bank to deliver superior customer experiences 
and services.

 “ The flexible and agile 
digital infrastructure has 
improved the efficiency 
and productivity of our 
employees and has helped 
NongHyup Bank to leap 
forward as a digital financial 
institution. Through a long-
term partnership with 
VMware, we will accelerate 
our leading position in the 
digital financial market by 
continuing to drive digital 
transformation and provide 
innovative services to our 
customers.”  
Park Seong-jin,  
Senior Manager IT Cloud Team,  
NongHyup Bank
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VMware’s ESG journey 

ESG activities are built into everything we do at VMware—from the way we develop software and bring our solutions to 
market, to the way we build a culture of inclusion. And our customers achieve their low-carbon strategies through greener 
computing solutions that help them reduce their carbon footprint and their costs.

Sustainability is also core to VMware’s values and future success. As a global corporate citizen, we innovate for a 
more resilient world by decarbonising digital infrastructure across our customer ecosystem, supply chain and 
operations. Through our collective efforts to drive net-zero emissions, radical efficiency, carbon-free clouds, 
and sustainable innovation, VMware helps accelerate a low-carbon future.

We see digital transformation as the backbone to building a better world. It not only creates resilient 
organisations, but also helps us overcome the digital divide and decarbonises the planet. Building 
on our standing commitment to innovate for a better future, and the impact we have already 
made, we have created 30 measurable goals to achieve by 2030 that are core to our 
technology and business operations. 
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How KYC Can Bring New Value for Banks 

Elevate the customer experience across all 
touchpoints 

Know Your Customer (KYC) procedures are a critical function 
for banks. They enable banks to assess customer risk and 
comply with anti-money laundering (AML) laws. 

In simple terms, effective KYC means a bank can identify its 
customers before doing business with them so, unsurprisingly, the 
information that the KYC process runs on requires vast amounts of 
customer data. 

This data can be processed and analysed to extract business value 
not only in terms of compliance cost savings, but in improving the 
customer experience and providing a more personalised service.

Many customers find KYC processes time-consuming and 
complicated. Unfortunately, they aren’t going to become any easier. 
If anything, they’re likely to put even greater demands on banks in 
the future. 

To offset this, banks need to emphasize the customer experience 
across all touchpoints and elevate the customer journey to take 
pressure off pain points created by KYC.

Improvements in customer experience can also be gained by moving 
away from intermittent and periodic information gathering and 
shifting the approach toward continual KYC. 

When you continually collect and update KYC information, the 
customer starts to feel more engaged in the process. It makes more 
sense and feels less onerous. 

The point to remember is that when you design for it, rather against 
it, KYC can deliver increased customer satisfaction, which then 
translates into reduced KYC costs.
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Who benefits most from digital-first banking
The faster a bank operates, the better it is for the bank. Today, we 
see smart contracts, automation and machine learning being 
deployed to help banks deal with slow and laborious manual tasks 

The faster a bank can monitor transactions, the better it is for the 
regulator. Today we are moving away from the days of monthly, 
weekly and daily monitoring to real time. With real-time monitoring of 
banking transactions, the regulator can identify fraudulent or money 
laundering activities as they happen.

These technical advancements are making banks and regulators’ lives 
a lot simpler. Now it’s easier to cut costs, to comply and manage 
regulations, and to identify criminal activity.

In the future, we can expect to see banking processes become so 
automated that they become frictionless. Regulators will have 
greater transparency. Money will be safer. Experiences will be 
more personalised.

But how does the customer benefit from all this? Yes, technology 
makes the process of banking faster, more personalised, even more 
enjoyable. But it’s not actually saving the customer any money.

It’s never been easier to close an account and open another 
somewhere else. With loyalty fading, competition increasing and 
instantly accessible banking becoming the norm, the relationship 
between the bank and the customer must be reframed.

Research tells us that consumers across all ages are advocates of 
digital banking. Today, according to a study of more than 6,000 
consumers across Europe, almost half (46 percent) of consumers 
prioritise easy-to-use apps and digital services when choosing a 
financial services provider. 

Banking needs to digitise, of that there is no question. But how the 
transformation is prioritised is an increasingly important decision, and 
one that a bank must get right.

 

Technology makes banking 
easier, more personalised, 
even more enjoyable. But 
it’s not saving the customer 
any money.
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Building a bank for the people 

When we talk about banking what do we mean? Some 
might say it’s about accessing funds; moving money around; 
creating savings; or taking out insurance policies, loans 
or mortgages.

Others might say it’s about building relationships. The kind of 
relationships that enable the customer to make the right choices and 
plan ahead for the big moments in their life.

While both of these are true, banking is no longer defined in this way. 
Today, banking is all about the experience. An experience with one 
aim: to make lives simpler. No more tedious paperwork, no more 
inconvenient visits to the local branch—just go to your phone, check 
your balance, move some money, or take out a loan.

Today, the customer is in the driving seat, and their expectations of 
the experience being delivered are higher than ever.

What makes a good banking experience? First, customers just want 
things to work. Next, they want products that are relevant. Lastly, 
they want them to be convenient and, if there’s something wrong, 
they want to be able to achieve resolution without complexity.

The way the bank serves the customer is important, but 
equally so are the values the bank stands for. Customers want 
their money to have a positive social and environmental impact. 
They want to know how their money is being used, that it is 
being used ethically, and that the drive for profitability is not 
infringing on human rights or the environment.

The way the bank serves the customer is 
important, but so are the values the bank 
stands for.
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Today, doing the right thing is more important than ever for banks. 
The recent pandemic had an impact on many businesses, and many 
people lost their jobs, their income, and their livelihoods.

Banks need to pivot toward helping these people rebuild their lives, 
and technology can be the catalyst that helps them get there. For 
example, cloud technologies can help banks create more efficient 
cost structures and then pass that value on to their customers.  

In the U.S., one fintech is waiving any overdraft fee by using 
technology that enables customers to stretch a monthly pay cheque 
without overdrawing on their account.

Today, banks have a real opportunity to help people deal with these 
challenging times. Those that are seizing the chance are those with 
technology at the heart of their offering.

Success Story 
Pepper: Israel’s first mobile-only 
banking system

Bank Leumi is one of the leading financial corporations in Israel, 
providing comprehensive banking services and holding an 
approximate 30 percent domestic market share. To compete 
better, it decided to be a disruptor, rather than wait for the 
market to be disrupted. For that reason, the bank decided to 
improve its customer experience and build its own mobile-only 
banking platform, named Pepper.  

One of the biggest obstacles was the traditional IT delivery 
model. The bank’s legacy IT systems could no longer keep up 
with the demands of this new digital platform, so Bank Leumi 
had to look for an entirely new platform and partners. VMware 
was chosen because of its software-defined solutions, including 
virtual desktop infrastructure (VDI) that decreased operational 
costs for the bank’s branches. 

The bank successfully launched Pepper in June 2017. Leumi’s 
customers wanted an intuitive, personalised and transparent 
banking experience, and today Pepper is providing them with 
many capabilities that traditional banking cannot deliver. 

 “ VMware’s solutions 
enable us to focus on 
providing customer 
service rather than 
dealing with technical 
issues. It allows us to 
focus on innovation 
and business initiatives. 
We are closer now to 
achieve our goal of 
becoming the leading 
financial corporation in 
Israel, preventing new 
market entrants from 
taking our market share.” 
Ilan Buganim,  
FEVP and CTO, Bank Leumi 
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Visit the VMware 
Financial Services page

Get Started Today

Join us online:
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